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Outdoor Volume Up, Still Rising; 


OAI, SOAI Merger 


OAI Ad Campaign, 
Heavy Promotion 
Planned for ‘57 


New York, Nov. 8—Develop- | 


Highlights Year 


$111,580,000. These figures are ex- | 
clusive of production costs and do} 
not include outdoor expenditures 
by local or regional advertisers. 
Probably the major highlight of | 
the year was the recently consum- 


"We Threw ‘em Away’... 


Why _ we Whe te eat 


dows us se much good 


Amend ‘Relieves’ 
Earle Ludgin of 


‘Reader's Digest’ Proposes 1% Sample 
of Circulation for ABC, Tax Purposes 


Magazine Strives to 
Avoid $450,000 Extra 
Cost of ABC Accounting 


ments in the outdoor advertising |™ated merger of Outdoor Adver- | 


field this year have emphasized the | tising Inc. and Standard Outdoor 
fact that the industry is still ex- | Advertising Inc. (AA, Oct. 15). 
panding and at the same time| Under the terms of the merger 
gaining greater cohesion. agreement, Standard was liquidat- 


Indications are that the national|@4 as of Nov. 1, and its major 


sales volume for 1956 will be $118,- | 
000,000. This compares with 1955’s 
$114,500,000, and 1954’s total of 


members joined OAI, the medi- 
um’s national sales organization. 


8 This action unites most of the 


Re hj 222 


sWimer es WEAT eNeTene te 


‘ ’ 

Chuckles ‘Burden New York, Nov. 8—The Reader's 

Cuicaco, Nov. 9—Over the years Digest, which discovered in 1954 
ADVERTISING AcE has received its that to be a member of the Audit 
share of strange and unusual com- | Bureau of Circulations would in- 
munications. |volve the magazine in added costs 

But this morning’s mail brought 4mounting to $450,000 a year, 
one the likes of which AA’s editors | thinks it has figured out a way to 
save $250,000 of that amount. 


have never seen. We present it in 


Walter Weintz, circulation man- 


important plant operators in the 
industry in one national sales or- 


Tasty—Planning for the seasonal. 
_ heavy run of pork, the American 
Meat Institute has scheduled an ad 


full: } 
“Gentlemen: |ager, told AA today that since the 


“If you desire exclusivity on 


Election Brings 
Few Changes in 
U.S. Agencies 


WASHINGTON, Nov. 7—Now that | 
the results are in, it looks as if the, 
new Congress will take up in Jan- 
uary just where the old one left! 
off in July. 

While they gave President 
Dwight David Eisenhower a huge 
vote of confidence, the voters ap- 


ganization, and is expected to give 
the industry greater cohesion and 
vigor on the national sales front. 
It also will result in a lower-| 
ing of membership fees paid by 
OAI members from 5% to 3%% 
after Jan. 1. Standard’s members| 
paid a fee of 1%% under the old | 
setup. 

The membership fee in OAI has 
always been 5% of a member’s na- 
tional volume. Under terms of the 
merger, it was reported, Standard’s 
members joining OAI will pay 4% 
from Nov. 1, and the newly estab- 
lished 342% fee after Jan. 1 on a 
three-year contract basis. 


Gumbinner Gets 


news items, following is informa- 
tion that up to this moment is 
known only to you and the execu- 
tives of our company. 

“If you feel that the terminology 

should be changed substantially 
please check with the writer be- 
fore publishing. 
‘Fred W. Amend Co., manufac- 
turers of Chuckles candy, be- 
lieves that their agency, Earle 
Ludgin & Co., would be able to 
solicit competitive candy ac- 
counts with an easier conscience 
if they were unencumbered with 
present connections. 


and publicity program to move the 
meat to consumers. This color page 
will run in The Saturday Evening 
Post, Jan. 19. Lennen, & Newell, 
New York, is the agency. 


Six Block Drug 
Consumer Brands 


parently felt Republicans should 
be subject to constant scrutiny by 


a Democratically controlled Con-|® Organized in 1946, Standard, 


gress. during the past eight years, ran 

The President’s victory means consistent advertising campaigns 
Republicans will continue to con-|in the advertising press stressing 
trol the policies of agencies like|the importance of outdoor adver- 
the Federal Trade Commission and | tising as a sales medium and em- 
Federal Communications Commis-| Phasing the value of short copy. 


(Continued on Page 8) (Continued on Page 114) 


Postal Officials Insist... 


Can’t Compare Europe, 


Jersey City, Nov. 9—Block 
Drug Co. today completed what 
is termed a “consolidation” of its 
product advertising by appointing 
Lawrence C. Gumbinner adver- 
tising to handle Amm-i-Dent 
toothpaste, Omega oil, Poslam | 
ointment, Laxium, Minipoo dry 
shampoo and Stera-Kleen denture | 
cleanser. 

The agency assignment is ef- 
fective Jan. 1. Harry B. Cohen) 
Advertising is the previous agency | 
for Amm-i-Dent; Emil Mogul Co. 
for Omega, Poslam. and Laxium, | 
and Dowd, Redfield & Johnstone 
for the last two products. The’ 
Dowd agency was mentioned some 


‘Therefore with publication of 
this news item they are hereby 
relieved of all responsibility for 
the Amend advertising.’ 
Sincerely yours, 
A. F. RAtTHBUN 
President” 


® Mr. Rathbun did not identify 
“competitive candy accounts,” but 
he would seem to be referring to 
the Mars Inc. account, which Leo 
Burnett Co. recently resigned (AA, 
Oct. 29). 

This is the second time that the 
Mars account and the Chuckles! 
account have been involved to- 
gether in agency realignments. Leo 


|Burnett was handling Chuckles 


U.S. Postal Services 


Department Issues | 
17-Page Statement 
to Tell Its Position 


WaAsHINGTON, Nov. 7—In reply to | 
critics who say Europeans often | 
get better postal service than) 
Americans, officials of the Post 


| 


Office Department take the posi-| 
tion that the U.S. postal service is) 
best—in terms of the needs and 
desires of our people. 

A 17-page statement of its posi-| 
tion, which was drafted at the re-| 
quest of ADVERTISING AGE, protests | 
that comparisons between U.S. and 
European service that have ap- 
peared recently “in some popular 
magazines” represent a “gadfly 
type of story” which mention only 
a few specific features of one 
service versus another, and do not 
provide a fair description. 

The department outlined what it 
regards as vital differences be-| 
tween the U.S. system and others. | 
It points out that the US. service | 
covers a territory totaling 3,600,-) 
000 square miles, an area almost | 
equal to the whole continent of 
Europe, and handles more mail 
than all other postal services com- 


bined. The volume of mail in New 
York alone equals half the total 
in Great Britain, including huge 
quantities of newspapers and ad- 
vertising matter which are not 
part of the load in other countries. 
It says rates are generally lower 
than those of foreign systems, but 
prices paid for labor and transpor- 
tation are substantially higher. 


= The statement says the depart- 
ment is constantly alert to ideas 
for improved service. Certified 
mail and combination mail are 
mentioned as examples of recent 
innovations. Current research pro- 
grams looking toward the intro- 
duction of automatic mail handling 
machinery are outlined. 

In addition, the statement sum- 
marizes steps takén since 1952 to 
modernize the department’s equip- 
ment and administrative structure. 
Managerial changes have freed 
postmasters of administrative re- 
sponsibilities and given them more 
time to concentrate on service, the 
statement says. But efforts to pro- 
cure new equipment and more 
adequate postal terminals have 
been handicapped because the out- 


(Continued on Page 86) 


back in 1950, when it first landed 
‘the Mars account. As a result of 
' this acquisition, Chuckles returned 
Net results of the account “con-|to Henri, Hurst & McDonald, 
solidation,” begun in August, has| which had been its agency before 
been to replace three old agencies Burnett. 
with two new ones. Between them,) Chuckles’ second stint with 
Sullivan, Stauffer, Colwell & Henri, Hurst lasted from July, 
Bayles and Gumbinner have di-/| 1950 to August, 1955, when Amend 
vided all the accounts formerly | appointed Earle Ludgin (AA, Aug. 
handled by Cohen, Mogul and) 8, ’55). 
Dowd, Redfield. Now both candy companies are 
(Continued on Page 8) in the market for a new agency. 


Last Minute News Flashes 


FTC Hits Anheuser-Busch, Roto-Broil Corp. 


WasuIncToNn, Nov. 9—Anheuser-Busch Inc., St. Louis, and Roto- 
Broil Corp. of America, Long Island City, were scored by the Federal 
Trade Commission in two separate rulings today. FTC examiner Frank 
Hier said Anheuser-Busch illegally injured three competitors in the 
St. Louis area by “price raids” in that market in 1954 and 1955. In 
the Roto-Broil decision, FTC ruled the company provided promotional 
materials encouraging retailers to advertise false and fictitious prices 
for their products. Ads in newspapers, magazines and on tv offered | 
price cuts below “regular prices” which were in excess of “true 
prices” in the first place, FTC said. 


time ago (AA, Sept. 3) as being 
one which would be affected by 
the account shifts. 


Larson Names Hilton & Riggio for New Mintglo 

New York, Nov. 9—Larson Laboratories, Erie, Pa., has appointed | 
Hilton & Riggio to handle introductory advertising for Mintglo, a| 
new remedy for post-nasal drip and sinus trouble. Local television 
will be the major medium. 


| 


(Additional News Flashes on Page 115) 


|Digest had not operated under 


ABC procedures prior to its deci- 
sion to accept advertising, it was 
calculated that the cost of meeting 
ABC requirements would be about 
$450,000. These included the cost 
of retaining original subscription 
orders and of setting up and main- 
taining the requisite filing system. 

“For a magazine with more than 
10,000,000 circulation, these were 
staggering requirements,” he said. 
“Other publishers seemed slightly 
skeptical of our $450,000 estimate, 
but we have never kept the 
records other publishers keep; we 
threw away subscription orders. 
We always figured fulfilment was 
cheaper than adjustment. 


® “So we proposed to ABC that a 
random sampling method be used 
to check circulation composition, 
and that we actually retain only a 
small part of the subscription or- 
ders themselves. What we’ve been 
doing is working on a 1% sample. 
That would work out to checking 
about 100,000 subs altogether. 
“Our method,” continued Mr. 
Weintz, “would save 90% of the 
filing, clerical work and the files 


(Continued on Page 111) 


Restaurant Men 
Join Hotels in 
Credit Card Battle 


Cuicaco, Nov. 8—The National 
Restaurant Assn. this week joined 
the American Hotel Assn. in what 
is shaping up to be an all-out fight 
against encroachment of outside 
credit card schemes into the hotel 
and restaurant fields. 

The restaurant owners’ trade 
association has set up its own 
credit card plan, tying in with the 
Universal Travelcard endorsed by 
the American Hotel Assn. as the 
first step in a vast expansion of 
the hotel group’s credit card sys- 
tem announced last week (AA, 
Nov. 5). 

The National Restaurant Assn. 
has been exploring the possibilities 
of its own credit system for two 
years as the solution to the “credit 


| card problem,” Armin Kusswurm, 


executive secretary and general 
counsel of the association, told AA 


| today. Thus, by using the hotel 


association’s Universal Travelcard, 
under a plan similar te that of the 


(Continued on Page 115) 
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Italian Line Ads 
Aim to Offset 
Doria Sinking 


New York, Nov. 7—The Italian 
Line, shaken by the loss of its 
flagship, the Andrea Doria, last 
July in the worst peacetime sea 
disaster in recent history, launches 
its biggest advertising campaign 
this month as part of a long range 
program to reassert its position in 
transAtlantic passenger service. 

It has raised its advertising 
budget from $600,000 to $750,000 
to push its “Fleet for °57” cam- 
paign, which will be carried in 
eight four-color bleed pages op- 
posite a b&w page in Life, May- 
fair, National Geographic, The 
New Yorker, the New York Times 
Magazine, i Progresso’s roto sec- 
tion, Time and Time Canadian, 
starting in the Nov. 12 Life. 

The Italian Line, second only to 
the Cunard Line in passenger vol- 
ume on the North Atlantic, makes 
no reference to the Andrea Doria, 
but shows in its ad the deluxe 
service available on the Doria’s 
sister ship, the 29,000-ton Cristo- 
foro Columbo, and four other ships 
in the 24,000-27,000 ton class. 


® Two of the ships, the Augustus 
and the Giulio Cesare, have been 
transferred from South American 
service to the New York-Italy 
run to meet the continuing strong 
demand for Italian Line service. 
The Saturnia and Vulcania con- 
tinue in transAtlantic service. All 


(Continued on Page 113) 


Dexol Bleach Push 
Uses Ads by Stores 
That Don't Sell It 


SHENANDOAH, Ia., Nov. 7—A 
laundry bleach sold only through 
grocery stores now is being pro- 
moted in department store ads of- 
fering free samples. 

This odd turn of events has been 
brought about by Tidy House 


Products Co., maker of Dexol 
bleach. The company sold to de-| 
partment stores in its markets the | 
idea that their job isn’t finished | 
once a washable garment is sold. | 
The store must tell the customer | 
how to take care of it and how| 
to avoid damaging the fabric or 
color by improper bleaching, Tidy | 
House said. Few synthetic fabrics | 
and none of the wrinkle-resistant 
cottons or mixtures of synthetic 
and natural fibers can be bleached 
safely with the chlorine bleach 
women are accustomed to using, 
the company says. — 


® So, instead of merely encourag- 
ing a “warning” campaign on the 
part of the stores, Tidy House and 
its agency, Buchanan-Thomas Ad- 
vertising Co., Omaha, instituted 
the ad and sampling campaign. 

Most of Tidy House’ regular ad- 
vertising budget was used for free 
samples, to encourage department 
stores to make major promotions 
out of ads featuring Dexol. 

The stores explain their Dexol 
offer like this: “We do not sell 
laundry bleach. We publish this in- 
formation about Dexol as a serv- 
ice to our customers.” The stores 
also brief their sales people to rec- 
ommend the bleach and distribute 
leaflets about it. 

Tidy House decided on the de- 
partment store promotion because 
it said, “Department store ads are 
better read by women than many 
editorial features in the newspaper. 

“We knew that they trusted their 
favorite department stores. We be- 
lieved that the best time to sell 
Dexol to 4 woman was when she 
was buying a garment on which 

she would use a bleach,” 


- Z * 

. ‘ e:” 
Sail on Italys Finest ! 
This fuser fleet of lralian | ine Ships 
Wil uke you to ltaly...and all Puropet 


AFLOAT—The Italian Line has kicked off its largest ad campaign to 

show that it continues to offer deluxe transAtlantic service despite 

the loss of the Andrea Doria. The above color bleed spread appears 

in the Nov. 12 Life (at a cost of $60,000) and is scheduled for 

five other magazines and two Sunday supplements. Cunningham 
& Walsh is the agency. 


‘Fractured’ or Not, Quebec TV Station Will 
Air French and English Shows at Same Time 


Quesec City, Nov. 7—CFCM-| English-language tv fulltime daily 
TV, Famous Players Corp. station programs in Quebec is expected 
in Quebec City, will start broad- to have far-reaching results on the 
casting bilingual tv programs from education of the French-speaking 
the same studio building early in small fry as well as parents, since 
January. |parttime broadcasts of English- 

While live French language language network programs on the 
shows are being put on the air in French station have proved more 
one studio, English language live popular than local French pro- 
shows will be in progress in an-| grams. 
other studio. A bilingual staff} While about 35% of Quebec tv 
will direct both kinds of shows, listeners do not speak English at 
which will be broadcast on differ- | the present time, it is possible that 
ent channels. |in two years this proportion will 

The scrambling of languages in be reduced to around 20%, as a 
sports programs such as hockey result of listening to the English 
will be no problem. The announc- | network programs. 
ers will conduct interviews with | 
French team managers, by mak-|8 The advertising staff of the 
ing on-the-spot translations of re- CFCM-TV studios will be required 
plies for tv listeners. Special|to translate a large volume of 
events, such as interviews with French-language advertising ma- 
the queen of the Quebec winter terial coming from local depart- 
carnival, will be treated in the ment stores, manufacturers and 
same way. ‘many independent retail stores. 

CFCM-TV’s staff is almost com- 
= Up to now, the English-speak-| pletely bilingual, but about fifty 
ing children of Quebec have had to are French-Canadians. Few Eng- 
listen to French-language pro- | lish speaking program directors 
grams such as “Blanche, Neige et | will be added. 
les Sept Bonhommes” at bedtime.| Thus the French-Canadians will 
Now they will hear about “Snow be directing most of the live pro- 
White and the Seven Dwarfs” > aren of local origin on both sta- 
for the first time. | tions, speaking more or less “frac- 

Likewise, French-speaking chil-| tured” English much of the time. 
dren, who outnumber English kids | 
in the city by twenty to one, will Bozell & Jacobs 


see and hear many English-Ca- | 


nadian network programs for the | Gets Illinois Industry 


first time, from Toronto, Montreal, | Pp 
and other cities across Canada. j 7 
The establishment of the first | romotion Drive 
SPRINGFIELD, ILL., Nov. 7—The 
state of Illinois has named Bozell 
& Jacobs to handle its first national 
advertising and industrial promo- 
tion program. The promotion is 
deypeourny to bring new industries to 
=|/all parts of the state. 
| More than 100 cities through- 
jout the state are expected to co- 
operate in this program. The first 
phase of the program calls for a 
=-| Series of full pages in the Wall 
===— ||Street Journal, to be followed 
| later in other business publications. 
The advertising program follows 
|a study made by the state’s indus- 
23 |trial planning and development 
division. 


ae ee a net Ae 


| 

‘Keough Joins Vance 

| Richard H. Keough, formerly a 
| free-lance layout man, has joined 
Home Maintenance & Improve- 
ment, Chicago, as midwestern ad- 
vertising representative. It is a 
Vance publication. 


soost—This page, in the St. Paul 
Sunday Pioneer Press, is one of, Paste Ssvated Poostdent 


a number of department store ads kpc Broadcasting Co operator 


promoting Dexol bleach—a prod-' o¢ KMBC and KMBC-TV, Kansas 
uct they do not sell. Buchanan- City, and KFRM, Concordia, Kan., 


Thomas Advertising Co., Omaha,|has been elected president of the 


is the agency. | company. 
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Prophet Sees New 
as Admen Go from Badinage to Verse 


New York, Nov. 6—The future 
of poetry is with advertising. Ad- 
vertising is poetry’s only hope. Ad- 
vertising at its finest amounts to a 


| cipher between companies, is com- 
| pletely over the head of the reader, 
‘and is usually more interesting 
|than editorial matter. In the end, 


God may be conceived as a great 
advertising man. Advertising, be- 
ginning as practical magic, even-| 


Join, Save Central 
Shopping Districts, 
Stores, Dailies Urged 


SALEM, OrE., Nov. 7—Newspa- 
per advertising departments and 
retailers should work together to 
“save” downtown shopping areas, 
Gerry Frank, manager of the Sa- 
lem store of Meier & Frank, told 
the Pacific Northwest Newspaper 
Advertising Executives here last 
week. 

Meier & Frank is the leading de- 
partment store in Portland, and, 


Ist vp of) 


|Mr. Frank said, it is the fifth 
largest user of retail newspaper 
advertising in the nation. 

“The one shopping group which 
downtown merchants have lost,” 
Mr. Frank said, “is made up of 
suburban women. They depend 
on automobile transportation. If 
downtown is to regain their busi- 
ness, these suburban women must 
|be encouraged to drive their cars 
at least to the fringe of the down- 
town area.” 

An award for the top newspaper 
advertising campaign developed by 
a newspaper salesman went to 
Robert Clark of the Daily News, 
Longview, Wash. 

The Tacoma News Tribune re- 
ceived honors for the best pro- 
motion idea, as did the Sun, Van- 
couver, B. C., for best color adver- 
tisements. The Oregon Journal 
won recognition for the best over- 
all exhibit. 


Servomechanisms Unit Moves 
The advertising and public re- 
_ lations department of Servomech- 
janisms Inc., New York, maker 
‘of electronic and electromechani- 
cal components, has moved to the 
company’s western division head- 
quarters at 12500 Aviation Blvd., 
Hawthorne, Cal. The department 
formerly was located at the Mech- 
atrol division, Westbury, N.Y. 
| Warren C. Wilson, advertising and 


| pr manager, heads the department. 


| 
Cupid Candy Names Schram 
Schram Advertising Co., Chica- 
'go, has been appointed to handle 
advertising for Cupid Candy Co. 
The candy company owns and 
| operates a chain of 10 candy stores 
‘in Chicago and has just opened 
the “first and only” Chicago drive- 
‘in candy shop. Plans are to pro- 
mote the drive-in with a newspa- 
per and radio campaign. 


SKI TIME, SUDS TIME—The first in a 


Outdoor Ad 


Elite Emerging 


tually may become an end in itself. 

These are some of the facets of a 
witty and satiric dialog in the Nov. 
10 issue of the Nation, written by 
Howard Nemerov, poet and novel- 
ist, who teaches on the faculty of 
Bennington College. The dialog is 
called “The Poet and the Copy- 
writer.” They are named, respect- 
ively, Osric and Oswald. 

Oswald explains the present po- 
sition of advertising like this: 


_@ Once buying and selling, or 
| business, was not occupation for a 


gentleman, who was exclusively 
concerned with love and war. But 
buying and selling, “because they 
are necessary, finally became gen- 
tlemanly, until now...it is be- 
lieved that these precisely, and es- 
pecially if conducted on a very 
grand scale, are fit occupations for 
a gentleman—if only because a 
gentleman must have money and 
there is practically no other way 
of ensuring a steady supply. 

“So buying and selling have be- 
come respectable, and more im- 
portant than that, they are rapidly 


(Continued on Page 34) 


Drug Houses Fail 
to Use Researchers 
Enough, Critic Says 


New York, Nov. 8—Pharmaceu- 
tical manufacturers are not using 
the services of their market re- 
search departments fully, Robert 
G. Wilder, vp of Lewis & Gilman, 


Philadelphia agency, told the 
Pharmaceutical Market Research 
Group. 


The speaker suggested that an 
advertising agency can be of help 
to the client’s market research de- 
partment in its efforts to gain rec- 
ognition within the company. 

However, there must be mutual 
understanding and cooperation 
based on a constant exchange of 
information among research, sales 
and advertising personnel, he add- 
ed > 


In fact, Mr. Wilder pointed out, 
to do its job properly, the agency 
should be able to call upon the 
client’s market research depart- 
ment for a great amount of in- 
formation which only the manu- 
facturer can supply accurately. 

Such data include sales and mar- 
ket figures, research and develop- 
ment activity, test markets, and 
future requirements. 


s Mr. Wilder said an agency for 
an ethical drug manufacturer can 
help determine media to be used 
and promotional avenues to be 
followed if it can get seasonal and 
year-round sales results and pat- 


| 


| terns of usage by physicians. 

In addition, with the proper kind 
of research, an agency can deter- 
mine the effectiveness of its direct 
mail efforts and other promotional 
activities. 


new series of embellished painted 


bulletins for Jos. Schlitz Brewing Co. in the Milwaukee market is 
shown here. Majestic Advertising Agency, Milwaukee, handles the 
nationwide painted bulletin campaign for Schlitz (an estimated 
$1,000,000 a year billing); J. Walter Thompson Co., Chicago, han- 
dles all other advertising. The bulletin was erected by Cream City 


vertising Co. 
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Maryland Brewers 


Drop Embargo; See | 
New Canada Market 


Battrmore, Nov. 7—Maryland | 
brewers have told state legislators | 
that they “are willing to forego the 
protection provided by Senate Bill | 
38” because of moves which appear | 
to open markets in Canada for 
American beers. 

In a letter last week to legisla- 
tors who supported an anti-alien 
brewer bill, George Hocker, sec- 
retary of Associated Brewers Inc., 
pointed to (1) the recent Canadi- 
an tariff reduction on American 
beers (AA, July 9), (2) a reported 
easing of provincial and Canadian 
brewery industry restrictions and 
(3) reports that “a well known 
American brewery” would soon 
Start selling beer in Canada, as 
reasons for the brewers’ modified 
position. 

The anti-alien brewer bill was 
passed at the last session of the 
legislature but was vetoed by Gov. 
Theodore McKeldin. The bill is 
expected to be re-introduced this 
winter, and indications are that 
the legislature might override the 
governor’s veto. 

(Continued on Page 116) 


American Kitchens 
Pushes Dishwashers 
as Modern Necessity 


CONNERSVILLE, IND., Nov. 7—The 
American Kitchens Division of 
Avco Mfg. Corp. has launched a 
major ad drive for its automatic 
dishwasher-dryer, the Roll-o-ma- 
tic. 

The campaign features a free 
five-day trial offer. It started run- 
ning in October and will continue 


Bow font “TTS NOT A LORY. OTS 4 MODERN NECESTY 
Sites POU there Weth.., saaees, pina mere hither 


0 Kilehens 


NECESSITY—This four-color ad will 

appear in the Dec. 3 Life to pro- 

mote American Kitchens’ Roll+o- 
matic dishwasher-dryer. 


Ca Nes Re eee tems me te 


through November and December, 
chiefly in magazines. 

American Kitchens is the only 
appliance line Avco has left since 
it closed down its Crosley appli- 
ances line and began negotiations 
with Philco for Bendix washers 
(AA, Nov. 5). 


@ The ads for the Roll-o-matic 
are appearing in full color and 
b&w in American Home, House 
Beautiful, House & Garden, Life, 
Living for Young Homemakers, 
Parents’ Magazine, The Saturday 
Evening Post and Sunset Magazine. 

The theme, designed to convince 
the undecided housewife, is: “It’s 
not a luxury—it’s a modern neces- 
sity—saves you more work, saves 
you more time—than any other 
appliance you own.” 

Ads instruct those interested in 
the free trial of the dishwasher- 
dryer to contact Western Union 
Operator 25 to set up the home test 
immediately. Heavy cooperative 
advertising will be used in news- 
papers and radio locally. 

Ruthrauff & Ryan, Chicago, is 


|keting Acronize, 


the agency handling the campaign. 


How new BIOSTAT offers a 
to increased profits from your 


entre ae I we retin to eters Naame 


SALES INSURANCE—“Confidence in 


the freshness of your product is 


the best sales insurance,” Chas. Pfizer & Co. tells food retailers in 


a campaign launching Biostat-PA. 


an antibiotic for poultry process- 


ing. This is the center spread of a four-page ad running in the 
November Chain Store Age. Wm. Douglas McAdams Inc. is the 


Pfizer Uses Trade Advertising Only 
to Push Poultry Processing Antibiotic 


Pharmaceutical House 
Says Aid to Seller 
Should Be Stressed 


BROOKLYN, Nov. 6—A_ second 
antibiotic food preservative has 
entered the poultry processing 
field. Chas. Pfizer & Co. has re- 
ceived the government go-ahead 
for Biostat-PA, an oxytetracycline 
product designed to retard bacter- 
ial spoilage in processed poultry. 

Two-color spreads are announc- 
ing the new product to poultry 
processors in the November Amer- 
ican Egg & Poultry Review and 
Food Engineering. A four-page 
“Report to Retailers” is running in 
the November Chain Store Age. 

Antibiotic poultry processing 
was first introduced late last year 
when the American Cyanamid 
Co.’s chemical division began mar- 
a food-grade 
aureomycin chlortetracycline (AA, 
Jan. 2). 

Both Acronize and Biostat-PA 
(poultry application) are antibi- 
otic powders which are added to 


}|the slush tank during the process- 
“ling of ice-chilled whole birds. 


Both reportedly stop the clock on 
bacterial action, thus extending 
the freshness time of poultry 50% 
to 100%. And both are backed up 
by advertising campaigns; but 
there the resemblance ends, for 
the two companies have widely 
divergent methods for promoting 
their similar products. 


® Acronize is being advertised to 
both the trade and to consumers 


(AA, July 30). Consumer ads hail 
the Acronize process as a “history- 
making development bringing you 
the freshest, tastiest chicken you’ve 
ever eaten.” Each chicken carries 
an Acronized brand label, and the 
ads recommend, “Buy the bird 
that’s Acronized.” 

Pfizer has other ideas on the 
subject, however, and is confining 
its advertising strictly to the trade 
—no consumer ads, no promotional 
labeling. The company’s two major 
reasons for not taking Biostat to 
the consumer are: 


e Antibiotic processing, Pfizer 

maintains, is a business rather 

than a consumer benefit. It makes 
(Continued on Page 113) 


Admen’‘s Pay 
Ain't Hay— 
Or So They Say 


New York, Nov. 8—“How Does 
Your Income Compare with Oth- 
ers?” a piece by Vance Packard in 
the new Collier’s, out today, indi- 
cates the following salary ranges 
in advertising: 

Copywriters—$12,500 to $30,000; 
copy chiefs—$27,500 to $60,000; 
account execs—$15,000 to $75,000; 
research directors—$15,000 to $35,- 
000; art chiefs—$30,000 to $50,000. 

Mr. Packard says he got his fig- 
ures from the Walter A. Lowen 
Placement Agency and that they 
apply to “the seasoned men and 
women who shape many of our 
best-known sales messages” for 
some leading agencies. 


3 


All-Year Club Sets $800,000 Budget 


Magazines, Dailies Will 
Be Used in Effort to 
Exceed ‘55’s 7% Increase 


Los ANGELES, Nov. 8—The All- 
Year Club of Southern California 
‘is now starting its 36th year of 
tourist promotion with a budget 
in excess of $800,000, of which 
‘approximately $600,000 is for me- 


Election Winners 
Included Pollsters 


New York, Nov. 7—Public opin- 
ion pollsters were eating high on 
the hog today. To a man, all the 
‘big boys in the field had predicted 
an Eisenhower victory. Predic- 
‘tions had varied slightly in per- 
centage from the actual outcome, 
but most of the differences were 
negligible. 


e The Elmo Roper survey had 
given President Eisenhower 57% 
of the vote and Adlai Stevenson 
38%, with a margin of 5% regard- 
ed as undecided. His predictions 
for the House: Democrats 40%; 
Republicans 35%, undecided 25%. 
For the Senate: Democrats 43%, 
Republicans 38%, undecided 19%. 


e The American Institute of Pub- 
lic Opinion, headed by Dr. George 
Gallup, had forecast that the Pres- 
ident would receive 594%2% of the 
vote, Mr. Stevenson 40%%. Dr. 
Gallup felt the swing to Mr. Eisen- 
hower would aid the Republican 
party’s congressional chances. 


e Sam Lubell, one of the few poll- 
sters to predict the Harry Truman 
victory in 1948, also had cause to 
say, “I told you so—once again.” 
Mr. Lubell’s predictions, carried by 
Scripps-Howard newspapers and 
others, were that President Eisen- 
hower would be an easy winner 
and that the big city Democratic 
majorities—a major factor in the 
Democratic victories in earlier 
years—would be cut to ribbons. 


e Polls by Time, U.S. News & 
World Report and the New York 
Times predicted victory for Presi- 
dent Eisenhower. Time felt the 
race would be closer than in 1952, 
and the Times said it felt the Pres- 
ident’s victory would be on a 
smaller vote than he received four 
years ago. 


New Cordial Campaign 

Brandy Distillers Co., New York, 
has launched a new series of two- 
color ads featuring its DuBouchett 
(doo-boo-shay) cordials in Col- 
lier’s and Look to run through 
‘midsummer 1957. Norman, Craig 
|& Kummel is the agency. 


Features in This Week's Issue 


Outdoor Advertising Inc. will hold 
its 59th annual convention this 
week in Los Angeles. The indus- 
try expects 1956 sales to total 
$118,000,000, up some $3,500,000 
from last year. Recent merger 
of 10-year-old Standard Outdoor 
Advertising Inc. with OAI re- 
flects greater cohesion in the 
industry. Expanded advertising 
and promotion plans for 1957 are 
counted on to help swell sales 
again next year. AA takes a look 
at other aspects of the business 
and finds a Fresno bottler sing- 
ing outdoor’s praise after his 
first campaign, and Schenley’s 
agency using photo technique to 
quiet criticism of outdoor dis- 
play’s values ...Pages 1, 52, 58. 


Roerig uses unrelaxed advertis- 
ing and promotion to push its 


new pill to give tense patients 
peace of mind. It’s called Atarax, 
and doctors received head pil- 
lows and slippers to impress on 
them the relaxing qualities of 
the new drug 
Jim Woolf finds movie advertising, 
with its misrepresentations and 
salacious innuendos, is a dis- 
grace to advertising. He points 
out that any other advertiser us- 
ing such techniques would find 
himself quickly censured Page 97 
Eye & Ear Man weighs the role 
top-grade old movies will have 
on tv. He points out that adver- 
tisers are carefully watching 
the effect some of these quality 
re-runs are having on audi- 


suggests that while advertising 
may be a business, it’s a business 
run by professionals ...Page 97 
Creative Man thinks that an Esso 
institutional ad on uses of oil 
outside the engine field should 
have been interesting, descrip- 
tive, and not short 


REGULAR FEATURES 


Advertising Market Place .........................112 
Coming Comvemtems 000... ccccccccceee .- 4 
Creative Man's COrme? ......iccccccccicne 08 
Drawthinks 100 
Editorials 12 
Empleye Commenications .......................100 

16 
Just 7 
Leoking at Radie 4 TV o7 


Obituaries 62 
On the Merchandising Frent ................... 98 
Photographic Review ................ Ba 
Reugh Proofs 12 

in Ads 97 
This Week in Washington ..................... 


: to Promote Southern California Travel 


!dia and production. 

The ad campaign will be divid- 
ed into four parts, each designed 
to reach specified areas oi inter- 
est. This four-way approach has 
| been used successfully for the past 
three years. 

About half the budget will go 
into ads in 42 newspapers in cit- 
ies from which best results have 


|been obtained in the past. Sched- 


‘ules in each newspaper used are 
based on performance of that 
/newspaper last year in terms of 
‘coupons per advertising dollar 
| spent. 

The All-Year Club keeps exact 
reeords of coupon returns and uses 
them as a guide in the selection of 
media. Checks also are made of 
the relationship between coupons 
and the people who actually come 
to Southern California. 

The 42 newspapers represent al- 
most that many cities, because in 
view of its budget the tourist or- 
ganization seldom advertises in 
two newspapers in the same city. 


® Copy technique follows the pat- 
tern introduced several years ago 
—little art and much text, with 
detailed descriptions of points of 
interest. This has served to boost 
coupon returns substantially (AA, 
March 16, ’53). . 

Copy also takes into account 
the belief that long distance travel 
(the average tourist in Southern 
California comes 2,400 miles) is 
an adventure. For this reason, 
sweeping statements are avoided 
in favor of as much factual infor- 
mation as possible. 

Based on performance, newspa- 
pers carry so, Na “BR” and “A” 
schedules, and there’s an “AA 
bonus” for dailies with the best 
performance. An “A” schedule 
consists of eight 224-line ads, two 
672-line insertions and four 1,120- 
line ads. These are run during 
the period beginning this week, 
through June. A few newspapers 
earry special test schedules. 

(Continued on Page 6) 


Industrial’ Agency 
Man Predicts More 


Account Switches 


New York, Nov. 7—Industrial 
agency account switching will be 
on the increase during the next 
12 months, according to one agen- 
cy executive. 

John Sasso, vp of G. M. Basford 
Co., expressed the opinion last 
week during a communications 
seminar held by the Assn. of Ad- 
vertising Men & Women. 

Mr. Sasso rested his prediction 
on a belief that too many agencies 
“are still using a horse-and-buggy 
approach to total marketing when 
industrial selling today demands 
maximum promotional efficiency 
for each dollar in the sales budg- 
et.” Industrial agencies today, he 
said, should provide—besides ad- 
vertising—accurate market re- 
search, “informative” merchandis- 
ing and public relations activities 
that “implement rather than re- 
place paid space.” 


s “Agencies and their clients must 
realize,” said Mr. Sasso, “that ade- 
quate sales promotion service de- 
mands: (1) Courageous investment 
in the expansion of creative skills 
in all communications fields; and 
(2) sound business practices which 
recognize that creative work merits 
adequate compensation by reason- 
able fees. 

“The 15% umbrella is shot full 
of holes these days,” he added. “If 
agency managemerit doesn’t recog- 
nize these facts of life, it will 
eventually go broke.” 
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Minute Maid Moves 
to Cut Price Gap in 
Frozen Orange Juice 


New York, Nov. 8—The squeeze 
is on in the frozen orange juice 
business and it’s being applied 
against the makers of advertised 
brands. 

Minute Maid Corp., the largest 
company in the frozen concen- 
trate business, this week denied 
reports that it is lopping off one 
out of every four employes in New 
York, drastically curtailing its 
public relations operations and 
taking other radical steps in an 
attempt to put the company’s 
products on a more competitive 
basis with non-advertised and 
private label brands. 

President John Fox said the 
company had been undergoing 
“some expense reduction” in the 
last two months but he maintained 
it was not a major overhauling 
and declined to elaborate. 


Mr. 


Fox conceded that the 
price differential between the 
advertised and  non-advertised 
brands was too great and said he 
was out to close the competitive 
gap. 

“It's not going to be that way 
any more,” he commented, but 
would say nothing further beyond 
the fact that advertising, handled 
by Ted Bates & Co., would not be 
cut. 

Minute Maid Corp., between the 
Minute Maid and Snow Crop 
brands, probably accounts for 
roughly 35% of the total sales of 
advertised brands, more than 
double the sales of its nearest 
competitor, Birds Eye. But all 
advertised brands put together 
don’t have more than 30-40% of 
the frozen concentrate market, ac- 
cording to reliable sources. 


@ The reason is simple: adver- 
tised brands of frozen orange 
juice cost anywhere between 4¢ 
jand 9¢ extra per 6 oz. can. And 
{when many of the chain store 
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private labels or unadvertised | 


products have a_ taste enn, | Colgate, AGA Set 
similar to the advertised brand | Contest Drive for 
which the consumer has always) 

Ad Detergent 


had confidence in, the compul- Gqs, 
New York, Nov. 8—Colgatc- 


sion to switch is overwhelming. 
The quality standards of the un- : 
advertised concentrates have been Palmolive Co. today signed a con- 
constantly improving. | tract with the American Gas Assn. 
Another significant reason that f0F @ contest promotion which will 
non-advertised brands are swamp-|¢ the largest in the history of 
ing the $220-$230,000,000 orange either the soap company or the | 
concentrate market is the ever-| U- S. gas industry. 
rising number of chains and dis-| I" the completion stages for| 
tributors going in for their own Some time (AA, Oct. 29), the con- 
brands. To complicate matters, ‘est will be highlighted by: 
one of the nation’s largest grocery e The expenditure of $750,000 by 
chains is believed to be selling| Colgate, for space and time only, | 
its own private label concentrate | between Feb. 1 and April 30, °57. 


at loss-leader prices to carve out), rne awarding of $215,000 worth 
4 poe aggre peice of prizes, in cash and complete 

: home gas laundries, by AGA mem- 
that may be in progress, at the | pers 
same time Minute Maid is also | ‘ : 
diversifying its operations. Last|® Additional local promotion—in- 
month it introduced a line of seven | cluding a minimum of $500 in ad- 
frozen fruits and 26 vegetables un- | vertising—by each of several hun- 
der its. own label in Upstate New dred utilities expected to join the 
York. | promotions. 


_e@ Extensive cooperative advertis- 


Preferred by readers—most productive for advertisers 


GREATEST 


MORNING and SUNDAY CIRCULATION 
of any newspaper in the state of 


ling, sales promotion and merchan- 

dising, plus a sampling of prob- 
'ably more than 1,000,000 boxes of 
|Ad detergent by Colgate. 


| Lennen & Newell, one of the 
Colgate agencies and the AGA 
agency as well, will place all ad- 
vertising. While the primary em- 
phasis will be on Ad, Colgate also 
| will be promoting Fab, Vel and} 
Ajax. } 


= The contest is geared to strong 

local tie-in possibilities. In addi- 
|tion to a national first prize of 
$15,000 cash and 50 other prizes 
consisting of complete gas laun- 
|dries worth, on the average, $1,- 
| 100, the first 150 gas companies | 


SAVE =6 
B¢- 20¢- 30° S = 
coffee! 


INCENTIVE—Campbell Soup Co. is 

testing a promotion of its Swanson 

meat pies, offering a coupon good 

for 5¢ on any kind of coffee. The 

color pages are appearing in Chi- 

cago only. Tatham-Laird, Chicago, 
is the agency. 


list will be a special section—pos- 
sibly seven or eight consecutive 
pages—in The Saturday Evening 
Post. 

The gas industry, incidentally, 
is today the sixth largest in the 
country, having grown 400% in 
the past ten years. The AGA ad- 
vertising account, worth $700,000 
when it left McCann-Erickson 
about a year ago, is a $3,500,000 
account today. 


s Local gas companies will re- 
ceive sample ads for distribution. 
At least 18 Colgate-Palmolive sales 
promotion people will take to the 


who agree to promote the contest} road, starting Nov. 12, to drum up 
locally with at least $500 in ad-| advance interest among the gas 
vertising also will receive home!companies. Their efforts will be 
laundries to give away as prizes, followed up by Colgate’s 650-man 
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WASHINGTON 


LV 04 


The State of Washington is one of the most prosperous in 
the Union . . . with a per capita income (after State and 
Federal taxes) of $1,803, Only 8 other states can boast a 
larger figure. In this rich, able-to-buy market, The Seattle 
Post - Intelligencer has the greatest morning and Sunday 
circulation of any newspaper. For advertising results, remem- 
ber that “people who buy read the P-I.” 


*ABC Publisher's Statement, 6 months period ending March 31, 1956 


SEATTLE 


NTELLIGENCE 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE, INC. 
Offices in 15 Principal Cities. 


in their areas. Each laundry con- 
|sists of a gas dryer, automatic 
| washer, water heater, gas burners, 
| sink and cabinets. 

| The gas companies are being 
urged to arrange for additional lo- 
cal prizes to beef up interest at 
their level. 

| Advertising plans still are in- 
complete. A copy theme, still to be 
'selected, will feature messages on 
the Colgate products involved, on 
the appliances to be given away 
and on gas. Included on the media 


_ 


field force. 

Originally proposed by Keith 
Dresser, Colgate sales promotion 
manager, the contest will be su- 
pervised at Colgate by Joseph A. 
Woodhead, promotional supervisor 
for the soap department, and Jo- 
seph DiRienzo, assistant sales pro- 
motion manager, soap sales de- 
partment. At the AGA, promotion 
manager Charles R. Bowen, work- 
ing under S. F. Wikstrom, director 
of promotion and advertising, will 
supervise. 


| Advertisement 


Man with a two-track mind 
—Ed Baczewski is a media super- 
|  vyisor of our advertising agency. 
| Track No. 1. 

His other track? One week a 
year he sells in person to the 
people he’s concerned with sell- 
| ing in advertising all year. 


+ a 


Our contact, creative and ex- 


The man from Cunningham & Walsh 


ecutive people all spend one week 
a year selling over the counter. 
That's a policy of our agency. 

We're convinced that this two- 
track approach keeps us on the 
right track. Destination: better 
advertising. 

Cunningham & Walsh, Inc., 
New York, Chicago, Los Angeles. 
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month after month... 


1512 million‘ men and women“live by the book” : 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 


People who “live by the book” do things and buy things they during the year. ier 
see in BH&G. Of the 15% million readers of an average issue, 

over 2,550,000 readers reported trying almost 444 million ideas 

suggested in articles or ads. And 1,800,000 readers reported 1 ° 

making 2,550,000 purchases of things they saw in Better Homes of Americ a 


and Gardens. 15,500,000 people read an average issue of BH&G. 
One third of the 123,800,000 people in the U.S. 10 years of age 
or older read one or more of every twelve issues. That’s 44,150,- reads Better Homes & Gardens t 
000 Better Homes and Gardens readers—and over 40% of them 
are men! Meredith Publishing Company, Des Moines 3, Iowa. *A.12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Advertising Age, November 12, 1956 


All-Year Club Sets 
$800,000 Budget to 
Push So. California 


(Continued from Page 3) 

A total of 11 midwestern news- 
papers will carry eight three- 
fifths page roto color units No- 
vember through May. This cam-| 
paign is designed to get added 
penetration in the Chicago-mid- 
west area, which accounts for 
about half the tourists coming 
here. These ads are re-sized ads 
used in magazines. 


Likes his spots... 


particularly on wx1x! Littman’s, Milwaukee 


furrier, finds participations and a rotating 


spot schedule on WxIx a sound buy. Mr. Arthur A. 
® Magazines used will be the same great FOR BUSINESS AND You- 
as in previous years: Cosmopoli-| A SOUTHERN CALIFORNIA 
tan, National Geographic, Holiday, BUSINESS TRIP! 
Reader’s Digest, Redbook and Bet- 
ter Homes & Gardens. Insertions 
will be in color. Space ranges 
from half pages to a two-page 
spread in Holiday. 

CBS Owned . Channel 19 . Milwaukee These ads will feature the un- | 
Represented by CBS Television Spot Sales usual variety of attractions in 
Southern California. Other areas, | 


| 


ea 


Littman reports “wxrx is an excellent medium. 
Its results exceed any other form of advertising 
we have used before for the comparable money 
spent. We’re going to renew with great additional 
expenditure.” Like to see yourself in a good 
spot ? Ask CBS Television Spot Sales to change 
your spots to Milwaukee’s best buy. 


TiIRED?—A Virgil Partch cartoon 
sparks this executive-appeal ad 
for the All-Year Club of Southern 
California. This ad is scheduled for 
U. S. News & World Report, Jan. 
11, and Business Week, Jan. 19. 
Foote, Cone & Belding is the 
agency. 


| 
| 
‘it is felt, have some of the attrac- 
|tions, but no one area has them 
\all—and close together. A typical 
jad will picture a background of 
|a snow-capped peak towering 
|above orange groves. In the fore- 
ground, two cars are meeting— 
one with skiers going up to the 
mountains, the other a convertible 
with passengers in sunsuits. 

An executive campaign will ac- 
cent humor in the form of car- 
toons by Virgil Partch (VIP). This 
campaign consists of four ads 
which will run January through 
mid-February, in the Wall Street 
Journal, Business Week, and U.S. 
News & World Report. 


® Last year, which ended Sept. 1, 
Southern California registered a 
record total of 4,290,913 tourists. 
This was 7.2% higher than the 
previous year, which had set an 
‘alltime high. Reflecting the fact 
that tourists do not spend as much 
|in recent years, expenditures of 
‘tourists were up 5.5% over the 
previous year, but they were lower 
than in the peak year, 1953. 

In releasing this report, Arthur 
C. Stewart, All-Year Club presi- 
Success Story dent, pointed out, “We got these 

dollars by going after them. These 

, money-spending tourists do not 

come here automatically; they 
have to be sold on the idea. They 


This golden Hawaiian pineapple has shaped the destiny of have to be sold in competition 
a successful business. with other selling campaigns— 
. : : ‘Buy a new car’; ‘Go to Europe’; 

It was in 1903 that Jim Dole first brought Mainlanders '*Come to Florida,’ etc.” 


this sunny, juice-laden Hawaiian frui i . | nae = 
y, J t packed in cans | promotion funds are invested with 


‘all skill and care, under “the 


During the years since then, the seven delicious Dole 
guidance of a volunteer advertis- 


products have become familiar friends to American home- ing committee composed of some 
makers. Today meal-planners serve pineapple more often of the top executives of the Pa- 
: ‘ | cific Coast.” 
than any other canned fruit and Dole is the unchallenged | ‘The organisation hes had only 
leader in this field. one agency in its 36 years of ad- 
An excellent example of what can be done through con- sad bos Eeodeanesee, tak saa 
sistent advertising of a consistently high-quality product. as. 
Hawaiian Pineapple Co., Ltd., has been an Ayer client Cooley Joins CBS-TV 
for twenty-three years. Le Cooley, who produced Perry 


Como’s show at NBC-TV and 
CBS-TV for several years, has 


N. W. AYER & SON, INC. joined CBS Television, New York, 
Philadelphia - New York + Chicago + Detroit PAP sg oe Mae conn a ae 
San Francisco + Hollywood + Boston + Honolulu gram producer, Mr. Cooley was tv 


director at McCann-Erickson and 
radio-tv director at Ruthrauff & 
Ryan. 
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QWALT o'SNEY 


PRODUCTIONS 


ew creative men have won such universal 

acclaim during their lifetime as Walt Disney. 
His mouse alone is probably the best-known fictiona! 
character the world has ever seen. Yet the man 
remains mostly a mystery. For, up to now, no one close 
to Disney has ever written his biography. 

During the past year his daughter Diane has been 
working with Pete Martin on the first real Disney story. 
As a daughter, the authoress had acvcss to facts and 
anecdotes that most biographers could never hope 
to get — and ones that even Disney might be reluctant 
to print. The resulting series is reported to have 
surprised Disney, and it is likely to give you some 
surprises, too. It is entitled “My Dad, Walt Disney,” 
and you can start reading it in The Saturday Evening 
Post that goes on sale this week. 

The Disney biography is the sort of reading that © 
millions have come to expect from the Post. It is 
authoritative, accurate, highly readable. It will interest 
all ages and all members of the family. 

This characteristic breadth and depth of appeal 
explains the Post’s unique position in American life. 
When it enters a home, it usually stays there for weeks— 
long after the next issue has arrived. It is picked up 
time and again. It is remembered and responded to. 
As a result, it has been able to turn more product names 
into household words than any other magazine. 

It gets to the heart of America. 


ee ghe Post 


See Walt Disney's DISNEYLAND, and 
THE MICKEY MOUSE CLUB, on ABC-TV. 
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Election Brings 
Few Changes in 
U.S. Agencies 


: (Continued from Page 1) 
sion. 

are operating these agencies will 
continue to find thernselves ex-' 
posed to relentless investigating by 
congressional Democrats who are 
intent on ferreting out any break- 
downs in law enforcement. 


= In contrast to the mauling ad-| 


ministered to the Democratic Pres- 
idential ticket, the congressional | 


elections were amazingly blood-| 


less. The lineup in the -House is| 
almost unchanged, with only a_ 
sprinkling of new faces. While 
there are several new senators, the | 
committee chairmen and leaders— 
except for Assistant Majority Whip | 
Earle Clements—all survived. 

Postal officials, who plan to re- 
new the drive for rate increases 
next year, will face virtually the 
same committees they addressed 
during 1956. 


® Democrats who have spearhead- 
ed investigations of the tv indus- 
try all came through easily. Rep. 
James M. Quigley (D., Pa.), who 
was a member of the House judi- 
ciary subcommittee probing tv net- 
works, was on the casualty list, 
but other subcommiitee members, 
including Chairman Emanuel Cel- 
ler (D., N.Y.), will be back, and 
the committee’s professional staff 
can feel confident about its future. 
Sen. Warren, Magnuson (D,, 
Wash.) swamped Gov. Arthur 
Langlie, retaining chairmanship of 
the Senate committee on inter- 
State and foreign commerce. And 
Rep. Joe L. Evins (D., Tenn.) 
hoids onto the chairmanship of the 
House small business subcommit- 
tee, which has been raking over 
independent agencies like FCC. 
Because of the death of Rep. 
Percy Priest (D.; Tenn.), Rep. 
Oren Harris (D., Ark.) moves up 
to the chairmanship of the House 
committee on interstate and for- 
eign commerce. Formerly he was 
chairman of a subcommittee spe- 
cializing in broadcast legislation. 


® Most of the familiar names are 
on the winner’s list. Rep. Bob 
Wilson (D., Cal.), the only adman 
in Congress, returns for his third 
term. Rep. Henry Talle (R., Ia.), 
who is one of the best congres- | 
sional friends of the government's | 
statistical program, survived the | 
so-called “farm revolt.” Rep. E. C. 
Gathings (D., Ark.), sponsor of | 
anti-liquor advertising laws, will 
be back with a fresh mandate. 
Among the losers was Rep. Harris 
Ellsworth (R., Ore.), 
newspaper publisher, edged out of 
his eighth term. 

At the moment there are pre- 
dictions that several Cabinet posts 
will change hands as the President 
moves to bring fresh names and 
faces to the front. Reportedly there 
will be changes at the Commerce 
and Defense Departments soon, 
and possibly at Treasury and State. 
Postmaster General Arthur Sum-, 
merfield supposedly will stay no 
more than another year, and pre- 
sumabiy would be replaced by 
GOP National Chairman Len Hall. | 


Nat'l Telefilm Income Up | 
National Telefilm Associates, for | 
the fiscal year ending July 31, re- | 


On the other hand, the men who| 


@) 


INDUSTRIAL GROUP 


DIVERSIFIED—In an effort to make its non-food products better 
known, five of General Mills’ 11 operating divisions have joined 
forces as the Industrial Group to launch a unified industrial ad 
campaign. The divisions are Mechanical, Soybean, Special Com- 


modities, Chemical and O-Cel-O. 


This initial b&w spread appears 


in Time, Nov. 12, and Scientific American for December. Knox 
Reeves Advertising, Minneapolis, is the agency. 


Gumbinner Gets 
Six Block Drug 
Consumer Brands 


(Continued from Page 1) 

The major share of this billing 
now appears to be with SSC&B, 
which picked up Nytol sleeping 
tablets, Pycope tooth brushes and 
Green Mint mouthwash. 

Rounding out Block's current 
domestic agency roster is Grey 
Advertising, for Polident, Poli- 
Grip and several test products; 
Lee Ramsdell & Co. and Noyes & 
Sproul in the ethical field. In 
Canada, the agencies of record are 
J. J. Gibbons Ltd. and Baker Ad- 
vertising, both in Toronto. 


Holiday-Pac Offers 
Sample Distribution 
in Movie Theaters 


New York, Nov. 9—Holiday-Pac, 


|a sampling operation by which 


manufacturers can distribute and 
promote product samples in mo- 
tion picture theaters, has been 
announced by Sales Creators Inc., 
promotion organization. 

Initial plans by Holiday-Pac call 
for a test in the New York area. 
Female patrons will receive free 
a plastic package containing 15 
sample-size products at a particu- 


lar holiday period, four times an- | 


nually. The package will contain 
non-competitive products that can 


Roseburg|be used by all members of the |rismnc AGE 


family. 
Movie houses will publicize the 


_Holiday-Pac contents by running 


a 90-second trailer showing all 
products contained in the package 
for one week prior to the give- 
away, and—while the actual sam- 
pling is in progress—at each per- 
formance. In addition, the theaters 
will display actual products in 
their inner lobbies and will mount 
40x60” posters in their outer lob- 
bies calling attention to the pro- 
motion. 


® Charles Haskell and Lee Wolf- 
man, originators of Holiday-Pac, 
point out that it is the only sam- 
pling service which offers a sched- 


petitive with any other service and 
includes all promotional features,” 
Mr. Haskell stated. 

Movie houses will buy the Holi- 
day-Pac at 5¢ a package. 


|@ The company currently is con- 
|cluding negotiations with several 
| movie chains comprising about 100 
| theaters in the New York area. The 
\first promotion in New York is 
| planned for January. Ultimately, 
|Holiday-Pac expects to enlarge 
its operations on a national basis. 


| A subsidiary of Sales Creators, | 


| Holiday-Pac offices are located in 


ithe Park Sheraton Hotel, 870 
| Seventh Ave. 
Split-Commission 
Account Exec Pay Is 


Survey Result: LAA 


New York, Nov. 7—The League 
of Advertising Agencies survey on 
account executive compensation 
(AA, Oct. 29) was not intended 
as an expression of the LAA’s 
opinion on the subject, but was 
merely a compilation of facts, 
Louis Rheinhold, chairman of the 
committee conducting the survey, 
said today. 

“Since the league has no policy 
position on account executive com- 


\the league to determine whether 
a single standard practice pre- 
vailed, or what varied methods 
were used,” Mr. Rheinhold said. 
Mr. Rheinhold apparently was 


answering the views expressed by | 


Fred Gamble, president of the 
American Assn. of Advertising 
Agencies. Mr. Gamble told Apver- 
(AA, Nov. 5) in 
| expressing his views on the LAA 
\survey, that less than 5% of ac- 
;count executives get a percentage 


} 


lof the billing of the accounts they | 


work on. He characterized it as 
‘an “antiquated method” of pay- 
ment and a “sign of weakness.” 

| Among the findings, the LAA 
study showed that 46.2% of agen- 
cies don’t have account executive 
|contracts, that 38.7% split the 
15% on a 50-50 basis with the ac- 
count man and that another 32.3% 
give the account executive 5% to 
7% of the billings on the account 
for compensation. 


N. Y. Coast Group to Meet 
| The Pacific Coast Displaced 
Persons, a group organized in 1949 


| 
| 


| pensation, it was the intention of, 
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| Marshall Field, Publisher and 


Philanthropist, Is Dead at 63 


New York, Nov. 8—Marshall 
Field, a leading newspaper pub- 
lisher, philanthropist and business 
man, and one of the richest men in 
the U.S., died at New York Hos- 
pital here today. He was 63. 

Mr. Field entered the hospital 
Oct. 21 for an operation on a brain 
tumor. Until today he had been re- 
|ported doing well. 

Mr. Field is best known in the} 
newspaper publishing field as the 
founder and publisher of the Chi-| 
cago Sun, now the Sun-Times, and | 
owner of the now defunct PM,}| 
|New York afternoon tabloid. 
In addition, through Field Enter- | 
| prises Inc., of which he was presi- | 
dent, he owned World Book Ency- 
clopedia, Childcraft (a set of books 
for parents) and a number of radio 
'stations at one time. He also had 
interests in Simon & Schuster, 
‘book publisher, Pocket Books Inc., 
Parade Publications Inc., which 
publishes the Sunday newspaper | 
supplement, Parade, and Function- 

al Music Inc. 


s Mr. Field inherited his money 
from his grandfather—after whom 
he was named—founder of Mar- 
shall Field & Co., world-renowned 
Chicago department store. Mr. 
Field’s father died in a shooting 
accident when he was a child, and 
the grandfather died a few months 
later. The original estate (various- 
ly estimated to have been any- 
where from $56,000,000 to $120,- | 
000,000) was left in trust and Mr. 
Field received payments totaling 
$93,000,000 in a series of instal-. 
ments the first 50 years of his life. | 
At 50 he came into full control of 
'the fortune, estimated at between | 
| $70,000,000 and $75,000,000. 

He entered the newspaper pub- 
lishing business as the result of his 
|interests in liberal ideas. He had 
|contributed to Hoover’s campaign 
' fund in 1932, but by 1934, as he put 
it: “I got rather disgusted with the 
Republican Party and I got inter- 
| ested in Roosevelt and what he was 
trying to do.” In 1940 he met Ralph 
Ingersoll, who was trying to estab- 
lish a liberal newspaper in New 
York without accepting advertis- 
ing. Mr. Field was originally only 
one of 18 stockholders in the news- 
paper, which started publication in 
June, 1940. He bought out the oth- 
er stockholders later that year by 
'paying them $300,000 and giving 
| them 15% in the new company. At 
that point the paper faced a finan- 
cial crisis, having spent $1,500,000. 


s In November, 1946, the paper 
reversed its policy and began to ac- 
|cept advertising. Mr. Field wrote 
that he saw more danger to PM’s 
independence in the fact that one 
man supported it “than could pos- | 
sibly arise from accepting support 
from the advertisers of the com-| 


'munity...PM’s existence cannot | 
permanently depend on whether 
one man happens to wish to con- 
‘tinue to support it.” 

PM ceased publication in June, 
| 1948, its circulation having dropped | 
‘from a peak of 164,686 to 140,834. 
| Mr. Field had spent about $5,000,- 
| 000 on the daily. 

@ Mr. Field’s second newspaper 
venture turned out to be much 
| more successful. 


On Dec. 4, 1941, he began pub- 
lishing the Chicago Sun. The 


ports net income of $441,877, or Uled distribution te manufacturers 
68¢ a share, as compared with a 5° that their field men can go into 


deficit in the 1955 fiscal year. In| the areas and tie in with local 
the 1956 year, exhibition contracts | retail outlets. Holiday-Pac also 
written amounted to $5,793,975, as| Will enclose in each package a 
against $2,386,915 in the previous|market survey card and other 
fiscal year, Film rentals for the 12| product literature for the partici- 
months ending July 31 were $3,- | pating manufacturers, according to 
818,627, compared with 1955 film Mr. Haskell. 

rentals of $1,417,515. Net deferred The price per item to manufac- 
income rose from $386,835 on July turers ranges from 3%¢ to 4%¢, 


31, 1955, to $1,234,540 on July 31, | depending on the weight of the 
1956. item. “This price is highly com- 


by 11 former western advertising | avowed aim of the morning news- 
and promotion men, and which paper was to combat the anti-New 
now has a membership of 565, will Deal policy of the Chicago Tribune. 
hold its 16th semi-annual get-|Mr. Field took an active part in 
together in New York at the Hotel /|the publishing and editing of the 
Lexington Dec. 5. Lloyd Day,| Sun, in marked contrast to his role 
Batten, Barton, Durstine & Osborn, | on PM, where he took no part in 
is in charge of arrangements, re- | its editorial activities. He also was 
placing Ernest A. Mennell, who/| determined that, unlike PM, the 
has transferred to the Chicago Sun should pay its own way. 


office of Moloney, Regan & In 1942 he filed a complaint 
Schmitt. |against Associated Press with the 


Marshall Field 


U.S. Attorney General] after the 
press service had refused the Sun 
membership. He charged the AP 


| with a violation of anti-trust laws. 


As a result, the Supreme Court 
handed down a decision requiring 
the AP to change its by-laws reg- 
ulating membership. In November, 
1945, the Sun was admitted to 
membership in the AP. 


s In September, 1947, Mr. Field 
hought out the stockholders of the 
Chicago Daily Times, an afternoon 
tabloid, at a cost of $5,339,000. The 
purchase was made chiefly because 
the Sun needed a newspaper plant. 
Up to then it had been printed at 
high cost in space—and on presses 
—rented from the afternoon Chi- 
cago Daily News. 

Mr. Field merged the two papers 
in 1948 as the Sun-Times and 
brought them out as an all-day pa- 
per. In 1950 he withdrew as presi- 
dent, turning over the paper to his 


'son, Marshall Field Jr. 


In 1944, Mr. Field purchased in- 
terests in Simon & Schuster and in 
Pocket Books Inc., in which Simon 
& Schuster owned a 49% interest. 

The same year he organized 
Field Enterprises Inc., which pub- 
lished the Sun-Times, World Book 
Encyclopedia, Childcraft, Parade, 
and his other interests, and also 
owned Radio Stations WJJD and 
WFMF, Chicago, KOIN, Portland, 
Ore., and KJR, Seattle. Eventually, 
Field Enterprises disposed of its 
interests in all the radio stations 
except WFMF, an fm all-music 
station. 


e Mr. Field was born Sept. 28, 
1893, in Chicago. Shortly after his 
grandfather’s death, his mother 
took him and a brother and sister 
to England. He was educated there 
at Eton and studied history and 
economics at Trinity College, Cam- 
bridge. 

In 1914, at the age of 21, he re- 
turned to the U.S. to take over 
trusteeship of the Field estate. 

Ten days after the U.S. entered 


| World War I, he enlisted as a pri- 


vate in the Army. He served over- 
seas at St. Mihiel and Meuse-Ar- 
gonne and was decorated with the 
Silver Star Medal for bravery un- 
der fire. He was discharged in 


| January, 1919, as a captain. 


® Returning to Chicago, he en- 
gaged in helping ex-servicemen 
find jobs and in organizing com- 
munity centers for young people. 

A year later he became a bond 
salesman, and following this be- 
came a partner in the investment 
banking firm of Marshall Field, 
Glore, Ward & Co., later changed 
to Field, Glore & Co. He has been a 
director in Continental Insurance 
Co., Continental-Illinois National 


Bank & Trust Co., Westinghouse 
Electric Co. and Marshall Field & 
Co. 

Through the $11,000,000 Field 
Foundation, he engaged in philan- 
thropic activities estimated to run 
to about $500,000 a year. 
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IRIS DAVENPORT sy 


OF FARM AND RANCH Soutwenn 


voted the Outstanding 
) Farm Magazine Woman’s Editor 
in the South’ 


64.8% of the answers said, “Iris Davenport” when all 
Home Demonstration Agents in 15 Southern states were 
asked this question: “In your opinion, who is the out- 

RECIPE standing farm magazine woman's editor in the South?” 


Begin With: iris Davenport: Personabie native North Carolinian. 


Add: Bachelor's Degree, University of Georgia; Master’s from Columbia. 
Further studies: Paris; Louisiana State University. 


Combine With: Home Economics teaching and extension, in Georgia, Louisiana, 
Kentucky. 


Add: 30,000 miles of travel a year, to farms, markets, universities. 


Mix In: Talks before 35,000 persons a year from the platform; 3,000,000 
by radio, television. 


Add: Presidency, National Home Economists in Business. President- 
4 elect, Phi Upsilon Omicron, honorary home economics fraternity. 
Hard and effective work in dozens of other organizations, both 
local and national. 


'. Blend In: Skill and experience in gathering and presenting how-to-do-it, 

4 business-of-homemaking editorial material—offered to Southern ——_ ) 

farm families only by Farm and Ranch. e E.,. 

cl sz Frisia’, 

Season With: 4 lifetime of whirlwind and enthusiastic service among Southern 
farm families. 


Garnish With: Recognition as “One of the nation’s six most outstanding women 
born in the South,” in a million-woman poll conducted by the 
Atlanta Constitution and Atlanta Women’s Chamber of Commerce. 


SERVES: Women of 1,300,000 Southern farm 


families in 15 Southern states. IRIS DAVENPORT 
Editor, Women’s Department, Farm and Ranch 


Farm and Ranch 


NASHVILLE, TENNESSEE 
More than 1,300,000 subscriber families in 15 Southern states. 


Bill Jones Bruce Johnson Dan Doody Bob Finn McDonald-Thompson McDonald-Thompson 


| ATLANTA DALLAS CHICAGO NEW YORK | LOS ANGELES SAN FRANCISCO 
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Another true-to-life story about some make-believe characters 


What are 615,000 


men over 20 


thinking about in Chicago? 


L. the fall an old grad’s fancy lightly turns to thoughts of eB 


Especially if Old Ukulele U. has a winning team. 


So Quincy B. Bartlett, class of ’23, donned steamer rug and muffler and made a pigskin 
| pilgrimage back to the scenes of his boola-boola. 
ors 
Q.B., voted “Most Likely to Succeed,”” had. And now shone in big 
gold letters and solid black Cadillac as Vice President fe 
“Accidental Life Insurance Co.” 
“Why look who's here,” boomed Q.B., as he took his seat in the stadium, 
“my old pal Joe! 
Just then the whistle blew . . . the ball was kicked... 
and nobody, including Q.B., heard Joe’s reply. 


But after the game, Joe and Q.B. adjourned to the Téte-a-Téte house 
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and settled down to serious business. It seems that Joe sold advertising for 


the Chicago Tribune and Quincy wanted to sell more life insurance. So they got in a 


SBS, strategy for a powerhouse offensive. 


Joe explained that no matter how big a squad 


huddle and kicked off 


of agents Quincy B.’s company had, it was physically impossible for them to 
—<e ‘e) 
— all the good life insurance prospects in Chicago. According 
to a Tribune survey, 44.1% of the male heads of Chicago households have not 
talked with an agent for 2 years or more. 9.5% said they’d never seen an agent. 


5.8% of the men interviewed said they were going to buy a 


€ OK! g 
new policy within the next year—15.8% said they’d buy one 


within 5 years—and 1 out of 6 said they neither knew an agent or broker to contact, 


nor had any company preference. 


Including the men who weren’t sure about future insurance 


purchases, there are 615,000 men over 20 in metropolitan Chicago who are 


)) 
thinking § b be y about buying life insurance. With so much ground to 


be covered, an agent has his hands full closing contracts, without spending valuable 


a 
- 


time pre-selling policy features or building company acceptance. 


“Hike,” yelled Quincy as he grabbed the ball 
and ran, “‘selling life insurance is like playing football. It’s the agent who scores 
the touchdowns, but he can’t get far without good interference. And it’s 
advertising that opens the holes and paves the way for the ball carrier.” 

**Touchdown!”’ cheered Joe, as he waved his Chicago 


Tribune pennant, “that’s the way to run up the score!” 


Attention Monday morning quarterbacks: If you want to know how to gain 
ground in Chicago, just call on Joe. Nobody knows Chicago like the Tribune. 


Nothing sells Chicago like the Tribune. And Joe’s the one to scout up the facts for you. 


Chicago Tribune 
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We Just Thought We'd Tell You 


As this editorial is being written, the day of decision—politically— 
has not yet arrived. And to make things worse, this page, and this 
editorial, wiil go to press on Monday before election, so we have no 
sure way of knowing how the voting will turn out. 

So we just thought we'd tell you—as though you didn’t know al- 
ready—that it really won’t make much difference which way the 
election turns out, no matter how hard the partisans on one side or 
the other may like to think that only their side makes sense. 

The simple fact is that the broad general outlines of what lies 
ahead are perfectly clear and practically incapable of change by 
anything except the most revolutionary upheaval. The “climate” of 
the times—and the background of everything that has gone before— 
has shaped our immediate future well beyond any man’s ability to 
change it suddenly or sharply through the electoral process. 

Eastern Europe—the Middle East—the ferment of nationalism; 
trends away from individualism as it was known in the nineteenth 
and early twentieth centuries; inventive genius which increases pro- 
ductivity and thereby automatically increases materialistic values— 
all these are with us, no matter whether we applaud or deplore 
them. And their existence shapes our course, to an astonishing de- 
gree, no matter how much we may dislike the thought. 

In the advertising and merchandising field, it is clear that the basic 
job that has always existed—the manufacturing of “orders” to keep 
the economy moving at the speed and velocity of which it is capable 
—-has been intensified by recent happenings. 

In a very real sense, a great deal of the future of the world cur- 
rently rests on business men, and particularly on marketing men. 
Certainly if America is to maintain a position of world leadership, 
the very first requisite is a really solid economic front—a high level 
economy operating at or near capacity, with goods and services and 
jobs for everyone. If we don’t have these things, we can get ourselves 
into real trouble. 

Marketing men’s job of keeping the economy rolling does not get 
easier as time goes on; indeed, the higher the level of production and 
consumption we achieve, the harder it becomes to maintain or im- 
prove that level. 

We doubt that many marketers have been holding up marketing or 
selling plans waiting for the election returns; we hope not. But in 
any event, our job lies clearly delineated for us. Let’s get at it. 


Ease Up on ‘Promotion-Research’ 


It has always been our belief that American business men have 
swallowed, without enough mental cerebration, some concepts of 
“ethics” which have little sense to them. For one thing, we have 
never been able to understand why the fellow who sells something 
cheaper than his competitors is per se a “chiseler”’; and we suspect 
that the unwritten law against saying unkind things about compet- 
itors has sometimes been carried to extremes. Some competitors de- 
serve to have unkind things said about them, and who knows what to 
say better than the people they have been competing against? 

Nevertheless, it looks as though the time has about come to call a 
halt, or at least a slow-down, on research studies whose primary 
purpose seems to be to prove what a poor, useless, nonsensical medi- 
um the other fellow is trying to sell. 

The appearance of such studies during recent years is as natural 
as anything could be, and they were probably exceptionally useful. 
In the case of television, for example, enthusiasm was initially so 
unbounded that fact and fancy were lightly mingled, and a little 
down-to-earth calmness was indicated. 

But right about now, we’re beginning to be fed up. We hope most 
future studies will be more positive, and less concerned with twist- 
ing a knife in the other fellow’s ribs. 


Advertising Age, November 12, 1956 


| Gladys the beautiful receptionist 


te 
ay 


i 


— = 
a 
+ 
= 
e 
z 
e 
a 
x 
& 

=f & 

' & 

= ¢ 
7 
an 
a 
es 

ah 


—Virgil E. Jensen, Domestic Engineering Co., Chicago. 
“Why is it that a girl has to show a man she’s smart to get a job— 
and act dumb to get a raise?” 


What They're Saying 


Back to the Dining Room | involve more than one move—and 
The theme of a Thanksgiving ad ™ore than one phase of the en- 

which Macy’s ran last November | ‘tire marketing program. “Coor- 

suggested this editorial. It also| dination” is the key word. 

suggested the subject for our cover. | poo Bd he we Re Bay cage 

Togetherness, “the fun and the) before The Association of National 

talk and the belonging-together | Advertisers in Chicago. 

warmth” is not just a matter for) 

Thanksgiving and Christmas or When the Dust Settles 

New Year's. It is an important The pace of retail construction 

day-to-day philosophy and it may | in suburbia has not faltered. Shop- 


well be that the table covering in- P!9& centers are opening at the 
dustry needs a word like this and | | rate of 600 to 700 a year and liter- 


should use a word like this to sell @/!y thousands of new centers are 
America back into the dining room | either getting under way or their 
to gather around a table covered plans have already been pub- 
with a cloth at least once a day. licized. But the enthusiasm moti- 
The ulcerous stupidity of dining|V@ing this expansion is based 
off the arm of a chair in front of |™ore On past records than on re- 
a television set while watching the | @listic future prospects. The op- 
violence of city or Western gunmen | Portunities _ still present in the 
is one of the worst things civilized | S¥burbs will soon be dissipated if 
man has ever cooked up, and it|@ll those who are now making 
| isn’t doing the table cloth industry plans to build carry them out. This 
| any good. 
—Julien Elfenbein, editor, Linens & 


Domestics, in his “The Editor's Point 
of View,” October issue. 


eye further expansion warily. 
There is dynamite here, and it can 
prove to be dangerous if not han- 
dled with care. In the coming bat- 
tle of the giants, some, though per- 
haps not the giants themselves, are 
likely to be trampled under foot. 


—The Bach Letter, published by Hen- 
ry Bach Associates, New York 


Purpose Must Be Right 
Smart as you fellows are, there 
is no public relations man capable 
of making a success out of an ig- 
noble purpose. The decision must 
be right. The instinct must be 
phases of the marketing plan/|right. The objective must be sound 
which will affect results—factors| before you people can get your 
\such as quality of the product, | teeth into it. 
| type of product, its packaging, dis- | ae ee re eam 
_ tribution, etc. mony at which Edward L. Ryerson 
It has been our experience that | 
ithe most successful promotions’ 


It Takes Coordination 

No one phase of the marketing 
operation can be relied upon to 
carry the ball for the product. How 
often have you heard it said: 
“Let’s up the advertising appropri- 
ation” or “Let’s change the adver- 
tising theme”’?—and that’s _ it. 
When such moves are contem- 
| plated, big dividends can often be 
earned by giving consideration at 
the same time to the many other 


Citation of the Chicago chapter, Pub- | 


lic Relations Society of America. 


is why retailers are beginning to 


| 


| Rough Proofs 


| Elmo Roper says it isn’t too im- 
‘portant that a pollster guess cor- 
rectly the outcome of an election. 
| Maybe not, unless he expects to 
continue to sell his syndicated stuff 
to newspapers and broadcasters. 

” 


With the international situation 
| as upset as it is, now there’s anoth- 
|er hassle because Canadian tele- 
| viewers can’t get Jackie Gleason’s 
|show over WCNY-TV, Water- 
| town, N. Y. 

é e 
Few radio announcers who got 
| by the liloc season in the spring es- 
caped unscathed this fall from the 
usual observance of Hollowe’en. 
* 

AA says the search for agency 
workers is likely to bring the end 
of the “old school tie’ method of 
selecting personnel. 

It may even get to the point of 
asking applicants, “What do you 
know?” instead of “Whom do you 
know?” 

¢ 

“How the heck,” asks Success- 
ful Farming, “did farmers buy so 
much machinery at a time when 
they are supposed to be going 
broke?” 

Most of the supposing is done in 
a Presidential election year. 

. 


Sweden’s Volvo automobile is 
now being marketed successfully 
in the U. S., and at least it’s a lot 
easier to pronounce than Volks- 
wagen. 

* 

“Grammar is so much hay—for- 
get it!” Charles A. Shaw advises 
admen. 

Sounds like the frustrations of a 
man who has been struggling to 
find the difference between “who” 
and “whom.” 

e 

Samm S. Baker says it’s uncon- 
stitutional for a mystery book re- 
viewer to reveal the name of the 
murderer. 

Otherwise it wouldn’t be a who- 
dunit. 

J 

“ARF’s Communiscope fails to 
make converts at Starch, Gallup 
shops,” headlines the world’s 
greatest advertising journal. 

It would have made a better 
news story if they had been con- 
verted. 

. 


Says an agency looking for new 
blood, “We’re one step away from 
greatness.” 

But don’t admit that to the cli- 
ents. 

e 

An advertising manager is pros- 
pecting for an assistant “to assume 
responsibility for the production 
of printed material and deal with 
suppliers.” 

Does he get the lunch dates? 

° 

“T don’t think like a man in ad- 
vertising because I’m a woman 
selling to women,” says an agency 
account gal. 

But don’t forget that a man’s 
best sale is alway$ to a woman. 

e 

All NBC has to do in promoting 
increased use of color television is 
to continue showing Dinah Shore 


in those gorgeous natura] hues she 


received the first Community Service | | has been able to display lately. 


Copy Cus. 
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NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


|The Philadelphia Mnquiver— 


Constructively Serving Delaware Valley, U.S.A. 


West Coost Representatives : 
SAN FRANCISCO 


FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


DETROIT 
GEORGE S. DIX 
Penobscot Bidg. 
Woodward 5-7260 


Philadelphia newspaper 


Advertising linage is the final measure 


of a newspaper’s sales power 


~ 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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Just a short pass from any copy of Holiday 
you ll find the enthusiastic, well-heeled leaders 
of today’s fabulous new leisure market. For like 
no other magazine, Holiday captures the 

spirit of these delightful more-spare-time-and- 
money days. Its words and pictures present 
a colorful parade of exciting new places, pleasures, 
products and pursuits. Result: Readers in the 
Holiday Mood—a frame of mind uniquely 
receptive to advertising. If your product or service 
gives people more leisure or pleasure, it’s smart 


quarterbacking to advertise it in Holiday. 


More and more advertisers of more and 
more products are turning to Holiday. 
The December issue just closed with 
more than 500 columns of ad veriising. 
It will be the largest Holiday ever 
published ... and 1956 will be Holiday's 
all-time record year in linage and 
revenue! 
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Anderson Heads WITG 

James Anderson, formerly New 
York account executive for WTTG, 
Washington, has been named gen- 
eral manager of the DuMont tv 
station. He replaces Les Arries Jr., 
who resigned to join CBS Televi- 
sion Spot Sales in Chicago. At the 
same time, Richard Stakes was ad- 
vanced from business manager to 
assistant general manager of 
WTTG. 


Corn Products Expands TV | Puerto Rico Outlines Bid 
Corn Products Refining Co., New for Industry in Booklet 
York, has added two alternate 15- 
minute segments weekly to its day- 
time schedule on NBC-TV. Pro- 
gram contracted for is “It Could 
Be You.” The company, through 


Corn Products already 
two alternate-week segments of) 


that i i t welcome “runa- 
“Queen for a Day.” t will no 


way” plants. A tax exemption is 


Starch 
Magazine Repor™ 


Of all 


1,176,014 Elks comprise a mass market with 

class incomes the median of which is $6,050. The 
Starch 51st Consumer Magazine Report gives the complete 
picture. Just write or phone to see a copy. 


THE 


Gls Magazine 

households surveyed, 43.3% 
reported spending more than $200 
on vacation travel during 12 
months. This is exceeded by 

only 3 of the 54 magazines 
appearing in the report. 


MAGAZINE 


New York + Chicago « Detroit * Los Angeles 


granted “for the expansion of 


duction to Puerto Rico.” 
Puerto Rico’s problem is not 
over-population, according to the 


booklet, but under-development. 
The Commonwealth needs _ to 
icreate only 150,000 new jobs 


| to solve its present problem. This 
| represents one-half of one per 
cent of normal U. S. industrial 
expansion. The booklet, which al- 
so includes information on life in 
Puerto Rico, is available on re- 
quest from Publications Office, 
Economic Development Adminis- 
tration, Commonwealth of Puerto 
Rico, 579 Fifth Ave., New York. 


Three Join Doherty, Clifford 
Robert M. Curtis has joined Do- 
herty, Clifford, Steers & Shenfield, 
New York, as a vp and account 
executive in the Bristol-Myers 
unit. With J. Walter Thompson Co. 
for the past 15 years, he was a drug 
account supervisor. Doherty, Clif- 
ford also has appointed David P. 


rector. Mr. Lewis formerly wa 
with Cunningham & Walsh. Mr. 
Gerhardt previously was with C 
J. LaRoche & Co. 


Rylander Names Thompson 
Jack W. Thompson has been 
named to the new post of director 


_Tector of advertising and sales 
|promotion of Douglas Furniture 
'Corp., Chicago. 


/ 


By the usual media standards, the opinion- 
making magazines are hard to classify because 
they are read by people in all industries and 
professions. However, their readers have one 
uncommon denominator --wherever important 
things are happening, their influence is decisive. 


| Puerto Rico has issued a 72- 
page booklet, “Puerto Rico Facts 
for the Manufacturer,” as part of 
its 10-year-old Operation Boot- | 
‘ strap, a program of development 
C. L. Miller Co., also cleared par-| of - Sikeetial as an industrial 
ticipations on “Matinee Theater.” center. The booklet, though asking | 
carries | for new industry, explicitly warns 


production facilities or for a com- | 
pletely new operation. These bene- | 
fits are denied to any firm pro-| 
posing to curtail employment in) 
the U. S. in order to transfer pro- | 


Lewis an executive film producer | 
and Harold P. Gerhardt tv art di- | 


of creative services of Rylander | 
Co., Chicago direct mail advertis- | 
ing company. He formerly was di- | 


Advertising Age, November 12, 1956 


Getting Personal 


In observance of the 25lst anniversary of Benjamin Franklin on 
Jan. 17, the Poor Richard Club, Philadelphia, will award its 1957 
ne Medal of Achievement to Frank M. Folsom, president of 

Lawrence Valenstein, head of Grey Advertising, New York, has 
been named chairman of the advertising, broadcasting and publish- 
ing division of the Federation of Jewish Philanthropies. Division 
co-chairman for the annual tri-industry affair will be Seymour 
Berkson, publisher of the New York Journal-American, and John 
Smart, publisher of Esquire. . . Earl H. Ellis, vp of McCann-Erick- 
son, has been named chairman of the advertising and publishing 
group in the United Hospital Fund’s 77th annual fund-raising ap- 


peal... 
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ALL IN A DAY’S WORK—Richard Stow (center), art director of Foote, 
Cone & Belding, Los Angeles, does some market research on smoke- 
jumping in Missoula, Mont. A volunteer on the Ad Council’s Forest 
Fire prevention campaign for 14 years, he’s the creator of “Smokey,” 
the fire-fightin’ bear, the campaign symbol. 


| end 


2 


yen 


¥ 


w~ 


i 
- 


a 4 


Louis Dorfsman, director of advertising and sales promotion for 
CBS-Radio, has received an alumni citation from Cooper Union 
for “outstanding achievement and service”...Charles Schlaifer, 
head of his own agency, has been reelected secretary-treasurer of 
the Joint Commission on Mental Illness and Health... Bayard F. 
Pope Jr., vp of BBDO, is serving as chairman of the advertising 
division for the Visiting Nurse Service of New York 1956 fund 
raising campaign. . . 

O. Alfred Dickman, ad production manager of the New York 
Herald Tribune, is chairman of the 1957 lecture series to be spon- 
sored by the Type Directors Club...Theodore S. Repplier, Ad 
Council president, has received an honorary degree of doctor of 
commercial science from Pace College, New York... William T. 
(Ted) Okie, president of J. M. Mathes Inc., New York, has been 
elected a national director of Junior Achievement... 

Edward B. Donaldson, advertising manager of Curtis 1000 Inc., 
West Hartford, Conn., has been named industrial emvloyes section 
chairman cf the Greater Hartford Community Chest 1956 cam- 


paign... 


Ptteeteas 


Berech White Davis Hiestand Spellman 


CuP WINNERS—Hal Davis, promotion vp at Kenyon & Eckhardt, pre- 

sents the “Hal Davis Cup” to the agency’s champion doubles team: 

Ed Hiestand, Philadelphia copy supervisor, and Orrin Spellman, vp 

in charge of the Philadelphia office. The cup was won at the Merion 

Cricket Club after a challenge from the New York office’s top team 

—Bill Berech, vp and account exec, and Jim White, purchasing de- 
partment. 


Ente Nazionale Per Le Industrie Turistiche (Italian Tourist Of- 
fice) has awarded a gold medal to Henry B. Zell, editor of Town & 
Country, as the “editor of the magazine which has issued one or 
more important articles on Italy.” . . 

It’s open season for grandfathers: BBDO’s Ben Duffy became 
a first-time grandfather Oct. 25, when a boy was born to Mr. and 
Mrs. Arthur L. Hawkins of Rye, N.Y. Mrs. Hawkins is the former 
Miriam Duffy. . . Also on Oct. 25, their fourth son was born to Mr. 
and Mrs. Donald C. MeGraw Jr. Father is assistant director of ad- 
vertising sales, McGraw-Hill Publishing Co.; grandfather is presi- 
dent. . . On Oct. 28 F. B. Duncan, vp of Fuller & Smith & Ross, 
became a third-time grandfather when a son, their first, was born 
to Mr. and Mrs. Richard B. Duncan. The baby’s father is in the 
advertising department of Armstrong Cork Co., Lancaster, Pa. . . 

Andrew Sorbie, head of Kudner Agency’s shipping department, 
was honored by a Waldorf-Astoria luncheon marking his 25th year 
in the agency business. Mr. Sorbie started his career with Erwin, 
Wasey & Co., and was one of the original group joining Kudner in 
1935 when it was founded. . . 
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color in th 


For the first time in Philadelphia you can 
buy the power and prestige of ROP color 
without paying through the nose. 


You get the smashing impact of 1, 2 or 3 colors and 
black . . . and you get it at a cost that allows you to 
make a profit on your investment. 


To get color in the NEWS you only have to buy 1,000 
line units. You get full page impact . . . without. 
paying high dollar for 2400-plus lines. And premium 
charges for color in the NEWS are set low to 
encourage color advertisers, not discourage them. 
Even frequency discounts! 


Black and white or color, a schedule in the NEWS will 
let you “see the bright difference” . . . in Philadelphia. 
Hop aboard. 


PHILADELPHIA DAILY 


NEwS 


Reserve space now. For all information call REYNOLDS-FITZGERALD: New York - Chicago - Syracuse - Los Angeles - San Francisco - Seattle - Atlanta - Philadelphia 
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|Du Pont Researchers Report Market for 
| 250,000 Central Air Conditioning Units 


Pornt Ciear. Ata., Nov. 6—)! permanent, centrally installed type 
| There is an immediate market for|of equipment for cooling their |B 
|more than 250,000 central air con- | homes. -b 
| ditioning systems among home | That figure would more than | 
lowners in metropolitan areas| double the number of homes now 
throughout the U. S., directors of| equipped with central systems— 
ithe Air Conditioning & Refrigera- currently estimated at 250,000 
tion Institute have been informed | units—and would represent a re-| 
by E. I. du Pont de Nemours & Co. tail market potential of at least 
market researchers. | $250,000,000, du Pont said. , 

Reporting on preliminary find-| 
jings of a nationwide survey con-| ® An even larger market could | 
ducted during the last two months, | be developed by more aggressive 
the company said its study indi-/|selling and educational programs, 
cates at least 270,000 home owners according to W. A. Bours III,/|” 
lin metropolitan areas alone are assistant director of sales of| 7 
7 | seriously considering purchase of du Pont’s Kinetic chemicals divi- 
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FOAMY—Kirby - Cogeshall - Steinau 

Co., Milwaukee, prepared this dis- 

| play piece for G. Heileman Brew- 

|ing Co.’s Old Style Lager. It’s 

vacuum molded from white trans- 

lucent plastic, silk-screened in five 
colors and is lighted. 


sion. He pointed out that 93% of 
the persons interviewed whose 
homes are not air conditioned said 
they had never been contacted by 
an air conditioning salesman. 

The need for an educational! ef- 
fort among air conditioning pros- 
pects also is pointed up, Mr. Bours 
said, by survey findings that 64% 
of non-owners had no idea of ei- 
| ther installation or operating costs 
‘of a central cooling system. 
| About the same number, how- 
/ever, said their homes either were 
| well suited for air conditioning or 
could be air conditioned without 
| major changes. 
| Included among the 1,671 per- 
sonal interviews were 605 owners 
of homes already equipped with 
central air conditioning systems. 
|The remainder comprised non- 
owners, 302 of them immediate 
| neighbors of owners. 

The rest were chosen by a sta- 
| tistical sampling method to pro- 
'vide an accurate cross-section of 
|owners of homes valued at $7,500 
‘or more in 53 geographic areas. 
The full study will not be com- 
| pleted before the end of the year. 


| King Korn Plans Expansion 

King Korn Stamp Co., Chica- 
| go, plans an intensified promotion- 
jal drive aimed at bringing in an 
additional 1,000 retail outlets for 
its trading stamps. King Korn says 
it now has about 3,500 accounts 
jin 15. eastern and midwestern 
|states. The campaign includes a 
$150,000 budget for advertising in 
newspapers and other media. Paull 
& Schoenbrod, Chicago, is the 
agency. 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspopers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 
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Startling changes ahead (who knows how 
soon?) in production . . . in marketing and ad- 
vertising, too. No politico’s pipedream. Read 
what Walter Reuther says: “UAW proposes to 
take the first collective-bargaining . . . steps 
toward achievement of the four-day work week 
in 1958, when present contracts with major 
corporations expire.” 

So, to the men who operate the nation’s manu- 
facturing plants, an analysis of all the facts from 
Facrory’s editors . . . 4 12-page Special Report 


NTO 


USTVELY FOR THE PLA 
Ah fan y ta yO a meu Se ale s 
Sor a ae \ ign ee ete 3 


PERATING GROUP 


ang 
bad Ao 


(November issue, just out), fast “intelligence” 
on a fire-hot subject. From money (wages and 
costs) to Meany (President, AFL-CIO) ... candid 
opinion, pro and con, from key business and 
labor figures . ..a real Facrory editorial “block- 
buster.” 

What does this mean to advertising men? 
When you're evaluating editorial, consider not 
only Facrory’s manpower, resources, vision . . . 
but its acceptance of the responsibility for keep- 
ing the plant operating group informed. 


... What 
does this 


mean to 


advertisers 


agencies? 


“a _ » at a eri! CU et, bs co See AS” + Ue 5 as 9 a eg RS cst in “ee 5 
ee i ee ee ee | — Oy nal ain RR ee NE - PE bone ge lee 3 ee | ee Se ert ay “sae CP : 
ig ke é “ Em {i eae ates. ‘ ca 
fr i 3 
fA, : 
9 =. 
- os 
= ; 
: eo BR So ata os ~ ae: ed te - : pe ae : “a0 2 cee 5 Bt, Bn. ~ 
x ; aN! a ee i ( &)- eet ot ee : t ° OSes Wiecc oe Als Te gM eRe oe Ieee re ; a 
es eS I : ao A eee eet Ry te ae ; ee = eaeee oo ae ana |, Phe ea e 
a z “YT ? j]3.> See Se ae * oe ge “a ae =" . a & Pam apts asa hk a a Sa Pete ae eer he 
; c fi eee 8.2 eee ae oe ee 
4 - 4 i a ¢ - re *: “ k ee oe Cea ee at eGo <s 
Z -_ a ‘ eee me) ¥ 2 : BS pie emus > ame, Bi glee a a 
a 1 0 ei ; : as ae yt Peet 4 are Gy , é ee ft coy ee ee rn Be é 
en G Re sq ag CRIS) sae eae Sages 2 Be oe tae ge Sis = ah Leys . 
ae \ pret ae SBN Sen 5S? ale ; ar ie Es ABS “4 fore oe oe ae a: 
Ag ss * pe. cS, ae ete 5 Pre "ace * ap 4 a eee Ch ae rai n° sgh ee as : 
7 ae ¥ . 7 ike eS te mgs Fess 4 _* See, eee ae" _ ee Fe oe. Begs 
Xd +7 D gorigene | St Dh Sea Bee fw hy ene sia eee : 
, * < : ort te i ol eee * “eS pote 
- J ; a 2 ‘ - 2 ) “i ar ; iS ame ite i ae nee ; 
“adhniiavad yao, See oS ~ ef ne 4 i ‘ae, eh " % pet aye oes ec NE ol Rs len ‘ 
me a — Sia es 4 4 Ws Vee Se Se = ties ‘og E eae pes os sy Saw f aaa 
F nlite 5 tae Fag : pe; See alee. ee, ae eee ik 
: : a eS 2 a e j es Sac pen Sees : 
“ ‘ sg é wy ae ay Ss “al ots aa ete 5 ee ae: ig d 
. Pee - a 3 co-ge ae 5 " ee ots Bo) cs ented Fe oS See Na i 
: ee : ‘ ; aa ; rae > .¢ ee ine Pie ge eet) ala , 5°) re 
~~: as p : a Pe as : Bs ee a . ee ro 
a cat, © iret ap 3 Taig Mead ; F ie doe aie eae ee ‘ 
4 BG o. ae ; : pitie aT Ses, Beis see es Ee Sagar. aan : 
T ni t 2 * a 5; = sg Say 4 eae Eg 
: os c ae we a sak: pate . 1 fe ae ae 
: or o 3 ane . 2 eee ete : 
a af Sle ee , ex Be ee Pe : 
d 3 tae % “< oe ‘ 2 ag a + Ti v oy ie 4 ov ay ie ee Sa 4 
Se ae? | ae ae Recs he ee? OO —— : 
ea ih i pr a : on Bt ; ‘ os 2 ie eee) 
oo y oe 3 — eee 4 : "etd pita os : ae es Poa ee : 
MANAGEMENT AND MAINTENANCE © fe ees re | 
bt aa sah ss “0 a a a aes 7 ae a .  % ie gen £< Rae a , : 7 Ma 
eee + a eo an Sees ora ee * “A ome ea x rot ae : pe aed 
Bat z Se i eee, oo. ne ce, . 2 ¢ Ss i ae = a Woe Seer r 
Pass, ‘ 20 rf E ; : + ; : oe: ae es emer : 
as 4 ieee ee aaa 
i ’ orang : : : “ers: 4 <a Bae is : ome ae a ~ 
; + cele : ue ee 2 
Pots i ae a 7 CS: ‘ ‘ ; Wa ae ie ale ee ig ’ 
; es a ? “ Scie oot i. 
t ™ oa eit a as ony “, 7", ile : ae a Be es 
de * ae ‘ BO ca ie P| 3 ; ea le oad eal % 
\ *"s a et = r , - iy ce ey ee ae 7 : 
s " eR 252 pee pe Ag ; : ti , ea ree) er . 
~ ae aie é re) 4 a. i - ae “a % aaa “Gag 
ee : A. : a J ue o> ? a Bt. oe = ae a 
hs ¥ +4 ee: roy eS on » LS a ee ‘ 
q igs 4 i : a ep A er ae ’ a ue ee ee Sakae ae a. hy tg 
. ; oe ‘ ee Mei : re! Reete Port) eee 
Eset 2 ea Hf 3 ee ar pe 1 em eo, te si 
% re a Sa A cores a é ele ; ‘ne (ae on ees oy 2 
‘ 2 oe : r ie ts Po Ree a eee Tee 
Si ie mete: Ms cee se ee oe 2 
7 i z ae “6 Ae a a ee a wt gar pe sf ae 
J Rte F 2S. |e : gills ey ional a oh Se Gea Se = 
AR . os 2 ae 
‘ i re. : yee me ce i a aera ee ae : 
ee ca Hee ip as a ie ae, ae So ee fost eee ~ 
4 a ar Gre ee em | a7 ag Bot ey Me oe ie ) ie 
" “4 5 , -  _——a ‘ ry F a Es Seg hice Teese Re ata ee ee Se eee es - “ 
. , J Aig eae %: a See ee So ee se, * cae ¢ 
i " the. ee ae 22, a \ cae sn — ee : 
‘ le he ps ‘ ‘ a4 eo ot a a oar re Se ba) ae ¥ te ae fue . 
ret i Fe. j . . ae re a at fe op - ae om Biot eae - 
‘: a9 ; “ae a y ‘ aes " > ca a ae Brive 4 ty ; 3 i ae Reps oy, 
ws = oa > an _ rig oe cae Se a ie ee; Sa aves - 
tn ‘ a ee hat ee % ’ ued i - , oe is aes a 1) ss 2 _- Be ean tee , : 
stk oe e “g + —r aa - Saye ate a : See a ae F 
: F ~ e ee ae a a aay a: A> Se 4 Bhs ake mee a ~: 
: FS ‘ — — : a +3 — 1 ie ea = 
: id a a a0 Bian a Ae y g Ee: Lees es Be Dee 4 
7" > oe us a a Rees i ; cage 2 Bi. ue! ; eee se Ro see io eae ea . 
z oh. at . — a | ea ? Be a ae i eee 
be en es _— a ; | aoe ie Re ae ea it So 2) SM aie ea a 
ey: j , : “Spe = 7 eo -. ‘ a Oh Ee os ee oo Sey ogee st 
=o : “i ¢ ats Se 5 oan : a ae ea 26 ee 
* Pa is "i : % Ps) eee ee ‘ia Be. es ee, - tae i wy 
; ¢ “ ee po ae he <  e 
ee z eo. Sh a e > nae a om si , 
i — Ming : 3 ee ae es oe fy aa aa ae he . 
: “a : ee a (tes Lie aoa See ae, re ees on ce 
4 Bey be ate — - ES as oe a kT. By. <b AMM Gk 
Ee : a re Se & : “ere ee ee a S(t eee : 
“ “ 3 co \ 2 ae o> a é peat eae eee. eens 
“= = ae Waker “ ie aan ES a d S. 
w Ba oe t ® geared ts a yt rae ‘ 
=e ss A es 7 pes é 3 Tae a ig Ss : i : 
i t i - or ¥. to ear ay 4 i aN = 
Nog toa he 1 3a ae Ts) ya Pa * Jena i oe ae fei) -~ 
Meg puede aM : at = ae Ro ce: i . ees 2 
. 2 ee ee E ae : eS ei ae er! lU!!l : 
a a 7 3 aes Be i eoaae a “ 
ak : , é ea * piel: ¥, © i 5 a : Sige i ei ee 
oa. = ‘i oa Se an ae Pe: Bae 5 
3 ; 3 soa - “a "i, ile meer so aos. oe he ae ie 
hg : “ itt ae ae a eee ; 
eS ke z : ae a Ss. =! de ee ie Bersted as pe = 
, a : 5 Be te eee. i _ aay eee 3 en ine a bs . 
[ens s eas ar o ° ee ee eee Cae” ia 
2 . eter: i é Ys er es See a ee cet oa ae : 
: 2 ae, 3 2 a pal ORS peerer ey 2 a See aaa: ; 
“ e : oe : am * abit eer ee ae ae : mo oar) 
. ie -e es te ee. Sane “9 = eee ees. 3 Se ER 
ee - aS: ie Bee oe es Ve. oa 2 oe ee ae in 
oe See ip tes a ae Bic ae 2 See Fo) ae 
fa Ak te ee oe ae ee aps Bi ae 2G ne aa oo) 
: aes ; ae Bey ——— lt icc a Sm le” a 
. Sve ef: mele ee, ae ae sg Soca di ese a _ re oe at 
ast : ieee Pay : ae Sea oo, Se Rio | ees 
E Pee : ‘ : “Fe Bots). meee! Sone a ce ie 259 Su 
ed 4 as ‘ ae a eee oy ae a fy 
: ee ta . 7a fe). Sait 4 # ae oe AG . oy CMR S23 he i 
Ye Mee 5 ving 4 : eee s ae Sn, ae: tite od ak e) 5 4 ie 
‘ we ‘ 5 Bee. Rater se ee ‘ POG in ir oe ‘ 
ra : : a : i : Pee Pata *. Se Peo | ee 
* mage t ‘ - “Ne an o ies on ete ee sk eee 1 Os ae ie aa Ree 
hve ‘ “ ie: Re ‘ ae 7. ge Te ee | a 0 6 ams oe : t 
* i) 2 ey. ee mths ents», Seine peer 4a a ee ss acca. 31 a 
: es HS. ey fa a ns in a aes : 2 NA it ol < 
‘ ae Ce aah en . op ah i ante 03 $a ares ee M30 ae 
} ae 2 “shea ‘ i Gee! SBF. soon!” “ig eS ey : 
sah Geiser, a Be NE ete) a re — cece, ees ae Pen Pais 
ae “i ae. ; i= pes eae Bees is ea is un Ee ame ae panei mum >” «ee 
2 ie ; Rel ‘ = Po, a ad ‘ghia sa oe a 4 1 a eae 
aa on ae 22 , Eg ! a ee an aah Pe ie. ee oe ag ae r 
‘ . ¢ =n ae ry, See | ee re a wis) ae ee ES 4" i Pug 
-! . een as , j ae ee ries scan eo. Ae ae Ag eS 
: : BS Serica 7 ae Onde eo ee a ee : 
a 3 : * : r Dentoe see eae “tn es. eS ee oes B 
we hecce Ne z So, Racy caved je ie tM * ie ee, o> ae f: 
ea ‘ ee to i aor fede i fi : oe 2 
Fe oe : ma | i en oe i ae Seat a 5 ee "7 
bey &e Ca v aa 35 i pee ee sie a ee “eee i peewee", ee | ee vi 
é et eee % 7 7” 0 4 gh See crce 2 5 a es ees > ae Ae. es pach ies, 
7 Figs . e Me ie "a Sa ee ie ie So : 
cs ae ; ar omy ae. ee ee x erect. Regie. 0d Cost G 
é 4p a OS er : ae a ee! Oe m 
. Kare ; et cee as Oe ee eo i 
r thd 7 A = gata “ee oe ae OO Net eh ere a See 
» > er a) Mee = S ae ere! TCR er ci) ee eee pst a oe z 
oe pp eee a = a <<." bas Pr ens a a al ee et ame es. 
F % F : ee pe = <n Bei as ae “ey ae ao eta vata 
ae Si a ines ae Bast 2 . eee ; at oe See > Rolalac'. es ce wd 
ag ae —) . oy p : Oe a se ae, he ae eae 
7 eas wp a ee a = by iit 2 ce ope elie ae a a oe "Gea a ‘i foe ee 
: ‘ ae ' = sata Pe oie Ea ee <r aan Hee ee: ae gi 
be ‘ ee . f Be is fe | ge eae: ln eee ove eg eee a oe 
ee . - “ge i ee eee a a ih. alan ane ey) ee : iene, z ie 7 ee ane, 7 
PG oa ae Pees P<: i Nee See. So nee ree po oe a ees. aa < antl r Be mae: | eee ee : 
; i of ee : Rs” Ee Begs ts. ee rhe. pita Le Nias cas (yee ao ee S| . 
: ee Pin a ; en 2. eae” 2 a ee ova ae a eae Aa - i pa ie ee: Rie eee ste 4 
js : ec it Cn ae : . Bo. See a : ge SS ee a ae 1 7 ee a am emo t c 
oa Eg ia . By ee nee ‘ co. ae oe a eve —n aes 4 oie Ae ee . 
i A y a el ieee a. ne Ba se ’ pee Me : sig hie (SIT a ag ati ak oe es ay, ; 
‘ Bet ae oa é: r. en se es ol a>. Mig aa eeites! ai es roa cos See a was 7 : oe Be ae % 
ol 7 oe ee Se ig Sea ae Blea. |= ae eo an ie ie? eas ace 2 ee a Ores a yi <a 3 
RN y c o/s hay ae ae is ‘lige a: . oS Roe ea vy" ete Ls ee Rik Sg Bi 
ae a ann: a — ee | 
agile Mn as = : 8 eee, ES ee Ree oc eee Se RR oe 
; ee ar Hae | a : a 1. ae Ta. Prk, Cape ae ee a. ses ae . 
one ae aah: ee See, ls eee ee, Re ae : 
: : S Po ee ee . ae 2h “aaae? : OS er a te Be ager sto Be . P 
ie #5 Pe “ieee a Te, ee a hing ; a ak. ae a ee 8 eet ‘ 
Ss ated “ Be ai oh ee ae i * ; ; io ee a ae ee Coe aes oe 
‘te ite & 3 ee ae ee ee ei bY se ‘ i a es ee as «jit Neg So eas ae 
le Eire she t ey cee La es ies, fare oe an ie sa ihe eer oes eae aa ie: ‘ 
Oe ae tee 3 a Lao: ha rc 5 ages : + gee Coe ee a” ee ee a: ' St wi i 
fo te if oe pea = TE e. le aay =F Pear fs) el ke ee. Se eh ae on eng | 
: 2 ae ae ai a "a a ; ’ ae ee yet ae gene Pr > ae ie My ees ee 
irae re hy ue ‘eon “<n aa pint : Re ae) ee . pee a 
1 wy ' : ee an a 4 ‘ .. aie Re ts 23. i +: ee ae é 
: ey ke a ee is Be es ee ) ; Me es oe SD ee sire ree | ee ; 
Po Tg a = ee. cS ee Baa as ee i 0 a 
Le SS - a per Ee ‘ ca oa Sone > Se ee. ; 
¥ a % ater 5 SRP DS. Soe ° SEIS MAGN , = = ‘ ™ . 4 
se DtT § 0 iz! 5 e 
4 
+ i 
, ae Rak . i oS zi peape’ Ssjel 
ene 2 ay Mt PS we Peper Fs FEE PS ose wT awh : 
kt 
: 
>: 
Ay 
. 
> 
. 
, 
: i ui 4 4 : oe 
a ; “oe nie é fe tie ; 
. ; s 3 : Beige oh a ee i ; * 4 3 ee ; é ie, haa Bea Be ir ena CRs ae 
_ : ae ee aM Ries eet vied : Fi Vake 3 Re 3 EY a ee re bate heres | aoe cot RB 
_ ae ae ei : a E: ; : ; ening #2 ; tee Mee i eens 
" 7 se e * os Pe, 


22 


Midwest Laundry 
Association Adopts 
Betty Best. Promotion 


Newakk, Nov. 6—The Betty Best 
Advertising Program, launched a 
year ago by the Professional Laun- 
dry Foundation to help promote 
professional service on local levels, 
has been syndicated for use by 
other laundry groups throughout 
the nation. 

The first new group to use the 
program will be the Midwest Pro- 
fessional Laundry Foundation, 
covering central Illinois and east- 
ern Iowa. 

This foundation is using Stations 
WTVH-TV, Peoria; WCIA-TV, 
Champaign, Ii.; WOC-TV, Daven- 
port, Ia., and 'WREX-TV, Rock- 
ford, Ill. 

The tv commercials are being 
supported with local newspaper 
and radio advertising by partici- 
pating laundries. A merchandising 
program is being launched in that 
area also. 

Meanwhile, Lester Wright, 
chairman of the advertising com- 
mittee of the Professional Laundry 
Foundation, disclosed that the sec- 
ond year’s program in the area 
comprising lower Connecticut, New 
York, New Jersey, eastern Penn- 
sylvania and Delaware has been 
expanded to provide for more di- 
rect selling on local levels. 


s The regular tv commercials on 
major stations in the area are 
being supplemented with radio 
spots recorded by “Betty Best” and 
with an expanded newspaper 
schedule. Radio spots have been 
scheduled on WHLI, Hempstead, 
Long Island; WPAT, Paterson, 
N.J.; WAAT, Newark; WTTM, 
Trenton, and WMTR, New Bruns- 
wick. 

In addition, the foundation has 
filmed its “Betty” tv commer- 
cials and recorded the radio spots 
for use by other foundations. Its 
merchandising material also will 
be made available in quantity. 

Feigenbaum & Wermen Adver- 
tising Agency, Philadelphia, pre- 
pares and handles the entire pro- 
gram. 


Scrivener Named VP 

Elroy Scrivener has been ap- 
pointed a vp of McCann-Erickson 
Corp. (International). He joined 
the agency in 1951 after five years 
as ad director of the Atiantic di- 
vision of Pan-American Airways. 


GIVE 
Year-cured 
Cheddar 


DISTINCTIVE-DELICIOUS 


ico) 5.5 O postpaid 


We shelf-cure these selected 5 Ib. wheels 
more than a year os carefully —- 
temperatures This brings qut to ¢ 
the sharp, nutty flavor of this famous 
New York State cheese. 

Some of our customers tell us it’s the 
finest cheddar made today, but ¢ may 
be prejudiced. Anyway, we do feel that 
it’s a cheese you can give with complete 
confidence, and that your friends and 
c rs will app your judgment. 


Available in Old-fashioned Woed Cheese 


Send check or money order te: 


Mohawk Farms 


Pittsford 11 New York 


Motorola Boosts Three 


Motorola Inc., Chicago, has made 
| Robert E. Newlin has been named | 


three marketing promotions in its 
communications and electronics di- 
vision. Robert L. Borchardt has 
been named manager of the tech- 
nical information center, succeed- 
ing Harold A. Jones, who was 
named director of sales of the di- 
vision earlier this year. Mr. Bor- 
chardt has been assistant manager 
since 1954. Frederick W. Alexander 
has been promoted from technical 
editor to advertising manager, suc- 


|ceeding Reginald Mars, who re- 
signed to enter private business. 


to the new post of product promo- 
tion supervisor. He has been a 
member of the technical informa- 
tion department since 1950. 


Rives, Dyke Names Brown 

Jean W. Brown has been ap- 
pointed an account executive of 
Rives, Dyke & Co., Houston. He 
formerly was an account executive 
with Foote, Cone & Belding. 
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_Ekco Tests Tapered Tools 


Ekco Products Co., Chicago, is 
introducing a line of new Flint 
kitchen tools with a test campaign 
scheduled for newspapers in New 
York and Cleveland. First ad in 
the drive will be in one-column, 
page-length format and is head- 


lined, “Tall, tapered and terrific,” | 
| advertising of Rock Wool Insulat- 


stressing tapered design of the 
stainless steel tools. Newspapers | 
being used are the Times, Journal- | 


Results of the test will determine 
further use of the ads in additional 
markets, an Ekco spokesman said. 
Dancer-Fitzgerald-Sample, Chica- 
go, is the agency. 


Rock Wool Names Emrich 
W. Howard Emrich has been 
named vp in charge of sales and 


|ing Co., Pueblo, Colo. Mr. Emrich 
formerly was with the New York 


American and News in New York | advertising office of the Chicago 


and the Cleveland Plain Dealer. 


Tribune. 


He’s th 


the origi 


We know him well. 


ical P 


Just recently National Analysts, Inc. completed 
an exhaustive survey of I&EC readers. The results 
— 500 pages and 2 volumes — give us a complete 
profile of the man who reads I&EC. 

We know, for instance, that 70% of the IkEC read- 
ers work in Design, Development and Research 
and therefore are most closely concerned with the 
expansion and modernization which accounts for 65% 
of total CPI expenditures. We know that I&EC read- 
ers work in this major sales market where new prod- 
ucts and processes are developed and where original 


specifications for equipment and materials are written. 


, 


Keeping in close touch with our readers is an im- 


portant part of our editorial operation. That is why 
the Eastman Research Organization, Inc., a nation- 
ally known firm specializing in editorial analysis, has 
been engaged to make continuing studies of I&EC. 
And it follows that the better we know and serve our 
reader with the specialized editorial material he wants, 
the more effectively we can help you to sell him. 


If you'd like to have a copy of “The Man Who 
Reads I&EC”, a booklet summarizing the results of 
the 500-page study, call your IkEC representative. 
He will be very glad to give you all the information 


you 
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‘Electronic News’ Appoints 
Electronic News, a new Fairchild 
publication scheduled to bow Jan. 
21, 1957, has appointed its adver- 
tising sales staff. Harry Birse, 
Zachary Dicker and John Leven 
will represent the publication in 
the middle Atlantic states working 
from New York headquarters. Mr. 
Birse has been with Fairchild 10 
years; Mr. Dicker before recent 
Army service was with the circula- 
tion sales division of Fairchild, and 
Mr. Leven has been with National 


| Cash Register Co. for the past five | Harshe-Rotman Adds Chain 
‘years. Other U. S. representatives! Harshe-Rotman, New York. has 
include David Wood, Daniel New-| been appointed to develop « na- 
man, Frederick Rowe, Nate Zahm tional public relations program for 
and Lee Hackler. Ivan Luckin will | L. Bamberger & Co., a New Jersey 
cover the British Isles, and John/|store chain, and a division of R. 
Urbanek will cover western Ger-|H. Macy & Co. 


many and continental Europe. 
Beatty Joins Sales Statf 
Weston Joins Gannett James A. Beatty, formerly a 
Charles Weston, retired Boston | merchandising field representative 
banker, has been named to the new | with Family Circle, New York, 
post of exec vp of Guy Gannett/has been named an advertising 


Publishing Co., Portland, Me. salesman of the magazine. 


| for a reported $25,000. 


‘Holsum Signs Studio Contract | 


W. E. Long Cc., Chicago, has 
signed a one-year contract for its 
client, Holsum Bread, and the 
Shamus Culhane Studios in New 
York and Hollywood for an initial 
production order of 24 television 
commercials in live action and ani- 
mation. The studios will create a 
cartoon characterization of Barney | 
Brown and family to represent a| 
“better living through bread” 
theme. The year-long contract is 


L/EC 


INDUSTRIAL and ENGINEERING CHEMISTRY 


— the only magazine specializing in serving 
the original plant, equipment and materials 
market of the Chemical Process Industries. 


AN AMERICAN CHEMICAL SOCIETY PUBLICATION 


advertising management 


430 PARK AVE., NEW YORK 


REINHOLD PUBLISHING CORPORATION 


22, N.Y. 


PAUL JONES, formerly national ad- 
vertising manager of Coronet, has 
been appointed national advertis- 
ing director and elected a vp of 
Playboy, Chicago. 


Hockaday Associates Moves 

Hockaday Associates, New York 
agency, has moved to larger cffices 
at 201 E. 57th St. 


TOM 
TELLER 
DOESN'T 
READ 
AMERICAN 
BANKER 


» 


€ 


But you can be sure his bank's 
key executives do...it is 
required reading for men who 
make decisions. It’s certain to 
reach their desks and command 
their attention because it is 
their only daily source of bank- 
ing news and information. 
AMERICAN BANKER offezs a 
readership of some 50,000 
bankers in the 8,000 important 
banks which represent 92 per- =. 
cent of the totai bank deposits 
of the country. 

Subscribers to AMERICAN 
BANKER pay $20 a year... the 
highest subscription rate in the 
field...and 96 percent renew 
year after year. 


If you're banking on banks 
for business, reach the banker 
who reads... 
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Canada Grocers 
Join Stamp Fray 


Grocery Group Opposes 
Retailers; Calls Stamps 


Aid to Independents 


TORONTO, 
are forming over the use of trading 
stamps in Canada. 

Three developments within the 
past week have had significant 
bearing on the issue. 


e Kelso Roberts, Ontario attorney- 
general, yesterday promised the 
anti-trading stamp Retail Mer- 
chants Assn. of Canada to study its 
submission (AA, Oct. 29) that the 
stamps are illegal. 


e The Canadian Assn. of Con- 
sumers said it was going “all out” 
to fight the premium coupon 
schemes. 


e Meanwhile the more than 3,000- 
member Retail Grocers Assn. of 
Ontario came out in favor of trad- 
ing stamps. 


“Trading stamps have gone be- 
yond the point of no return,” said 
S. J. Daly, president of the retail 
grocers. “Whether we like it or 
not, they’re here to stay.” 

Noting that premiums of various 
sorts have become a major mer- 
chandising force in the past few 
months, Mr. Daly stated that in 
areas where shoppers are familiar 
with stamps, they are an over- 
whelming favorite. 

Surveys in the Ottawa Valley, 
Toronto and London districts on 
behalf of the grocers’ group showed 
that some stores had been able to 
increase their sales volume be- 
tween 25% and 75% through using 
stamp plans, he said. 

Faced with the present situation. 
Mr. Daly continued, the independ- 
ent merchant has two choices. He 
must satisfy publié demand, or 
watch his competitots do so. 


® Because of the competition of 
chain stores, independent gro- 
cers throughout the country need 
help desperately, he said, and 
trading stamps seem to be the an- 
swer. 

The association’s only advice to 
the independent is to make sure of 
the financial standing of the trad- 
ing stamp company it chooses. 
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@ BIGGEST pep. gein—18% last 5 yrs. 

@ BIGGEST home building boom. Over $7 
Million in new construction in ‘55. 

@ OVER 100 INDUSTRIAL PLANTS. Valve 
of manufactured products in ‘55 over 
$150 Million (est.) 

@ AVERAGE FAMILY INCOME $6,120 
(Netienal av. enly $5,274) 
ILLINOIS FIFTH LARGEST 

NEWSPAPER RETAIL MARKET 

(Bxcluding Chicage) 

we $147 MILLION SUBSCRIBER RETAIL PURCHASES 

we $30 MILLION SUBSCRIBER FOG PURCHASES 


Daily Pantagraph 


BLUUMING TON NORMAL 
Represented by Gilmen, Nicoll & Ruthmen 
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Wanzer Gets Ad Award 


| 
| 


Nov. 6—Battle lines! columns x 310 


Mr. Daly said “quite a few” | 
| members of the grocers’ association on Silver.” 


“Wanzer on Milk Is Like Sterling 
Artwork was built 
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| wertatng Co., Cleveland, to handle 
| its advertising. The chain is intro- 


already are operating stamp plans. | around pictures of work of famous ducing a new method of “figure 


| Silversmiths. The ads were creat-| contouring,” according to an agen- 


Sidney Wanzer & Sons, Chicago | 


Chicago. First award for ads in 


ed by George H. Hartman Co.,|cy spokesman, and plans to spend 


| $100,000 next year in newspapers, 


dairy, received the top award for | newspapers in markets of less than| trade papers and on tv. Robert 
newspaper advertising in markets | 250,000 went to Richmond Dairy Tarr owns the chain, which oper- 


of more than 250,000 population 
in the annual contest conducted | 
by the Milk Industry Foundation. | 
The award-winning ads were two 
lines and were 


Co., Richmond, Va. 


Slenderama Names Agency 
The reduce-your-weight chain, 
Slenderama by Tarr, Cincinnati, 


| based on the institutional slogan, | has appointed Gregory-House Ad- 


| 
| 


‘ates salons in Kansas City, Indi- 
| anapolis, Louisville, Cincinnati, 
| Dayton, Toledo and Columbus. 
Franchises for Tarr establishments 
|in 30 other cities are being negoti- 
ated, according to the agency. 


Four Join Western Advertising 

Four persons have joined the 
copy and contact departments of 
Western Advertising Agency, Chi- 
|cago. They are Jack E. Seibert, 
' formerly associate editor of Mich- 
igan Farmer; Robert Hardy, for- 
merly with George H. Hartman 
Co.; Robert Rosene, formerly with 
Fuller & Smith & Ross, Cleveland, 
and Lloyd Ver Steegh, formerly 
| managing editor of a paper in Au- 
| burn, Neb. Mr. Rosene will be in 
| the agency’s Racine, Wis., office. 
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F. eral R (excluding home mortgages) was 
ed eserve |$38.6 billion, the board now esti- 


Now Finds Consumer ™***: rather than the $36.2 billion 
it has reported earlier. The upward 


De Wi H revision of the debt figure, report- 
bt $2 Billion Higher ed in the October, 1955, “Federal 

WASHINGTON, Nov. 6—The na- Reserve Bulletin,” is based on a 
tion’s consumers apparently are survey of finance companies con- 
deeper in debt—by some $2.4 bil- ducted by the board in the summer 
lion—than previous figures have of 1955. 


25 
revised downward—from $14.3 bil- | $8.3 billion to $9.6 billion. board’s revised findings (in mil- 
lion to $13.4 billion. Other forms! The following chart shows the lions of dollars): 
of instalment credit, however— Type of credit Revised Unrevised Difference 
personal repair and modernization _ Total instalment credit .......cccccccccecsse-sscesseeoseesosoes 29,020 27,895 +1,125 
and consumer goods loans—were | PUNE chins saoncnssssevscrsavvecsacosts 13468 14312 — 844 
all increased, giving a total in-| Other consumer goods paper oo... 7,626 6435 +1191 
crease of $1.1 billion for instalment | Repair and modernization loans... 1,670 1644 + 2 
‘credit —from $27.8 billion to $29) EE) OE RR 6256 5507 + 749 
billion. ) SONI I oc cca sccnesnsdateconssczsscesets 9428 8,330 +-1,298 


Single-payment boas .o............c.cccccccecsesesserseeeeee 2,992 2,776 + 216 


indicat i ‘ a : , 
. sag ar ia to the Federal| All major types of consumer in | 7 aannaees of non-instalment Charge NR bicicsscitenncicestescacdsueavisiears 4,544 3,797 + 747 
y , |Stalment except automobile credit | credit—single-payment loans, I a re 2,092 1,757 + 335 

As of Dec. 31, 1955, consumer in-| were increased by the revision.| charge accounts and service cred- Total short and intermediate-term ; ; 
stalment and non-instalment debt |The automobile credit figure was it—were revised upwards from 5 i SI Re cE rae eee 38,648 36,225 + 2,423 


A BEAT...THINGS WERE DIFFERENT 


The Good Old Days always sound great in mellow retrospect. Actually the going 
was “pretty rough’’..one night stands; hot, jerky trains; not-so-hot hotels; eat-and-run 
schedules. Yet the Boss will tell you there was a lot of sales-satisfaction in the job. 


He made a lot more calls, had a chance to do a better selling job than the 
salesman who calls on today’s lumber and building material dealer. Mr. Dealer 
was able to see him; to spend time with him; to listen and to learn. 


Not so today! Those leisurely days are gone. Blame it on progress. Blame it on 
America’s amazing growth—as reflected in the amazing growth of Mr. Dealer. But the 
situation exists. And the smart manufacturer faces up to it. 


That same lumber and building material dealer today handles many more product 
categories than he did even five years ago. What’s more, there are many more 
manufacturers in each of the old categories—all training their sales artillery on him. 


Nor is this all you have to cope with: the fact that three times as many salesmen 
call on this dealer. You must remember that the dealer’s activity also has changed. 
He has more people and more problems on his mind. His scope of operation is much 
bigger. So it all adds up to this: he has less time to give more salesmen. 


The remedy? Retool your advertising to the dealer! Tell the dealer in print 
what your salesman would like to tell him in person. Make your advertising 
to the dealer what it should be—and must be: salesmanship-in-print. 
That’s what sales-smart manufacturers are doing today. 


And where are they doing it? In the publication this dealer looks to and 
lives by: BUILDING SUPPLY NEWS. It reaches more dealer establishments, 
knows them better, serves them better. Small wonder it is picked by 

more advertisers, carries more advertising, than any other 

magazine reaching dealers..And at lowest cost! 


BUILDING SUPPLY NEWS 


Published at Building Industry Headquarters: 
Home of Practical Builder and other leading building industry magazines. 


© Industrial Publications Inc., Chicago 3. 


‘Spot Radio Reports Gain 

National spot radio grossed an 
jestimated $10,893,000 in Septem- 
|ber, compared with $9,478,000 a 
year ago, according to figures.com- 
piled by Price Waterhouse Co. for 
the Station Representatives Assn. 
The estimate for the first nine 
months of 1956 is $97,226,198, 
against $80,580,000 for the same 
period in 1955. 


Veit, Martin Moves 

Veit, Martin & Podorson, design- 
er and consultant, has moved to 
250 W. 57th St., New York. 


CHECK THE RATINGS 

@ 55°%% Share-of-Audience in 
Metropolitan Portland. 

@ 84% More Audience than Station B. 


@ 151% More Audience than 
Station C. 


@ 86% Preference at 45-Mile Radius. 


Sources: June 1956 Portlend ARS 
1956 Selem ARB 


Represented Notionally by 
CBS Television Spot Seles 
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Represented Nationally by TEXAS DAILY PRESS LEAGUE, Inc. 


Selling the 


is like 


LUBBOCK «x Market 


taking candy 
from a baby 


Hilton to Add Savoy-Plaza 
Hilton Hotels Corp. is offering 
to buy, through an exchange of | 


New York. According to the plan, | 
Hilton will offer three shares of | 
Hilton common and three shares | 
of a new 5%% preferred $25 par,| 
for each share of Class A and B} 
Savoy-Plaza common outstanding. | 
The offer must be accepted by 


...Wwhen your advertising 


LESTER M. HORNER Gen. Adv. Mgr. 


holders of 80% of the outstanding 
|stock in order to make the ac- 
|quisition effective. However, ac- 
cording to spokesmen for both 
Hilton and the Savoy-Plaza, hold- 
jers of a controlling interest in the 
|30-story hotel have accepted the 
offer. Hilton is expected to assume 


management about the beginning | 


Advertising Age, November 12, 1956 


| Poor Richard Club Sponsors 


Putman Awards Competition 
The Poor Richard Club, Phila- 


stocks, the Savoy-Plaza Hotel, delphia, will again sponsor the an- 


nual Putman Awards competition. 
The Putman Awards are given an- 
nually for the best industrial ad- 
vertising campaigns during the 
previous year. Awards for 1956 
campaigns will include a total of 
$6,000 in cash plus citations. The 


‘top award winners for 1955 (an- 


nounced in May, 1956) campaigns 
were Reo Motors, American Trac- 
tor Corp. and Viking Air Products. 

The awards were established in 
1947 by Putman Publishing Co., 
Chicago. This year (for campaigns 
in 1955) was the first time the Poor 
Richard Club had sponsored the 


of 1957. 


| presentation. 
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Mass. STATEPOLICE 


How well do you know the Boston market? 


There's something special about 
Boston. How many of the special 
places, people, and things you see 
pictured above can you identify? 


A. WEEI Radio's own Carl Moore. 


B. An exhibit of early American door 
handles, Old Sturbridge Village, Mass. 


c. Roadside stand near Buzzards Bay. 

D. Sign on shop in Scollay Square. 
E.House flags of Boston merchants. 

F. Profile, early American cigar store 
Indian, Old Sturbridge Village. 

G. Steeple of Old North Church toppling 
during Hurricane Carol, 1954. 

H. Li’l Abner, a product of the fertile 
imagination of Boston artist Al Capp. 

1. Drop of milk falling on a hard surface, 
photographed by a new process at the 


Massachusetts Institute of Technology 
J. Sign on barn near New Bedford. 


K. Sacred Codfish, symbol of Boston's 
earliest staple. New State House. 


L. WEEI’s Priscilla Fortescue with Gregory 
Peck, in London. 


Mm. Tombstone in Gloucester Cemetery. 

nw. Cover of the original Bunker Hil! 
Quick-Step music sheet, 1836. 

Don't feel badly if you didn’t recog- 
nize them all. No one knows the 
Boston market as WEEI does— 
especially the buying habits and 
brand loyalties of the Boston peo- 
ple. WEEI has been around the land 
of the baked bean a long time—long 
enough to know that the Boston cus- 


tomer takes an awful lot of convinc- 
ing. Once you've won his trust, he’s 
likely to be your customer for life. 


WEEI already has won that trust 
for the products it advertises. When 
you have something to sell in that 
special Boston market, call CBS 
Radio Spot Sales or WEEI Radio. 


Credits: B,C, F, J, M—Standard OilCo.,N. J.; 
H—United Features Syndicate, Inc. 


WEEI 


(Mh ett, CM Comet hirer 


British Ad Groups 
Form to Aid Civic 
Enterprises, Churches 


Lonpon, Nov. 6—British church- 
es and other civic organizations 
may soon benefit from professional 
promotion work by British admen 
if plans now afoot materialize. 

An upsurge of interest here in 
public service advertising has re- 
portedly led to initial moves to 
form a British version of the U.S.’ 
Advertising Council. In addition, 
an Advertising Christian Group, a 
50-m em ber interdenominational 
organization, has been created to 
help churches become more adver- 
tising conscious. 

The Advertising Christian Group 
recently staged a first annual 
“Service for Advertising” in a 
Congregational church on Orange 
St., at which about 130 admen and 
women gathered to hear a local 
Methodist leader assert, “We have 
the greatest story to tell, and (God 
forgive us) we tell it badly. Help 
us, please. Skilful publicity has 
been put to shabby uses. Why not 
put it to the highest use of all?” 

Dr. W. E. Sangster told the ad- 
men, “There are still people who 
believe that there is something es- 
sentially vulgar about publicity 
and that advertising touches noth- 
ing that it doesn't soil. 

“I am not one of them,” he said. 
“Publicity is no more vulgar than 
a telephone, a microphone or a tv 
screen. The moral aspects come 
in,” he emphasized, “only wiih the 
use to which it is put. 


® “The publicist has lent his skills 
in time past to some of the shadiest 
occupations of which humanity has 
been guilty,’ he said, “but that is 
only the abuse of it. The power of 
it—and the power for good—is 
enormous.” 
| The Advertising Christian Group 
{has established a free advertising 
|advisory service for churches and 
|is circulating a booklet titled 
| “Some Hints on Church Publicity.” 
|More than 300 copies already have 
been distributed, the group says. 
Copies can be obtained from Doug- 
las Shallcross, Secretary, Advertis- 
|ing Christian Group, 9 Campbell 
| Road, Caterham, Surrey, England. 


| 

} 

| Huskies Shoes, Astaire 

Studios Join in Contest 

Hussco Shoe Co., Honesdale, Pa., 
|will use newspapers, magazines 
|and a dance contest to promote its 
| Huskies Shoes for teen-agers this 
|spring. “Swing into spring” will 
|be the theme, and ads will feature 
a photo of Fred Astaire and a dia- 
gram of a dance step. Identifying 
the step will be the basis of a 
nationwide contest with the win- 
ner getting a free Hollywood trip. 
Anyone entering the contest gets 
a free dance lesson at a Fred As- 
taire Studio. 

A series of five newspaper ads 
in 23 markets, listing dealer 
names, will start in March. Ads 
in 12 magazines will start in Feb- 
ruary. Trade advertising features 
a Hollywood trip for retailers in 
a trade version of the dance con- 
test. A retailer’s kit features the 
|dance step diagram in store dis- 
| plays, window streamers, ad mats 
/and entry blanks. Wesley Asso- 
|ciates, New York, is the agency. 
| 


Seecececcccsccsseesees 
NEW YORK 
REPRESENTATION 
FOR YOUR 
AGENCY 


Agency Representatives, Inc. 
285 Madison Avenue 
New York 17, New York 
MUrray Hill 5-3141 


SPECIALISTS IN RADIO & TV 
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audience appeal be higher-income, intelligent buyers who “‘enioy 
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EDWARD SMALL + MILTON GORDON « SL. M. 61...2rs— 
Chewman Prosigont 


4868 Madison Ave., New York 22, N.Y. + Pi.. E- R100 


starring i } 
. = . ey \ 7 ay \ @ : : | : 
Ronald ©) 1/5) Benita 9 | 
TIE YOUR PRODUCTS TO SUCCESS! 
The polished acting of Ronald Colman and his wife, | 


Benita Hume, and the suave comedy situations of . 
THE HALLS OF IVY are an award-winning 

combination that’s given unanimous acclaim by 

America’s greatest TV drama critics! “Bright and 

witty”. ..“keeps me glued to TV”...“hung with highest 
laurels”’...“great charm”...“brings literacy to screen” 

... breezy”...“moet delightful and certainly the most 
humorous and best written”...“adds class to TV”. 


A ae SIRE RRR A 9c tise oan OREN 


THE HALLS OF WY. 


adult television comedy”’. That’s why this entertaining comedy series 
of 39 half-hour programs attracts the audiences best for you ... the 
audiences that can afford to buy more and do buy more of al! prod- 
ucts and services. Check today for your market opportunities. 
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“It Takes the JOURNAL and COURIER 
to Sell Beer in the Lafayette Market” 


No sales program can influence this great market to any 
appreciable degree without the use of the Lafayette 
Journal and Courier. We always recommend the use of 
the Journal and Courier because we know from experi- 
ence, it takes this paper’s complete, effective coverage 
to sell our beers in the market. 


CHARLES W. BILTZ, President 
Quality Beers, inc. 
Beer Distributors 


This Savortent Indiana Market Is Covered’ Only by the 


JOURNAL* “COURIER © 


Member of Federated Publications 


LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


Indiana's Best | 
“Galnacea Market 


Hare Pearlstein 


BCOSTERS—Discussing plans for a turkey-corn bread dressing tie-up 
between Albers Milling Co. division of Carnation Co. and the 
California Turkey Advisory Board are Robert C. Hare, publicity 
supervisor, and Cory D. Clark Jr., cereals advertising manager, of 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


“ONLY TEXAS’ BUSIEST SALESMAN 
covers the Fort Worth-West Texas 


market of over 2,107,300 PEOPLE® 


‘23.5% of Texas 


1955 TOTAL AUTOMOBILE SALES 


644,672,000 


20% on MORE FAMILY COVERAGE DAILY IN 
51 TEXAS COUNTIES AND 20% OR MORE 
IN 55 TEXAS COUNTIES SUNDAY. 


A far greater number of 20% counties 
than any other Texas newspaper. 


Ke 


LARGEST CIRCULATION IN TEXAS 


without the use of schemes, premiums or contests—“Just a Good Newspaper” 


Albers, and Leo Perlstein, Lee 
& Associates, representing the 
turkey group. 


Albers, Turkey Men 
Join in Drive for 
Corn Meal Stuffing 


Los ANGELES, Nov. 6—For the 
fourth consecutive year, the Albers 
‘Milling Division of Carnation Co. 
| and the California Turkey Advi- 
|}sory Board will join forces in a 
‘campaign in 11 western states to 
promote the sale of turkeys and 
corn bread for dressing during the 
Thanksgiving and Christmas holi- 
days. 

The campaign is similar to that 
of last year, which is reported to 
have produced “substantial’’ move- 
ment of turkeys and increased 
sales of Albers corn meai, both 
| yellow and white. 

Featured in the promotion is a 
| special recipe for turkey dressing 
made with either Albers corn meal. 
The recipe, developed by Carna- 
| tion’s home service department, 
will be distributed at the point of 
| sale via recipe pads. 

Albers will boost the promotion 
with 200-line ads in major Cali- 
fornia dailies, a publicity campaign 
to food editors and a kit of full- 
color soft sheets. “Waterfront,” the 
| tv series sponsored by Albers, will 
promote corn meal for dressing, al- 
though commercials will not spe- 
cifically mention the promotion. 


® Trade support will be sought 
through the offer of a 12-lb. tur- 
| key, or the monetary equivalent, 
‘for a 10-case display of Albers 
| flapjack mix. The grocer may keep 
the turkey if he wishes, but Al- 
bers suggests it be offered as a 
prize at an in-store drawing. 

Albers and the Turkey Advisory 
Board will share in production 
costs of retail merchandising mate- 
rials and are cooperating in mail- 
ing editorial material to trade and 
consumer media. 

Erwin, Wasey & Co., Los An- 
geles, is the Albers agency. The 
turkey group is represented by Lee 
& Associates, Los Angeles. 


Sutherland Named A.M. 

| William S. Sutherland, who 
joined Mueller Climatrol division 
of Worthington Corp., Milwaukee, 
as assistant ad manager last Feb- 
ruary, has been advanced to ad 
|manager of the division. He re- 
| places John Reock, who resigned in 
| August to become sales promotion 
|head of Keeney Publishing Co., 
Chicago. 


\‘La Presse’ Raises Rates 

La Presse, Montreal, will raise 
| its b&w line rate effective Jan. 1 
| from 60¢ to 65¢. Rate for 1,000 
| lines or more will advance from 


| 50¢ to 55¢. 
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re advertisers ‘ 
put the most in u E | 


LIFE @LIFERLIFERe 


and retailers get the most 


out of it ite —* 


Reprinted from Electrical Merchandising, October 1956 and Retailing Daily, October 9, 1956 
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1. For Advertisers 


That’s why, so far this year, appliance advertisers have almost 
doubled their investment for selling in LIFE. That’s why, in the 
major appliance field, they put more in LIFE than in the next 
five leading magazines combined. Here are the figures: 


MAJOR APPLIANCES (Revenue first half) 


Magazines 1956 1955 

LIFE $5,110,387 $2,688,709 (90.1% increase ) 
Saturday Evening Post 1,961,447 2,251,582 

Better Homes & Gardens 1,395,057 1,279,221 

McCall’s 612,507 621,280 

American Home 588,957 482,410 


Good Housekeeping 547,157 501,876 


and, in the over-all appliance field, once again advertisers in- 
creased their investment in LIFE. Here are the figures on: 


HOUSEHOLD EQUIPMENT AND SUPPLIES 


(Revenue first half) 
Magazines 1956 1955 
LIFE $6,313,629 $3,668,135 (72.1% increase) 
Saturday Evening Post 3,063,280 3,121,959 ; 
Better Homes & Gardens 2,465,081 2,322,519 
Good Housekeeping 1,306,069 1,352,387 
Ladies’ Home Journal 1,244,965 1,218,987 
McCall's 1,082,268 1,172,345 


2. With People 


Wherever they are, people look to LIFE for excitement, information 
and fun. And, wherever they are, LIFE keeps selling them on the 
products advertised in LIFE. (With approximately 1 out of 5 people 
in the United States moving each year . . . the retailer, by featuring 
the brands they know—famous brands—will attract more of these 
newcomers to his store.) 


t bol 
rte oe _— Sea te cme ° oa = ye 
ect ar , a “ - an 
cas 4 
oe j 
ee: 
Ber © 
ys ee 
yh i 
eS 
ale 
Mee ie 
‘€. ce ps 
ee 4 
ah) one 
ae ‘ 
eres. 
. Pee 
» he 
me: i 
ee ‘ yg? 
oe iS ‘ 
eet "sie <7 
a, * . : ant = } 
feo { 
oe "% 
fete. ’ LIFE } 
oe ti 
al: w 
oie 
ss ~ 
ee ee 
to Ly 
ae ——— i 
SOMERS |: 
es ’ £ 
Lee ae i 
a ’ 
Bee ‘ } 
Se — 
Pee 
yi ae Z 
, ad , 
es |. 
ae t | 

ye 
Se oye ’ : 4 . 
ao : / ‘ i 
a 
is fe 7 ; F 
meyer), ‘ 
ea mg: ’ f ‘ 
ae } Z 
ees 
a 
% A , 
%y tiie 

my ait i 
uit ‘ ; 
oH m ; ' 
eae ' r 4 
=) a s 
seen 
ae - 

Pei 
7 sae ) 
Bins 2 y 
a =e e - : 
aS 
| 4 
Boe : d 
ae / : 
eon 

a ; ' 

‘ me { 
ikea” A ] 
need \ 
we 
f Pou A 
wes 
re ops 
era” q] 
aig 4 
ad 
a | 
4 } ‘ 
i ‘ 
ef a - 

; ; \ 
ae.) \ 
— 0 
a 
nats . 
“— 2 . 
a LA 
we” <— >> 
ee . 7 . ae 
i - a ‘ a m@ = 
meta =< = = . 
oye 
yay y 
et MORE 
ie: 
re. 
as | 
a j 
mee 
ae ; 
ware, 
ae Aig : * i a 
nee ae ee Ai es aE tn ict OE ee ae —. 


More people read LIFE than 
any other weekly magazine 


LIFE’s circulation is 5,714,310 
LIFE’s weekly audience is 26,450,000 


And, at the local level, 


In the course of 13 issues, LIFE reaches 3 out of 5 households in the 
‘average community. 


What’s more, 


A single issue of LIFE reaches 29.4% of people aged ten and over in 
households with an annual income of $5,000 to $6,999 . . . and 38.2% 
of people aged ten and over in households with an annual income of 
$7,000 or more. 

And you know that’s where most of your best customers are found. 


No wonder LIFE pays off big— 


\ 
\ 


3. For Retailers, too 


A scientific survey conducted by Audits and Surveys Co., Inc., LIFE” their favorite merchandising tool. Here’s what appli- 
an independent research company, among a wide sampling ance retailers reported: 


of retailers in major fields showed that: across the board, LIFE is their first choice to carry advertising for the brands 
LIFE is the retailers’ favorite magazine and “ Advertised-in- they sell. 
And, most important, 


By actual count in the stores—3 times as many appliance 
dealers use advertising in LIFE for their tie-in displays as 
use that in any other magazine. 
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General Electric Co.—54 pages 
Dishwashers— 10 pages 
Kitchens—4 pages 
Product Service—3 pages 
Ranges— 12 pages 
Room Air Conditioners— 12 pages 
Wall-Refrigerators—4 pages 
Washers—9 pages 

Frigidaire Division of General 
Motors—31 pages 
Dishwashers—2 pages 
Ranges—7 pages 
Refrigerators—14 pages 
Laundry Equipment —8 pages 

Avco Manufacturing Corp.—24 pages 
Bendix Laundry Equipment — 

15 pages 

Crosley Ranges—3 pages 
Crosley Refrigerator-Freezers — 
6 pages 

Hotpoint Division of General Elec- 

tric—21 and \% pages 

. Laundry Equipment—14 and '4 
pages 
Ranges —2 pages 
Refrigerator-Freezers—5 pages 

Westinghouse Electric Corp. —21 pages 
Air Conditioners— page 
Laundry Equipment—8 pages 
Ranges—2 pages 
Refrigerator-Freezers— 10 pages 

Whirlpool-Seeger Corp.—8 pages 
RCA-Whirlpool Air Conditioners — 


6 pages 
RCA-Whirlpool Washers and 
Dryers—2 pages 
Singer Sewing Machine Co.— 
7 and \4 pages 
Sewing Machines—5 and '4 pages 
Vacuum Cleaners—2 pages 
Norge Division of Borg-Warner 
Corp.—7 pages 
Refrigerator-Freezers—3 pages 
Washers—4 pages 
Admiral Appliances—6 pages 
Amana Refrigerators & Freezers — 


6 pages 
Phileo Appliances—6 pages 
Eureka Vacuum Cleaners — 
5 and '% pages 
The Maytag Co.—4 pages 
Refrigerator-Freezers — page 
Laundry Equipment — 3 pages 
Fedders Air Conditioners—3 and 
1g pages 
Lewyt Vacuum Cleaners—3 and 4 


pages 
Youngstown Kitchens—3 pages 
Easy Washing Machines—2 pages 
Pfaff Sewing Machines—2 pages 
Regina Floor Polishers—2 pages 
Universal Vacuum Cleaners—2 pgs. 
Coleman Heating and Air Condi- 
tioning—1 and '% pages 
Apex Electrical Manufacturing Co. 


page 
Vacuum Cleaners— '4 page 


These famous brands were advertised in LIFE 


January to September, 1956 


Make sure you make them pay off for you by tieing in regularly with 


“Advertised-in-LIFE.” 


Washers and Dryers— '4 page 
Elna Sewing Machines— page 
Gibson Refrigerator Co.— page 
Ranges— '4 page 
Refrigerator-Freezers— '4 page 
Kelvinator Ranges-Refrigerators- 
Freezers — page 
White Sewing Machines— page 
Dearborn Air Coolers— 4 page 
Morse Sewing Machines— 4 page 
York Room Air Conditioners— 4 pg. 
Bell Sewing Machines— 4 page 
American Anker Sewing Machines— 
: MY page ’ 
Master Wax-O-Matic— 168 lines 
Eldorado Vacuum Cleaners—28 lines 
Modern Sewing Machines—28 lines 
Remington Sewing Machines— 28 li. 
Shetland Floor Polishers— 28 lines 
Aire Mate Air Conditioners—14 lines 
Durkopp Sewing Machines— 14 lines 
Eska Air Conditioners— 14 lines 
Visetti Sewing Machines — 14 lines 


HOUSEWARES 

General Electric Co.—10 pages 
Lamps and Bulbs—4 pages 
Skillets—6 pages 

Sunbeam Corp.—7 and \%4 pages 


Frypans— page 
Power Mowers—2 and 14 pages 
Shavers—3 pages 
Steam Irons— page 
Westinghouse Electric Corp.—6 pgs. 
Lamps—3 pages 
Portable Appliances—2 pages 
Toasters — page 
Norelco Shavers—5 pages 
Duo-Therm Power Mowers—4 pgs. 
Schick Shavers—4 pages 
Toro Mfg. Co.—3 and \ pages 
Remington Shavers—3 pages 
Reo Mowers—3 pages 
Reynolds Aluminum Appliance 
Campaign—3 pages 
Ronson Shavers—3 pages 
Hunter Fans—2 and \% pages 
Coleman Outing Division—1 and 
4 pages 
Emerson Fans— page 
Farber Coffeemakers and Frypans— 


page 
Harvester Moto-Mowers— page 
Homko Power Mowers— page 
Sylvania Bulbs— page 
Choremaster Rotary Mowers— '4 pg. 
Excello Power Mowers— 4 page 
Knapp-Monarch Jugs & Chests— 
4 page 
Parker-Allen Power Tools— '4 page 
Power Products Mower Engines — 
Ve page 
Republic Power Mowers— '4 page 
Signal Fans— % page 
Diehl Fans— \ page 
Presto Cgokers— % page 
Presto Control Master— 4 page 


* General Precision Tape Recorders— 


W & K Electric Sandwich Bars— 
i page 

Royal-matic Coffeemakers— % page 

Burgess Sprayers— 84 lines 

Empire Fans & Skillets—70 lines 

Eversharp Mowers—56 lines 

Merit Fryer-Cookers—28 lines 

Eska Power Mowers— 14 lines 


RADIO 
Radio Corporation of America— 
8 pages 
RCA Victor Hi Fidelity— page 
RCA Victor Phonographs—3 & 14 pgs. 
RCA Victor Radios— page 
RCA Victor Records—2 & 4 pages 
Columbia Record Club—4 pages 
General Electric Radios—2 pages 
Magnavox Hi Fidelity— page 
Motorola Portable Radios— page 
Philco Radios— page 
Westinghouse Radios— page 
Ampro Tape Recorders— 14 page 


4 page 

Majestic International Hi Fidelity— 
4 page 

TELEVISION 

Radio Corporation of America— 
16 and 4 pages 
RCA Television Service— page 
RCA Tubes—3 and 4 pages 
RCA Victor Television—12 pages 

General Electric Co.—9 pages 
Tubes—3 pages :  ¢ 
Television—6 pages 

Crosley Television—7 pages 

NBC Color Television Programing — 


5 pages ' 
Philco Television—5 pages # ae 
Magnavox Television—4 and 14 pgs. Y, 
Hotpoint Television—4 pages 
Motorola Television—3 pages 1% 4 
CBS-Columbia Television—2 pages a, ‘ 
Emerson Television—2 pages 
Olympic Radio— Full Line— 14 page | @ 
Spartan Television— \ page % 


American Gas Association—5 pages . 
Live Better . . . Electrically—3 pgs. ‘ 
Kennecott Copper Corp.—2 pages 
Owens Corning Fiberglas Adequate ; 

Wiring Campaign—2 pages : 


First with appliance advertisers... 
First with appliance dealers and distributors 


Sources for audience: A Study of Four Media; A 
Study of the Household Accumulative Audience of LIFE. 
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GEORGE F. TROMMER 

New York, Nov. 7—George F. 
Trommer, 80, former president 
and director of John F. Trommer 
Inc., brewer, died yesterday at 
New York Hospital. 

Born here, Mr. Trommer started 
his career as an apprentice with 
the old William Ulmer brewery, 
which was headed by his father, 
John F. Trommer. At his father’s 
death in 1921, Mr. Trommer be- 
came president of both the Ulmer 
and Trommer breweries, which 
later were merged to form John 
Trommer Inc. He also headed 
Trommer’s restaurant, a Brooklyn 
landmark for more than half a 
century, which he closed in 1942. 

In 1950, the Trommer breweries 
in Brooklyn and in Orange, N. J., 
were sold to Piel Bros. and Lieb- 
mann Breweries respectively, and 
Mr. Trommer retired. He contin- 
ued to serve as a director of sever- 
al banks and insurance companies. 
He was a former president of the 
New York State Brewers Founda- 
tion, and an honorary member of 
the U. S. Brewers Foundation. 


FORD BILLINGS 

Warersury, Conn., Nov. 7—Ford 
Billings, 56, prominently identified 
with the early days of broadcast- 
ing, died here Nov. 4 after a lin- 
gering illness. Before starting his 
radio career, he was a musical 
conductor and producer for the 
Shuberts and Keith-Orpheum. 
During the 1920s and 1930s, Mr. 
Billings was successively sales 
manager of KSTP, Minneapolis; 
WOWO-WGL, Fort Wayne; 
WCKY, Cincinnati; general man- 
ager of WLW-WSAI, Cincinnati, 
and of WXAE, Pittsburgh, and 
West Coast director of Hearst Ra- 
dio Inc. 

After 1940, Mr. Billings devoted 
most of his time to station con- 
sultant work in the East and Mid- 
west, eventually taking over man- 
agement of the West Virginia 
Radio Corp. In 1952, he joined 
Robert S. Keller Inc., station rep- 
resentative, but poor health forced 
him to retire. He was a member of 
Radio Pioneers. 


HARRY E. COOE 

Battrmore, Nov. 6—Harry E. 
Cook, food broker and funeral 
company official, who helped pio- 


Are You Fighting 


for Position on the 
9 
Retailer's Shelf? 
Do your products get pushed 
around ... shoved back . .. 
down and out? 
Are you skull-scratching for a 
way to move more goods at 
the retail level? 
Then read “The Fight For Po- 
sition On The Retailer’s Shelf” 
—an exclusive article in the 
December (off press Nov. 
19th) issue of ADVERTISING 
REQUIREMENTS. 
A noted package designer tells 
how intelligent labeling helps 
move more goods. 
This, plus a sparkling line-up 
of other exclusive articles on 
advertising production, pro- 
motion and merchandising, 
makes the December issue al- 
most indispensable to any ad- 
man. 
If you’re not a_ subscriber, 
start a year’s trial with the 
December issue. Clip this ad, 
attach $3, your name and ad- 
dress, and mail today. 
Your money back if not de- 
lighted with AR, a sister pub- 
lication of Advertising Age 
and Industrial Marketing. 


Ad Requirements 
Ae ne of Advertising 
Mana: 


|neer in local development of fu- 
/neral service advertising, died Oct. 
28 of a heart attack. 

The funeral company, William 
Cook Funeral Home, became well 
known to Baltimoreans through 
car card and newspaper advertis- 
ing at a time when most funeral 
businesses still considered adver- 
tising of their services to be un- 
ethical. Mr. Cook also was board 
chairman of the Harry B. Cook Co., 
food broker. 

Born here in 1894, Mr. Cook was 


~ REACHES THE RICHEST 
FARMERS IN THE WORLD | & 


The important ranchers and planters of Latin America 


tions. He was treasurer of the Na- 
‘tional Food Brokers Assn., a for- 
mer president of the Maryland 
Assn. of Manufacturers Represen- 
tatives and a past president of the 
Maryland Food Brokers Assn. 


Cooper Joins Leonard 
Yvette Cooper, formerly with 
Burlingame-Grossman Advertis- 


F.| active in many business organiza- Stetina wineialiiialie sie ok alae to U.S. . 


—are making big sales in the booming farm markets of Mexico, Central and South 
America. a rely on oe because it delivers the — —s on-the-farm 
circulation .. . stresses U. S. products . .. demonstrates the latest and best in farming 


WRITE FOR MARKET AND MEDIA BOOKLET 


Agricultura de Jas Americas 


I 4 I ¢ \ . . : Feet? 
ing, has joined Leonard Advertis- BPA) The Magazine of Modern Farming for Latin America 
ing, Chicago, as a copywriter and GRAPHIC ARTS BLDG., KANSAS CITY 5, MO. . 
assistant to the president. i 


How can you be sure 


the men who get 
the publications you advertise in 
actually read them ? | 


MILL & FACTORY rates high 
because it reaches the right men 


Can paid circulation 


a : good why Mu « F. 
There’s a reason why & Factory rates 
ee ee eee high among men who say they read it and want to 
— keep on reading it. That’s because it is edited for 


and circulated to a carefully identified group of 
men— plant men throughout industry — regardless 


Can the Franchise-Paid Circulation Method 
do anything more than guarantee coverage 


of all specifiers and buyers? of title — who have the authority to specify, to ini- 
tiate requisitions, to buy. You know they are the 
No, of net men because they are identified at the local level. 


Mut & Facrory builds and maintains its circula- 
tion through 1,724 industrial salesmen who can 
personally designate and enter the subscriptions 
for the men they must sell . .. who personally can- 
cel the subscriptions of those who no longer have 
the power to buy ... not at the end of a subscrip- 
tion term of one, two or three years, but with the 
very next issue of Mr. & Facrory. 


These 1,724 salesmen are employed by 146 leading 


That’s why we make sure that Mm & Factory 
goes only to men who say they read it — and want 
to keep on reading it. 


Mutu & Facrory uses the Conover-Mast Certified 
Readership system; a very costly operation that 
goes far beyond BPA’s “Verification” system. 
Certified Readership requires every single recipi- 
ent to state that he reads Mm & Factory and 


gement 
200 E. Illinois St., Chicago 11 


wants to keep on reading it . . . thus insuring 100% distributor organizations and, regardless of your 
reader certification. method of sales representation, these salesmen 
identify and sell the men who must be sold on 
Here’s how Certified products like yours — whether they specify, buy, 
Readership works or influence the purchase of a product. t 


Regularly, every recipient of Mitt & Factory is 
sent a questionnaire which asks (1) Is your address 
correct as given? (2) Are you reading MILL & 
Facrory and finding it useful? (3) Do you wish to 
continue receiving Miu & Factory? 


Total response to this mailing plus two follow-up 
mailings averages between 75 and 85%. The names 
of those not replying are referred to our 146 fran- 
chised distributors for personal check by their 
salesmen, to make this certification 100% effective. 


About 90% say they read the publication and wish 
to continue receiving it. If a recipient says his job 
function has been changed and he no longer needs 
the magazine — or if he just doesn’t read it — his 
name is taken off the list immediately to be subse- 
quently replaced by another executive with buying 
influence, who in turn, will be checked for reader- 
ship. By this method every single name is checked 
either by mail or in person and all returns are cer- 
tified by an independent auditing organization. 
The accuracy of Mi. & Facrory’s circulation list 
averages a phenomenal 97%. And here’s why... 


There is one practical way you can be sure your 
advertising reaches the industrial operating men 
who can say “Yes” or “No” and make it stick... 
who are known to be the important men today 
...who are known to read the publication that 
carries your advertising... MILL & FACTORY. 


MILL & FACTORY reaches 
the men, regardless of title, 
your salesmen must see to sell. 


205 East 42nd Street 
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Prophet Sees New 


Elite Emerging 


as Admen Go from Badinage to Verse 


(Continued from Page 2) 
becoming total, and soon, if the 
present trend continues (which it 
will), they will become absolutely 
the form of morality.” 

And where did advertising come 
in? 
e Well, since the gentlemen had 
been accustomed to having poets, 
celebrate their doings, and since) 
the old lot couldn’t do the new job 
adequately, they got new ones. The 
new ones were inept, and they 
were hampered because they 
“were set to work inventing a new | 
kind of poetry to suit the age, since 
the real poets had refused to both- 
er with the age,” but they were | 
getting better all along. 


The poet objects that the prod- 
uct, in its ineffable dreariness, 
must limit the admen’s lyrical 
flights. 


e No, says Oswald, pointing out 
that poets “have been telling us for 
years that subject is of no import- 
ance while imagination is every- 
thing... At any rate, your belief 
about the true nature of advertis- 
ing is quite as naive as my belief 
that poetry has something to do 
with the true and beautiful. Do 
you seriously believe that. adver- 
tising is primarily interested in 
selling things? 

“It is a vulgar error of the age. 
The kind of advertising you must 
mean still exists, of course, in 
great quantities—people selling 
one another souvenir salt-shakers, 


bronzed baby-shoes, rupture ap- 
pliances, 
tears, and so on up the line to li- | 
queurs and luggage and limousines. 

But that is advertising directed at) 
the consumer, and it compares with | 
real advertising as limericks do 
with ‘Tliads.’ 

“Major modern advertising, like 
your major modern poetry, goes 
right over the heads of the private 
consumers and straight to the elite. 

“How many, readers of a news 
magazine, for instance, are really 
listening when the ball-bearing 
manufacturer spreads over a full 
page his delicate mating call to the 
maker of aircraft? 

“Or when a utility company ex- 
pounds for two pages the strong 
and subtle bond of metaphor that 

\. 


AD BANNERS. 
by HOLLYWOOD 


holy water in plastic 


connects utilities with democracy, 
what has that to do with your pri- 
vate citizen? 

“No, such advertisements are as 
privileged as a private correspond- 
ence, as secure as messages in 
cipher, as haughty in their doings 
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And that isn’t all. The admen 
are about ready to double-cross the 
|manufacturers, anyhow. “They 
a sb ag says to forget the | |thought they were making use of 

poms did all those small-minded 
e “I want you to lift up your mind | practical men, when all the while 
to spiritual things, that is, to the| we were making use of them, try- 
way of Life, the Truth and Beauty ing our wings until we should be 
which make buying and selling| ready to fly away. 
possible. For example, we used to} “Advertising, which began as 
sell refrigerators, but now we have| practical magic, now becomes spir- 
realized that if we sell the Way of|itual and contemplative, autono- 
Life, refrigerators will follow in|mous magic, having its end in it- 
great plenty...” self, just as poetry, which you will 


as any poetry.” 
The poet thinks this is still sell-| 


agree began as practical magic, 
with curses and charms and cast- 
ing of spells, at last became spir- 
itual and contemplative and by de- 
finition impractical and turned in- 
ward upon itself. 

“Advertising has mirrored itself 
long enough in the material world 
of commerce and production and 
begins to turn inward to contem- 
plation...” 

Oswald thinks the future will 
see a time “when advertisements 
will have driven all editorial con- 
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tent from magazine and newspa- 
pers. 


e “As various heavy industries 
combine, and as all heavy industry 
combines with government, all hu- 
man relations will be expressible 
as buying and selling... There will 
be no need to talk about buying 
and selling since that language will 
look as natural as the language of 
traditional morality does now. 

“In the same way, when adver- 
tising becomes the total content of 


human communication, as you will 
allow it is very near to doing al- 
ready, there will be no need to use 
the somewhat pejorative word ‘ad- 
vertising’ since other modes of 
speech will simply cease to ex- 
Meii<t 

The people will be in light and 


not very unpleasant servitude, he 
believes. 


e “They must, of course, continue 
to buy and sell, and as they are for 
the most part already convinced 


that in buying and selling consists 
the true meaning of earthy life, I 
imagine they will have little hard- 
ship in adjusting to the last turns 
of the vise... their God has been 
made over in the image of the 
great business man; well, now he 
will become a great advertising 
man.” 


“In the end will be the Word,” 
Osric puts in. 


e And so the poet takes over. “As 
the private interest covers the 


public interest, as the line between 
advertising and propaganda be- 
comes indistinct, and both discover 
ever more recherche ways of skin- 
ning their cats, advertising will 
become, for one thing, less imper- 
ative and more declarative, less 


urgent and more leisured, less 
hortatory and more contempla- 
tive. 

“Yes, and I think I see further 
than that. There will develop an 
advertising class or caste, with 
hereditary succession, as distinct 


about it! 


WOMAN’S DAY has a circulation that’s remarkably free 
from duplication, because its circulation method is com- 
pletely different from any of these other magazines. 


AaeP customer 


You don’t sell this woman with Life, L.H.J. 
and B.H.&G. combined. She’s part of the 
59% of WOMAN’S DAY readers these 3 
other magazines don’t reach.* 

If your ad were to come out today in Life and the Ladies’ 
Home Journal and Better Homes & Gardens, you'd think 


that “practically everybody” would see it. Yet, six out of 
every ten WOMAN'S DAY readers would never even know 


WOMAN’S DAY does not have subscriptions. Consequently, 
it does not use the traditional methods for getting sub- 
scriptions (such as charge account lists, subscription crews 
operating in the same area, combination deals, etc.) which 
inevitably lead to overlapping circulations. 

WOMAN’S DAY is sold only in A&P stores, to A&P Customers 
out shopping—a circulation made up 100% of voluntary 
single-copy sales! (And you know how proud other maga- 
zines are when their single sales circulation reaches even 


as high as 50%.) 


The next time you see the crowds shopping at your local 
A&P, remember: the most efficient way by far to reach 
these women is through WOMAN'S DAY. 


woman’s day 


“SOTH STARCH’S CONSUMER MAGAZINE REPORT DATA 
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as the class of scribes in ancient 
Egypt or China, and this class will 
have altogether in its hands the 
composition of odes describing, in 
a highly specialized way, the 
mysteries on which subsists the 
mythical body of society: The 
sinews of metaphor uniting, for 
example, the university with the 
debutante with the railroad with 
contraception with the concrete 
mixer with high tariffs with race 
prejudice with universities with 
debutantes—” 


e “Stop,” cried Oswald. “You are 
being carried away. But yes, that 
is more or less the way it will 
work out, though I suppose we 
shall not live to see it.” 


Bomeisler to Ogilvy, Benson 

Douglas M. Bomeisler Jr., for- 
merly a salesman with Architec- 
tural Forum, has joined Ogilvy, 
Benson & Mather, New York, as an 
account executive on the Arm- 
strong Cork Co. account. 


Portiand’s powerful 
50,000 watt KEX gained 
new listeners with their 
“Solid 7"'. Popular radio 
personality and one of 
the “Solid 7"’ D.J.'s is 
Don Steliges. Don sells 
your product to KEX’s big 
week-end audience. 


The Don Steliges Show 
Host on 
“Wonderful Week-end" 
Saturdays & Sundays 


Get RESULTS in this fast- 
growing norihwest market. 
Let KEX's “Solid 7"’ sell your 
product around the clock — 
seven days a week, 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 


Call Bob Rudolph. KEX Sales Mana- 
ger, CApito! 2-1881; A. W. ‘Bink’ 
Donnenboum, WBC VP Sales, MUrray 
Hill 7-0808, New York; or your near- 
est Peters, Griffin, Woodward, Inc., 
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ba ms two men have been privileged to|minor spending to approximately | except necessities until he became| profound distaste for those who 
Ex Farm Boy Ada ’ | write Cadillac copy over the years | the same level as Pontiac. |a country school teacher, and that) didn’t. 
; “« |—the great T. F. MacManus and ‘his first paycheck bought him, 
Creator of Cadillac s Jim Adams. . But the boy who was to brag among other things, a foot-long|® “Fully a fourth of America’s ad- 
Copy, Dies at 58 Not only’ was Mr. Adams proud that he had written $200,000,000 | stick of candy. He got $42 a month | vertising is being written by peo- 
of his copy on Cadillac, but he| worth of advertising copy also|as a teacher, plus 15¢ a day for|ple who possess no special apti- 


Detroit, Nov. 6-—James Ran-| frequently made a point of the|said he had never had his hands| doing the janitor work. He was|tude for the work,” he declared 
dolph Adams, 58, famed copywrit-|fact that MacManus, John &!/on a national magazine until after|the youngest of nine children in| in one belligerent speech. “In oth- 
er and chairman of the board of| Adams was the only agency in the | he graduated from high school. Up! his farm family; he became famous|er lines of activity, these incom- 
MacManus, John & Adams, died| GM stable to be handling two mo-|to then, he’d seen only farm pa- as an automobile copywriter, but! petents would be caught and their 
last night after a short illness. tor car lines. He also was proud | pers, religious publications and the never rode in one until he was 18. bad works held against them. If 

Mr. Adams is credited with hav-| of the rise of Dow Chemical as an| county newspaper. And he was older than that before’ they were surgeons, they would 
ing written some $200,000,000 MJ&A account, reporting a couple; He used to say that he never he rode a train. kill people and get into trouble. 
worth of advertising copy. He of years ago that it had risen from, had a dollar to spend for anything, He loved advertising and had a If they were engineers, their prod- 
came to the 
agency business 
in the early ‘20s, | 
starting asa 
copywriter with 
Critchfield & Co., 
Chicago, on the 
Ford and Lincoln 
accounts. 

Earlier he was 
a reporter on the 
South Bend Trib- 

J. R. Adams une, editor of the 
Studebaker house organ and ad- 
vertising manager of Straube 
Piano Co. Still earlier, before en- 
listing in the Army for World War 
I, he had been a school teacher 
in Indiana, after attending Indiana 
University and Notre Dame. 

In 1927 he joined Campbell-| 
Ewald Co. in Detroit as a copy-| 
writer on Chevrolet. In 1934 he) 
joined with Theodore F. MacManus | 
and W. A. P. John to form Mac- | 
Manus, John & Adams. 

| 


s A fat man, Adams had a stock 
of fat man stories and could turn) 
a sharp joke at his own expense. 
A couple of years ago, when Cadil- 
lac celebrated its 50th anniversary | 
at the Waldorf-Astoria, Adams 
was an after-dinner speaker. Hav- | 
ing dined sumptuously, he turned. 
a benign gaze on the dealers 
and company executives and an- 
nounced, “When I was a boy in 
southern Indiana, we didn’t always 
eat too well. I can remember my 
mother giving me a single .22 cart- 
ridge for our mail order gun, and 
sending me out to get a rabbit = 
for supper. She used to say to me, at 
‘Sonny, when you grow up, try 
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j e Dick Morris ond A Kramer visit the Polytechnic Museum in Moscow. They were impressed 
to get into same Ene re werk dateline Moscow: with the paterarhe nm excellence of nada Note camera equipment... no coutriefon on 
where you can eat good. He) photographs in Moscow. 
stopped, folded his arms across his 
ample girth, and grinned, “Mom, 
you ought to see me now.” 


That Mr. Adams was a speaker 4 . 
at a Cadillac dinner should sur- r rr 
prise no one who knows the auto- 


motive copy business, because only 


wen ve sy"e"... Editors sparks editorial features 


Some folks say yes to anything just 
to get an order . . . but disappoint 
their customers. If we can't make 
your deadline, we say so. Phone 
Betty Wolfe at Willard, Ohio, 231. 
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ucts would prove a liability and|it has received—the Cadillac. It who took the ideas in shorthand.; around his neck. His hair, what, Sider it’s any of my damned busi- 
wreck their careers. If they were| was probably an anomaly that the Sometimes he simply drove along] there is of it, is rumpled. The end ness.” (A guess would probably 
carpenters, their houses would'poor boy from an Indiana log the open highway until an idea! of his pencil is chewed, and there have been about 300 pounds.) 
fall down. But behind an advertis-| cabin wound up writing 26 years came to him, then pulled over onto! are teeth marks up and down its} He had pronounced opinions, 
ing desk, they sit serenely secure.|of copy on America’s principal| the shoulder and jotted it down. | entire length. The man is not hap-|and he fired them off at will. 
This is the greatest economic curse| symbol of luxury. But over the’ He was an agency operator and py. I have been one of him for! Once, in arguing over an ad, his 
of advertising.” | years the Adams touch in Cadillac a good one, but he was proudest of| almost a third of a century. The! opponent said, finally, “After all, 
And for all the bravado, he be-| advertising was a distinguished | his creative record. He insisted he| poor devil.” |advertising is just a matter of 
lieved, advertising which “fails to| mark in the automotive world. |hated administration. But contrast | | opinion, anyway.” 
produce over a reasonable period | his description of a copywriter: | # He loved to eat and was a good| Mr. Adams conceded that, smil- 
of time should be made costly to ® He drove one, naturally—a new “His feet are cocked up on the cook, and he rebuked inquiries ing. “But some people's opinions 
the man who wrote it.” one each year. And he asserted he | edge of his desk. His shirt collar | about his weight. A friend once are worth a damned sight more 
One product can certainly credit got his best ideas while driving. | is open, and his necktie has been | asked him, and Mr. Adams rum- than others’,” he said. 


much to the distinctive advertising |Sometimes he dictated to his wife, given a pull to make it looser! bled, “I don’t know. I don’t con-| Mr. Adams’ death came only 
about a year after Ernest Jones, 


,40, was moved up to president of 
|the agency. W. A. P. John, who 
m | had a heart attack and told about 
| it in a Saturday Evening Post arti- 
icle (“There’s a Scar on my Heart”), 
|retired last year. Harvey Luce, 
an executive vp, died Nov. 25, ’55. 

Mr. MacManus, perhaps best 
remembered for the Cadillac ad, 
“The Penalty of Leadership,” re- 
itired from the agency after five 
years. In mid-1939 he was reopen- 
jing his own agency and was re- 
|ported to have a new automotive 
jaccount coming his way. But, in 


After three months of almost constant travel, including attendance at all of the 
major power conferences scheduled in Europe this past summer, POWER ENGI- 
NEERING’s editors Dick Morris and Andy Kramer are winging their way back home. 


| the fall of 1939, he died. 
How can a trip of this magnitude be measured in terms of success? Judging from 
the wealth of “fresh” editorial material already published from the reports of these 
two roving editors...and their overwhelming acceptance by the information- 
hungry POWER ENGINEERING readers, our first comment to them will be a re- 


Shae 26.9% 


And this is just the beginning... for the abundance of material and impressions ji OF SOUTH CAROLINA'S 


these editors did not have time to write while in Russia and Russian controlled "HOLD 
satellite countries holds promise of many more authentic, revealing editorial fea- FURN.., 
APPL. SALES 


tures soon to be exclusively presented in POWER ENGINEERING. 
AMOUNTING TO 


Power Engineering $27,571,000. 


Technical Publishing Co. * 110 S. Dearborn Street * Chicago 3, Illinois are in the COMPACT 
Publishers also of PLANT ENGINEERING 


the specialized magazine reaching and selling the power specialists 


| 


| 
| 
| 


Curtain by Power Engineering 
that command high readership ~ {ess 


CAROLINA 


Total Retail Sales, and sales of 
Food, General Merchandise, 
Apparel, Furniture and Appli- 
ances, Autos, etc. are greater 
in the Greenville market of 
510,320 people than in any 
other market in S. C. 

Write us or WARD-GRIFFITH for 
information and for assistance in 
selling your products in the 
Greenville Market. 


Figures from SALES MANAGEMENT 
1956 Survey of Buying Power 
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Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia - 
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KNX, ENXT Appoint 

Joe Cochrane has been named 
program promotion and merchan- 
dising manager of KNX, Los An- 
geles, and the Columbia Pacific 


Radio Network. He succeeds Robert} |* 


M. Fairbanks, who recently moved 
to the network’s Los Angeles tv 
station, KNXT. Jim Francis as- 
sumes the post of assistant to the 
sales promotion director, formerly 
held by Mr. Cochrane. Henry J. 
Schaefer has been named manager 


|of operations and traffic of KNXT 


and the CBS Television Pacific 
Network. He succeeds Donald Ro- 
senquist, who has been transferred 
to CBS-TV in Hollywood. Mr. 
Schaefer has been with the net- 
work since 1953. 


‘Coronet’ Increases Rates 
Beginning with the February, 
1957, issue, Coronet will get $5,575 
a b&w page and $8,200 for a four- 
color page. The charges currently 
are $5,250 and $7,700. New rates 
are based on an average net paid 
circulation of 2,650,000. 
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}.58°9956 IOWA BRAND INVENTORY report 


Which frozen orange juice is in 
36.8% of lowa homes? | 


Iowans are somewhat similar to their 
neighbors to the south—like the Mis- 
sourians, they have to be shown. But, 
once shown, they're a loyal lot. The 
frozen orange juice story in Iowa is a 
good example. According to the 1956 
lowa Brand Inventory (now available), 
one brand has held first place in the 
hearts of lowa homemakers since 1950. 
And this year, this brand has a percent- 
use figure of 36.8%. The next most 
popular brand placed with 9.7%. 


Interesting too is the similarity between 
the two halves of Iowa's unique market. 
Rural wives rated the leader with 35.8% 
and the city-town wives 37.2%. Interest- 
ig, but not surprising. lowa’s farm and 


city folk live alike, act alike and buy 
alike in these modern times. And, as 
the 1956 Brand Inventory shows, they 
respond alike to brand advertising. The 
No. | frozen orange juice brand is a 
consistent advertiser in the newspaper 
that covers all lowa—The Des Moines 
Sunday Register. 
The Sunday Register is tradition in 
Iowa, reaching almost two-thirds of the 
families in the state. The Des Moines 
Sunday Register covers Iowa better than 
most metropolitan newspapers cover 
their city of publication. 
Your free copy—1956 lowa Brand 
—is available on request. It 
shows percent of use by product and 


brand of 171 different products from 
juices to jams, from 1950 to 1956—by 
city-town and rural. Write on your com- 
pany letterhead to Research Department, 
Des Moines Register and Tribune, Des 
Moines 4, lowa. 


DES MOINES 


REGISTER ann TRIBUNE 


Gardner Cowles, President 
Cireulation: Daily 364,744—Sunday 525,147 
Represented by: Scolaro, Meeker and Scott 

New York, Chi by 
Detroit, Philadelphi 

Doyle and Haw 

Los Angeles, San Francisco 


BEATRICE MABRY has joined Gal- 

braith-Hoffman Advertising, New 

York, as vp and account supervi- 

sor. She formerly was assistant 

account executive and head of 

creative work on women’s accounts 
at Hicks & Greist. 


Plymouth Tries 
‘Blind’ Orders for 
Radio, TV Time 


PHILADELPHIA, Nov. 6—A stream- 
lined procedure for tv and radio 
spot buying was developed by 
N. W. Ayer & Son to set up the 
current campaign, on more than 
700 stations, announcing the new 
Plymouth line. 

Competition from other adver- 
tisers tightened up an already tight 
situation for available and desir- 
able 20-second and one-minute 
spots. Most of the competition has 
been coming from other car man- 
ufacturers, also bringing out new 
models, and from makers of cold 
remedies, auto winterizing cam- 
paigns and political announce- 
ments. 

Normally an agency asks for 
availabilities, then selects the best 
ones. Ayer felt that this system 
would not work under the present 
circumstances. 

To help solve this problem, def- 
inite orders were sent out to sta- 
tions for one-minute or 20-second 
film spots, or for one-minute ra- 
dio spots, without waiting to get or 
study availabilities. Letters from 
the agency stated the budget for 
the station for the campaign, ex- 
plained it was to start after 6 p.m., 
Oct. 29, and end no later than 5:59 
p.m., Dec. 10. 


® Each letter gave an estimate of 


| the number of spots per week and 


the number of weeks the budget 
was expected to cover on that sta- 
tion. Time preferences also were 
given and the type of audience de- 
sired. In tv, a request was made 
for spots with an average or better 
than average evening rating. 

Plymouth also made a conces- 
sion by permitting stations to lo- 
cate its spots within 15 minutes of 
other automotive accounts, in- 
stead of the usual 30 minutes. 

Station representatives met with 
the agency in New York to hear an 
explanation of the system. All sta- 
tions were asked to report their 
confirmations no later than Sept. 
28. Ayer time buyers checked over 
the confirmations carefully. They 
had to reject very few. 

George M. McCoy Jr., manager 
of Ayer’s broadcast media depart- 
ment, commended the plan, adding 
that the stations seemed to like it 
because they got their orders 
quickly and could act at once to 
clear spots. 


‘Redbook’ Boosts Standish 

Ted Standish, formerly manager 
of the magazine’s “Tops in the 
Shops” mail order section, has 
been promoted to the display sales 
staff of Redbook, New York. 


George McIntyre Moves 


George V. McIntyre, New York 
public relations and advertising 
counsel, has moved to new offices 
at 250 W. 57th St. 
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*READERS PER 


AUDIENCE § AD PAGE RATES: | AD DOLLAR 

(1957 one-time (1957 one-time ay est 4 

LOOK 20,340,000 $16,570 1,228 | 
Life 28,033,000 23,080 1,215 
Post 16,876,000 19,780 853 


Reader’s Digest 32,015,000 29,000 1,104 
Good Housekeeping 10,516,000 11,500 914 
McCall’s 10,680,000 15,900 672 


32,200 713 


This Week 22,965,000 


SOURCES: tAudience: ‘A Study of Seven Publications” just released by Reader's Digest 
tRates: Latest announced one-time, black-and-white page rates for 1957 
*Readers per dollar: Audience divided by 1957 one-time black-and-white page rates 


LOOK reaches more people per advertising dollar 


Important news for advertisers stems from the new 
Reader’s Digest audience survey, “A Study of Seven 
Publications.” By relating 1957 one-time, black-and- 
white ad page rates to audiences, advertisers can gauge 
the relative efficiency of each publication in the study. 
Based on the relationship of rates to audiences, LOOK 
reaches more people per advertising dollar than any 
other publication measured. 

This is not a new finding. Every major audience study 
conducted during the past decade has helped establish 
and confirm this fact. However, it should be significant 


to advertisers that the most recent study has again 
helped to reaffirm this point. 

People are your markets. No other magazine, or publi- 
cation, measured in a major nation-wide audience study, 
can equal LOOK’s efficiency in reaching people. 
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te BOARDMASTER Visvol Control 
Saves You Time, Money. 


%& Gives Graphic Picture of Your 
Operations. Stops mixups. 


%& Simple to Operate. Write on 
Cords, Snaps in Grooves. 


Ke ideo! for Sales, Production, 
Inventory, Scheduling, Etc. 


% Made of Metal. Compact and 
attractive. Over 100,000 in Use. 


Fall price $ 49 - with cards 
24-page Mustrated 
HEE BOOKLET ie. V-400 


Write or Call Wisconsin 17-8444 
GRAPHIC SYSTEMS, 55 West 42 St., New York 36 


Mail Order Phase 
of Ward Business 
Is on Upswing: Barr 


Cuicaco, Nov. 6—John A. Barr, 
board chairman of Montgomery 
Ward & Co., last week told mem- 
bers of the Bond Club of Chicago 
that the number of Ward’s mail 
order customers is increasing for 
the first time in eight years. 

The increase is due in part to 
a move by Ward to reestablish the 
general catalog as the main sales 
tool, Mr. Barr said. In addition, 


the company is improving the se- 
lection and presentation of goods | 
in its catalogs. 

“Some people have been saying | 
for years that the catalog business | 
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is outmoded—that it is no more 
than a relic of a past era, which 
should be folded and packed 
away,” Mr. Barr said. “The fact 
is that the catalog business today 
is a live, exciting and profitable 
business, with a substantial poten- 
tial for further profitable growth.” 


® Ward’s general catalog offers a 
wider selection of merchandise 
than is available in any except 
the largest metropolitan stores, Mr. 
Barr pointed out. “And because the 
mail order house does not furnish 
many of the services available in 
retail stores, and because of the 
economies in this method of dis- 
tribution, the catalog offers mer- 
chandise at lower prices than do 
retail stores,” he said. 

Mr. Barr added that catalog or- 


IN INLAND CALIFORNIA (AND WESTERN NEVADA) 


These inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations . . . and at the lowest cost per thousand! (SAMS 


and SR&D) 


In this inland market — ringed by mountains — the Bee- 
line covers an area with over 2 million people, more buy- 
ing power than Colorado, more farm income than Kansas. 
(Sales Management's 1956 Copyrighted Survey) 


- 


Mc Clotchy Broodcosting Company 


RICHARD P. JEFFREY, formerly south- 
western manager of Farm & 
Ranch, has been named manager 
of the newly opened Dallas sales 
office of Outdoor Advertising Inc. 
Mike Harrington, formerly of 
OAI’s Houston office, has been 
named assistant manager. 


ders account for about one-third 
of Ward's sales, with the remain- 
ing sales coming from 565 retail 
stores. The company has 401 cata- 
log stores, 15 telephone offices 
and nine mail order houses. 

Ward’s sales figures for October 
and the first nine months this year 
seem to support Mr. Barr’s state- 
ments, although mail order and 
retail sales were not broken down. 
Sales last month hit $112,897,996, 
a 9.6% increase over sales in Octo- 
ber, 1955. Ward’s total sales for 
the first nine months this year 
reached $815,254,991, a 9.7% in- 
crease over sales during the sim- 
ilar 1955 period. 

(Sears, Roebuck & Co., Ward’s 
strongest competitor in the mail 
order field, reportedly gets only 
20% of its total sales from mail 
order customers.) 


Donahue & Coe Resigns 
Agricultural Chemical Co. 

American Agricultural Chemical 
Co., which came to Donahue & Coe 
in April, 1955, with the principals 
of Cowan & Dengler, has been re- 
|signed by the agency, effective 
Dec. 31. American said it would 
name a new agency shortly. Seam- 
less Rubber Co., which also came 
with Cowan & Dengler, left Dona- 
| hue & Coe last January for Charles 
|W. Hoyt Co. 


‘White Joins Yakima Daily 

K. Lynn White, for the past 
three and a half years assistant 
retail advertising manager of the 
Muncie Star and Press, Muncie, 
Ind., has joined the retail adver- 
tising staff of the Yakima Repub- 
‘lic and Herald. 


oOo 


You put “oomph!” into selling the 
lucrative Coast Guard procurement 
_ and consumer markets when you 
advertise in 


MAGAZINE 
U. S. Coast Guard Magazine is the ONLY publi- 
cation which puts its sights EXCLUSIVELY on 
the Coast Guard. it insures concentration on 
this important segment of the Armed Forces 
and adds significant circulation to your cover - 
age of the military market. Write now for sam- 
ple copies, rates and information. 


PUBLISHED BY 


ARMY TIMES 
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TO SELL YOUR PRODUCT © 
in today’s competitive 


home market 


Bien 2 oe co Ue ieee Vee ete A is oe ee ae ek emt 


Bigeye: 


¥ 


Sell your product’s design . . . 

so the architect will want to use it in 

his plans and specifications. 

Sell your product’s top quality 

and durability . . . so it will be appraised at 
full value for inclusion in the mortgage. 


Sell your product’s consumer appeal . . . 
so it will be promoted by the realtor 

to help sell the total house. 

Sell your product’s reliability 

and service . . . so it will be promoted — 
not just stocked — by the supplier. 


Sell all these things and your product’s 
flexibility . . . so it will be easy for 
the builder to use in his house. 


erayay <> ie eee ice ey eae ce A Cee em enema Tian s 6 WLS Op Sit Sit ea hag gy eR Be a ae AB 


Like executives in other industries, today’s smart builders do not 
play a lone hand. They rely on the judgement and experience of their 
associates — each an expert in his own area of the business. While 
your success in selling any one of these professionals can produce 
some business, selling all five is the key to today’s total home market 


Only one magazine holds this key for your advertising — the one 
building magazine created and edited specifically to serve the 
builders and contractors who put up and remodel the most homes... 
and their architects, lenders, realtors and suppliers. 


House « Home 


PUBLISHED BY TIME INC., 9 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


1. construction 
2. design and specitication 
3. appraisal and finance 
4. merchandising and sales 
5S. supply 
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'Restaurant Sales ing. Another 12% said sales were;responses were received. 


steady, and 20% reported sales de- 


b W ease creases. Asked about any trends in|® In addition to the wine sales 
masonry uilding |} of ine Incr 1d wine preference among their pa-|trend, the survey also brought 
urVv trons, 29% of the restaurants noted forth these notations: 
singularly dif erent... s ited Indicates a trend toward dry wines. Another | , Cola carbonated soft drinks are 
Masonry Building's over 20,000 Cuicaco, Nov. 6—Restaurant | 29% noted a preference for “pres- | by far the most commonly served 
= So = seme © | Sales of wine, particularly dry and |tige” wines. is Sestnurente. Rest bear, esonat 
segment of the building industry 


“ ” 2 
| ceee Wess, ore on the ian]. Americas Restourent sent out! sua cherry flavors follow in thet 
who read MB because MB alone . eas 8 vey i Sara TOS eee order. 

covers their needs editorially. 


| American Restaurant magazine. selected from its circulation lists | 
5 So. Wabash, Chicago 3 


Of all restaurants reporting in| to learn about trends in sales and e Some 40% of all restaurants | 3 
ij\ the survey that they sold wine,|merchandising of beer and ale,)serve beer and ale, and of this | @ 
{68% said wine sales were increas-| wines and soft drinks. In all, 198 number nearly half sell for both | Be 
|on and off-premises consumption. 


|e Budweiser is the most popular © ; 
|brand in 27% of the restaurants | : : 
lthat sell beer. Schlitz is the fav- LYLE J. PURCELL has resigned as vp in 
‘orite in 24%, and Miller is the | charge of marketing of Batten, 
favorite in 11%. | Barton, Durstine & Osborn to be- 

‘come exec vp of Select Magazines, 


e Back bar strips and menu clip- | : . 
ons are the preferred merchandis- |New York, national newsstand dis- 


~ |ing aid, but signs are the most) tributor for 17 publications. 

| used aid. 

Ss der the Nalley label. Promotion in 
| | Nalley’s to Pacific National —_—the Spokane, Portland and San 
Nalley’s Inc., Tacoma, packer of Francisco areas will be coordinat- 

specialty foods, has appointed Pa- ed by the Pacific National offices 

cific National Advertising Agency, in those cities, working with the 

Seattle, to handle its advertising, area offices of Nalley’s. 

effective Jan. 1. The account has 

been handled for a number of Waldie & Briggs Joins 4A’s 

years by Ruthrauff & Ryan, Seat- Waldie & Briggs, Chicago, has 

tle. Products include potato chips, been elected to membership in the 
salad dressings, syrup, canned American Assn. of Advertising 
meats and pickles, distributed un- | Agencies. 


THE CHRONICLE 
LEADS IN: 


oa Z — 
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CLASSIFIED ’ 
CLASSIFICATIONS | THE HUB OF AKRON’S FAST GROWING 


ONE BILLION EIGHTY MILLION DOLLAR MARKET 
Ohio's most concentrated area of great industrial names. The biggest one-newspaper 
city in the United States. 98% coverage of the Akron Metropolitan Area, 85.8% 
coverage of the Akron Retail ieee Area. 


TOTAL 4 
BEACON JOURNAL / CHRYSLER $85 MILLION 
CIRCULATION Stamping Plant 


156,638 DAILY a 
162,994 SUNDAY 4 GENERAL MOTORS 


Euclid Division 


THE REASON... 


; QUAKER OATS 


7 AMERICAN HARD 
OF THE WORLD} : RUBBER 


| 
| 


7 GOODYEAR 


| *McNEIL MACH. & fe 
| AIRCRAFT 
7 
| —— *SAALFIELD 
| *FIRESTONE STEEL PUBLISHING 
*SEIBERLING *ROBINSON CLAY 
PRODUCTS 


*WEATHER-SEAL 


es DIAMOND MATCH 
*BABCOCK & WILCOX 


COLUMBIA-SOUTHERN ye tae 
CHEMICAL Plant ond Offices 


MEDIA COVERAGE OF SUMMIT COUNTY 
Media Circulation % Cover: 


AKRON BEACON JOURNAL daily 135,131 98 
AKRON BEACON JOURNAL Sunday 127,978 92.9% 


Cleveland Plain Dealer daily 13,760 10% 
| Cleveland Plain Dealer Sunday 8,342 6% 
| Cleveland Press daily ; 1,366 1% 
Cleveland News daily 548 less than 1% 


STORY, BROOKS & FINLEY, Representatives 
JOHN S$. KNIGHT, Publisher 
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Cake Pan... Cake Mix 


1 ei 


NEW! Pillsbury Kit Cake 


(THE LITTLE CARE WITH A BIG IDEA) 


0602145 ‘Auodwo> vosdwoys seyo A *f 
Leo Burnett Company, Inc., Chicago 
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The cheese thet betonge with your favente denis 


KRAFT NATURAL SWISS 
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D'Arcy Advertising Company, St. Louis 
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CSonine, Maier & ELutcnings, Inc. 


| Chicago 6, Illinois 


Lowwricals Finest Photoengrawing, Plawe for Sotiyprebe onde Gero : 


B33 West Lake Street at Wacker Drive 
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-CATERPILLAR 


pulls into 
DYNAMIC DAVENPORT! 


The acquisition in late August of a fast-growing 
Davenport firm by Caterpillar Tractor Co. means even 
more rapid expansion of this dynamic market area. 


To SELL Davenport, use... . 


“a 
DAVENPORT 


NEWSPAPERS 


me © EVENING 
aie SUNDAY 


FOR THE TENTH CONSECUTIVE 
YEAR ** FIRST IN LINEAGE IN 


(*t m, reg.) 
ALL IOWA AND THE QUAD-CITIES! 


CIRCULATING DAVENPORT, IOWA, ROCK ISLAND, MOLINE AND E. MOLINE, ILL SAN 4 KELLEY 


Advertising Age, November 12, 1956 


Some TV Ads Could 
‘Be Repeated More, 
‘Schwerin Reports 


| New York, Nov. 8—How long 
can you use that tv commercial 
before it wears thin? 

Schwerin Research Corp. has 
been pondering this question, to 
which every tv sponsor would like | 
to know the answer. 

“One of 
questions, this is also among the! 
biggest,” 


tin points out. “If you do not 
|present your commercial often 
enough, you fail to exploit its full 
| potential; if you broadcast it ex- 


| cessively, you waste a portion of | 


| your media money.” 

Surprisingly enough, Schwerin 
is convinced that more advertisers 
underestimate, rather than overes- 
| timate, the number of times their | 
| commercials can be repeated. Some | 
| sponsors, the researcher finds, get | 


im SEATILE 


Che Seattle Gimes reaches 


-* 
Nes 


at 


YS Gr De: | 


anise 


more homes than Seartie s 
second newspaper 


Call it “blanket coverage”—call it “penetration”— 


call 


it what you will: the fact remains that only The Seattle 
Times dominates the vital, buying A.B.C. City Zone. 


This is where your customers live: over 600,000 of 
them. This is where they shop—spending the nation’s 


third-highest per-capita income. 


And this is the newspaper they buy, read, believe in... 
the newspaper that constitutes their shopping guide; 
day after day, Sunday after Sunday: The Seattle Times. 


television’s trickiest | 


Schwerin’s October bulle- 


tired of their film spots before the 
messages have been drained of 
their sales productivity. 


® And where can the sponsor turn 
for help in making this tight-rope- 
walking decision? Schwerin, nat- 
urally, recommends research, of 
both the quantitative and the qual- 
itative variety. Basis for judgment 
can come from rating data show- 
|ing how much audience duplica- 
\tion repeat showings of the com- 
mercial are getting, and from au- 
dience tests throughout the run of 
the commercial. 

Though the bulletin avoids 
‘making g@eralizations, Schwerin 
‘seems to feel that the subtler, jok- 
ing approach may grow stale faster 
than a more serious appeal. 

| The bulletin offers these 
thoughts on the “life expectancy” 
‘of commercials: 


“The first logical determination 
| is 5. eine your commercial is ef- 
| fective to begin with. If it is not, 
repeated exposures will mean little 
in terms of effectiveness (though 
they may help to establish the 
brand name or keep it in the 
fore).” 


e “The advertiser who uses a 
commercial or type of commercial 
heavily is well advised to check on 
its effectiveness periodically. If he 
does not, he may keep airing it 
| long after the life has gone out of 
it; and he will also be unable to 
pinpoint the strategic moment for 
initiating a policy change.” 

|e “Commercials of equal initial 
| effectiveness do not necessarily 
| wear out at the same rate. They 
| will commonly do so if they are 
|similar in type (both animated or 
| both live-action) or in treatment 
|(both demonstration or both 
‘mood’). If not the same in these 
respects, they may or may not 
wear out at the same rate.” 


e “Granted equal initial effective- 
ness, a well liked commercial of 
| the same type will usually endure 
| better than a disliked one (but a 
| well liked commercial is not nec- 
essarily effective) .” 


e “It is possible to get more mile- 
age from a campaign by introduc- 
ing slight variations in the basic 
commercial rather than continuing 
the same, completely unvarying 
treatment.” 


Liller, Neal Names Five 

Helen Gordon has been named 
manager of the New York office 
of Liller, Neal & Battle, and four 
persons have been added to the 
creative staff of the Atlanta of- 
fice. Miss Gordon joined the agen- 
cy in 1950 and has been an account 
executive since 1955. The new 
Atlanta staff members are John 
V. Bonta, formerly associated with 
several Atlanta agencies; Mrs. 
Anne Cogburn Gilbert, formerly 
women’s editor of the Atlanta 
Journal; James C. Waldrop Jr., 
formerly assistant advertising and 
sales promotion manager of Cabin 
Crafts Inc., Dalton, Ga., and Robert 
A. Hiers, who is an instructor in 
advertising design at the Atlanta 
Art Institute. 


Newman, Stern Moves 
Newman, Stern & Mandell, 
agency, and Mandell, Newman 
Associates, public relations af- 
filiate, have moved to larger 
quarters at 1900 Purdy Ave., 
Miami Beach. 


masonry building 
singularly different... 


Masonry Building's over 20,000 
| paid subscribers are among a 
| specialized high buying power 
| segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 
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Another family moves into the West where population increase is more than double 
the national average, and new home-building is 80° above the national! average . . . 
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“Now, the most important thing to buy 1s Sunset” 


If the real estate man 
doesn’t say it, the first 
neighbor they meet 
; probably will. 
Newcomers to the West, whether from Ohio or 
the coast of Maine, can usually say immediately 
why they decided to come West. Perhaps they 
were seeking the West’s famed year-around indoor- 
outdoor living; or possibly they wanted the moun- 
tain vacations, the weekends at the beach; or 
maybe they liked the informal way everyone lives 
and entertains. Or perhaps it was a mixture of all 
these good things. 


Whatever the reason, they soon learn that West- 
ern living offers even more opportunities for the 
good life than they’ve imagined. 

The problem is how to take advantage of these 
opportunities. “How do we find the wilderness 
vacation spots?” “How do we design our hillside 
home, how should we landscape it?” “How do we 
prepare those Western foods?” “How do we keep 
color in the garden all year around?” 

SUNSET gives the answers to these and hundreds 
of other questions of Westerners, every month. 
That is SUNSET’s sole purpose. Its editors devote 
their working lives to helping Western families — 


LANE PUBLISHING CO, Piste (ine California 


newcomers or old timers—make the most of all 
the rich opportunities for better living here on 
the Pacific slope. 

Westerners recognize that SUNSET is their own 
magazine. It’s written for them, and no one else. 
They know they can rely on its advice. They can 
believe in it, and live by it. 

That’s why, so often, new Westerners hear, 
shortly after they arrive, “Now, the most impor- 
tant thing for you to buy is SUNSET.” And that’s 
why, if you want to gain the confidence of West- 
erners in the quality of your product or service, 
SUNSET is your magazine! 
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Naess It is devoted mainly to|arts magazine to be put out from are acceptable. In b&w, the tenta-| tions to the six magazines put out 
Alert 4-Year-Old | reproductions of current advertis- | Paris, designed for world-wide cir- | tive rate is $1,400 while the ten-| by Time Inc. 
| ing, classified by product category,| culation. No details are available | tative two-color fee is $1,770. The) 
but it also contains views and | yet, but by all accounts it may turn edition covers 11 western states Carling Names Aitkin-Kynett 


oe 

Daily Dominates articles on all aspects of advertis-/out to be a promising addition to and has a 200,000 guarantee. Aitkin-Kynett Co., Philadelphia, 
ing. It also prints English andthe existing trade literature. has been appointed to handle 
Italian editions, titled respectively | Time Inc. Adds Service Office Black Label beer advertising in 
French Ad Press Advertisement Parade and Attual- ‘Newsweek’ Plans Supplement Time Inc. has opened a Reader’s mid-Atlantic states. The Philadel- 
ita Publicitaria, but these carry Beginning next Jan. 21, News- | Phoneservice subscription office in| phia agency will work under the 
only reproductions of ads. /week will make available to re- North Miami at 14809 N. E. Sixth supervision of Lang, Fisher & 
By Mostyn Mowbray Rumors are currently circulating | gional advertisers a special four- Ave. It is the ninth in a proposed Stashower, Cleveland, where Car- 
Paris, Nov. 6—La Correspond-|of an ambitious new publishing page supplement in its western string of 50 or 60 offices in key ling Brewing Co. has its headquar- 
ance de la Publicite, which is be-| project now in preparation—a/ edition every four weeks, on a 13- market areas throughout the U.S. ters. Lang, Fisher handles Black 

lieved to be the only daily adver-| sumptuous advertising and graphic time cycle. Full-page units only to be set up to initiate subscrip- Label national advertising. 


tising trade paper in the world, 
celebrated its fourth birthday Oct. 
20, still going strong. 

Published by the Societe Gener- 
ale de Presse and edited by Andre 
Depernon, La Correspondance de 
la Publicite is a roneotyped effort 
usually running to six or seven 
pages, with no pretensions to smart 
layout or presentation but making 
up for it by providing subscriber: 
with up-to-the-minute news of 
everything that is happening or is 
about to happen in French adver- 
tising—along with a smattering of 
foreign news. 

Available by subscription only, 
at 28,000 francs ($50) a year, La, 
Correspondance de la Publicite has 
a circulation of about 1,500. About 
two-thirds of its readers are in the 
Paris area. 


= The daily takes advertising, too 

—at $140 a bkw page, with 20% 

increase for each color after black. | 
French media, and occasionally 
agencies, are its most usual adver- 
tisers. There are also help wantec 
and jobs wanted columns. 

Its nearest rival, a publica- | 
tion called Le Service des Nou-| 
velles Rapides (put out by the | 
fortnightly Echo de la Presse et de 
la Publicite) used to be a daily but 
now appears only twice a week. 

France has no weekly ad maga- 
zine; the only fortnightly, apart 
fromm the Echo, is Le Journal de la 
Publicite. 

There is a plethora of monthlies 
though; the most widely read is 
the sales and marketing magazine 
Vendre and its friendly rival Vente 
et Publicite. Both are well-pro- 
duced books. 

The advertising and graphic arts 
review, Publimondial, has a rea- 
dership in many countries on both 
sides of the Atlantic. But circula- 
tion is said to have fallen off 
badly in recent years. 


@ One of the most go-ahead pub- 
lications on the French advertising 
scene is the monthly, Actualite 
Publicitaire, edited by Jacques 


53,846 


AVERAGE TOTAL PAID 
AND UNPAID DISTRIBUTION 


Exclusively a monthly 
magazine, Proceedings of 
the IRE is published by and 
for radio-electronics engi- 
neers who are educated to 
specify and buy products and 
services for this highly tech- 
nical industry. Every year 
each IRE member makes the 
$15.00 decision—93.86% re- 
new their membership and 
get its major service, 12 time- 
ly and often history making 
issues of Proceedings which 
keep him completely up-to- 
date on the newest radio- 
electronics developments. If 
you want to SELL the radio- 
electronics industry, you've 
got to TELL the radio engi- 
neer! The 

Institute of 

Radio 

@ Engineers 
Proceedings of the 


Advertising Dept. a Ree 


1475 Broadway, New York 36, N.Y. 


‘...Mothing helps our salesmen more 


Q Just how would you describe the 
AP Parts Corporation? 


AThe AP Parts Corporation is the 
world’s largest manufacturer of replace- 
ment mufflers, pipes, and other exhaust 
system parts for cars, trucks and trac- 
tors. Our manufacturing subsidiary has 
been designing and manufacturing 
mufflers longer than any other firm in 
the United States, having built nothing 
else since it was founded in 1904. We 
furnish considerable original equipment 
to motor vehicle manufacturers and also 
serve thousands of automotive parts 
wholesalers and, through them, hundreds 
of thousands of car dlealers, repair shops, 
and service stations. A separate clivision 
does an extensive job of making and sell- 
ing graphited lubricants to the Armed 
Forces, car manufacturers, and the trade. 


Q How long have you been using busi- 
ness publications in your advertising 
campaigns? 


A As I recall, we began a regular trade 
paper program on a’small basis in 1937. 
As our sales’ grew, and business papers 
became more and more important to us, 
we stepped up our efforts in this medium 
until now, on muffler advertising alone, 
we are spending over 10 times as much 
as we did in 1946, the year I came here. 


Albert Joseph was educated at the Univer- 
sity of Toledo, came out of the Navy a 
Group Commander with the Amphibious 
Forces to jou The AP Parts Corporation 
in 1946 as Assistant Advertising Manager. 
Today he is Advertising Manager, a post he 


has held since 1948. He is responsible for 
all AP Parts advertising, sales promotion, 
and public relations. Mr. Joseph is also a 
member of the Board of Governors of the 
Automotive Advertisers Council, and Vice- 
Chairman of the Industry-Wide Committee 


of the AAC, 


He has spoken extensively be- 


fore important automotive service industry 
groups. We recently had a very interesting 
interview with Mr. Joseph, and we think 
you'll find the highlights informative. 


Q How do you think business papers 
help you? 


A In the trade, we have a twofold selling 
problem. The first is getting wholesale 
distribution. Unlike other important in- 
dustries, where a few hundred whole- 
salers cover the country, the automotive 
service industry has about 14,000. Our 
advertising to wholesalers can’t make the 
sale—the salesman must do that. But by 
building an attractive corporate image. 
by getting inquiries, by hammering at the 
market story mouth in and month out, 
we've helped our salesmen get a very 
receptive audience. Then there are over 
300,000 retail service outlets served by 
the wholesalers. Our men do detail or 
missionary work but simply can’t see 
300,000 people in a year. And the whole- 
saler salesmen must sell scores of lines 
(some carry 89 Ibs. of catalogs). No 
sales force can sell the national market 
personally in this industry. So our ad- 


vertising to the dealer must do most of 


the hard selling at the dealer level. 


Q How do you know advertisements 
are so widely read? Can you think of a 
specific instance or experience which 
has proved this to you? 


A Yes. From the outside ‘most mufllers 
look alike. Both wholesalers and dealers 
for years felt that one brand was literally 
as good as another. But for many years 


‘ 


we have been putting from 25-40% more 
steel in our mufflers, making them far 
more resistant to corrosion than others, 
and selling them at the same price as 
competition. Our salesmen told their 
quality story to wholesalers, but it never 
really got across to the dealer trade—as 
I said, the wholesaler salesman is busy 
with scores of complicated lines. 


About two years ago, we decided to 
dramatize this extra quality and longer 
life in our trade ads, using heavy 
schedules. We literally took the mufflers 
apart and showed the diflerence—proved 
that all mufflers are net alike, told the 
reasons for the heavier steels. Our al- 
ready high volume jumped so high you 
wouldn't believe the figure. Dealers now 
often insist on “that heavy job” —mean- 
ing AP—and this has helped us land 
scores of new distributors. Only trade 
papers enabled us to tell the story so 
well, and in so short a time. 


Q How would you define your audi- 
ences? How many audiences do you 
have? 


A Broadly speaking, we have three audi- 
ences: wholesalers, dealers and, ofcourse, 
the motoring public. By dealers [ mean 
gas stations and garages as well as car 
dealers. Our campaigns to these three 
groups are tailored to fit the needs of 
each. Our wholesaler and dealer adver- 
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Wine Use in France 
Keeps Climbing; So 
Does Soft Drink Use 


body whose job it is to discourage | 
over-indulgence in wines and spir- 


ing more wine than ever before. |pop and soft drinks generally.|has been running for the past cou-| mobile, and so on. 


France has risen steadily, reaching 


/000,000 U.S. gallons. Along with 
Paris, Nov. 6—According to a this increasing popularity of wine, 

statistical report issued by the In-| 1955 figures show a marked drop 

formation Committee on Alco-|in the consumption of aperitifs of 

holism—a _ government-sponsored all types. 

Surprisingly, the French are at|# In its efforts to combat the | 

the same time drinking vastly in-| menace of alcoholism, the Infor-' can be spent on other items, such own back yards, 


its—the French people are drink- creased quantities of fruit juices,| mation Committee on Alcoholism as vacations, purchasing an auto-| 
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Each year since the end of | Sales of fruit juices in France have | ple of years a consistent advertis-| The latest report of the commit- 


World War II, the annual con-| more than doubled over the past 
sumption of vin ordinaire in|three years. In 1955 they totaled| of posters and stickers in the sub- 
160,000 hectoliters. Soda pop sales| ways, on trains and buses—ad- 
1,350,000 hectoliters—nearly 40,-| were up 12% to 15% in 1955 over|vocating moderation in drinking 
the previous year, and a much big-| wines and 
ger increase is expected for 1956.|“Sobriete—Sante” 
Last year, 706,000,000 bottles of|health aspect, and recently a se-|brandies and spirits for home 
pop were consumed. | ries of advertising films ran in| consumption. French farmers and 

movie theaters throughout France| vine growers annually distill enor- 
to show how money spent on drink | mous quantities of alcohol in their 


ing campaign—mostly in the form 


than our business paper advertising” 


tising are our most important, however, 
since the average motorist willingly ac- 
cepts the advice and judgment of the 
mechanic trained in servicing his car. We 
want the motorist to be familiar with our 
name and the quality of our products 
when the serviceman recommends our 
products; hence consumer advertising. 
But its the dealer and the wholesaler 
who determine brand preference in our 
industry, and they’re too numerous to be 
properly covered without advertising. 
So most of our space budget goes into 
trade papers. That's why nothing helps 
our salesmen more than our business 
paper advertising. 


Q Just what is your general advertising 
philosophy? 

A We believe in maintaining a high and 
steady level of advertising at all times to 
achieve long-range objectives. We in- 
crease from that steady level as market- 
ing conditions of a given period dictate. 
In short, we are not in and out of adver- 
tising. And we stress factual “reason 
why” copy, written for readers who are 
technically minded and whe are in busi- 
ness to make money. 


Q Your engineers, then, can create a 
situation overnight in which you must 
rely on unallocated advertising dollars? 


A Yes, that’s the idea. Our steady ad- 
vertising is designed to maintain our 
prestige and sell the merits of our prod- 
ucts. A new product or market cdlevelop- 
ment, on the other hand, requires a more 
intensive announcement and educational 
campaign. 


Q Does your advertising stress your 
company's know-how, or is it primarily 
product advertising? 


A We stress our company’s long ex- 
perience in the field in all of our adver- 
tising, but the main theme is the product 
itself. You see, in our business, we not 
only have to keep the name and the 
products constantly in front of present 
customers, but new mechanics and serv- 
ice station Operators, constantly coming 
into the field, need educating on what 
lines are profitable and which are the 
best quality. Consequently, we not only 
have to explain who we are and what we 
make, but we have to give the merits of 
our products and its profit opportunities 
in some detail. Our business publica- 
tions are by far the best way in which to 
reach the newcomers in the automotive 
and trucking industry. 


Q How many business publications do 
you use regularly? 

A Well, we use about nine—which may 
sound like a good many, since we are 


active only in the automotive and truck 
field. But you'd be surprised how spe- 
cialized the automotive service business 
is in this country. We used to pick what 
we considered the several key publica- 
tions, but we've learned from experience 
that it is wiser to cover the whole audi- 
ence in our field. There’s some duplica- 
tion, but we regard it as repetition. 


Q What, in your opinion, is the role of 
business publications? 


AL think the job of business papers in 
any industry is to inform, keep their 
readers up to date in new developments, 
new techniques, new products in their 
field. A business paper can do much to 
define and develop the standards of the 
industry it serves. 


Q What is your opinion on length of 
copy in an advertisement? 


A There is no magic formula that will 
apply in all industries. Business paper 
readers want information. They want to 
know as much as we do about our prod- 
ucts, and very often we cannot tell a 
product story that will satisfy our 
readers in a few short sentences. All the 
rating services show that “mood” adver- 
tising, so often successful in certain con- 
sumer fields, fails miserably when applied 
to trade advertising in technical fields. 
I believe that any copy which is well 


written, well organized, and well illus-- 


trated is never too long if it performs a 
service for the reader. 


ig /) 


Q Do you merchandise your adver- 
tising to your salesmen? 


Al personally travel about 20 thousand 
miles a year in the field, and we are 
naturally in close touch with our men all 
the time. We confer with all regional 
managers at scheduled meetings during 
the year. They know well in advance 
what we plan to do, and they in turn let 
us know what they think of our adver- 
tising and other plans. Our men are well 
armed with proofs of our advertisements, 
program resumes, etc., and use them to 
assure their distributor customers and 
prospects that AP Parts is doing the 
biggest job in the industry. 


Q Do you have any further comments 
to make on any points | might not have 
touched on? 


A Yes—there’s another reason why we 
know how necessary it is for us to utilize 
business publications as the primary ad- 
vertising medium for reaching our cus- 
tomers and prospects. We recently 
conducted a nationwide dealer survey 
and were astonished by two things: (1) 
the response to the survey was over 
42% !; (2) their opinion of the business 
publications in their own industry was 
extraordinarily high—these people read 
ads—92% claimed they read the ads 
regularly; and over 65% said they felt 
that trade publications were their most 
important source of technical informa- 
tion; they favored them over technical 
bulletins put out by car manufacturers, 
parts manufacturers, and paid technical 
information services to which they sub- 


scribe. 


_ Po a 


Through the use of business publications you are able to communicate with 
your customers and prospective customers in an atmosphere that is natural 
to them and most productive for you. In this respect, responsible business 
publications serve a purpose unduplicated by any other selling force.. 


Chilton publications cover their chosen fields with an editorial excellence 
and a strict control of circulation that assure confidence on the part of readers 


and advertisers. 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsyloania 


ri r CHIL ION PUBLICATIONS: Department Store Economist + Hardware Age 
: = = The lron Age « Jewelers’ Circular—Keystone « Distribution Age « Motor Age 
= Automotive Industries « Optical Journal and Review of Optometry « Spectator 

i Commercial Car Journal + Boot and Shoe Recorder « Hardware World 
Butane-Propane News + Book Division 


| | Gas « Electronic Industries 


tee is purely factual and does not 
commer on the current position. 
It also makes it clear that its sta- 
tistics take no account of the wide- 
spread practice in most rural areas 


the | of France of producing home-made ty 


Publishes ‘Index of 

| Super Market Art‘cles’ é 
The Super Market Institute, 500 ? 

N. Dearborn St., Chicago, has ; 

| published “Index of Super Market 


Articles,” Volume IJ, for the years rs 
1953-1955. Volume I covered the A 
years 1936-1952. The bibliography * 


lists and briefly describes more 

than 1,000 articles from Chain 

Store Age, Progressive Grocer, Su- 

per Market Merchandising, Super 
Market Manager, Volunteer & Co- 
operative Groups, The _ bibliog- 

raphy is classified and inciudes a. & 
section on “Advertising.” 


WJAC-TV is the Number 
One Station not only in 
Johnstown, but in Altoona 
as well, and this one-two 
punch covers an area that 
rates 4th in the rich state of 
Pennsylvania, and 28th in 
the entire country! 


Well over half a million 
(583,600, to be exact) tele- 
vision families look to 
| WJAC-TV for the best in 
television entertainment. 


Add to this the free bonus of 
WJAC-TV coverage into 
Pittsburgh, and you have a i 
total market for your sales 
message that just can’t be 
overlooked, if you really 


want to tap the potential of 5 
Southwestern Pennsyl- 
vania! 
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rans Or i nN §=New Woodbury Soap 
TARE Wee Sees with Antiseptic 
QUAD-CITIES wet os : | Bows Nationally 


ee 


NOW OVER “Vy se nd “1, CINCINNATI, Nov. 6—Andrew) 
' : Jergens Co. this month will intro- | 
1/4 MILLION PEOPLE . | TEER duce nationally its new Woodbury | 
| Beauty and Deodorant Soap with! 

WITH ; é a antiseptic XL-7.” The 


; product has been market-tested | ae 
57% ON THE ILLINOIS SIDE feeee for over a year on the eae: TWE ONLY BEAUTY AND DEODORANT SOMP 
; | Coast. 
ROCK ISLAND ® MOLINE e EAST MOLINE - : ‘ Commercials on “The Steve Al- 
; & len Show” (NBC-TV) every Sun- 
ce day night will be coupled with a 
where 9 out of 10 families read oT Phi. m heavy campaign of color pages in | 


THE DISPATCH or THE ARGUS See | Consumer magazines. 


i Ses ee ao 


The first ad breaks in the Nov. wink 

119 Life. The complete media list | 7% = Sev al teense tangs me 
will not be set for another two! 

weeks. | FRESH & FRAGRANT—Andrew Jergens 
| Co., Cincinnati, will run this color 
|" The new soap contains XL-7, page in the Nov. 19 Life to intro- 
| which, according to the company,| quce its Woodbury beauty and 
| Mia Rapn- winged! antiseptic that re- deodorant soap with antiseptic XL- 
duces odor-causing, blemish-|, Robert W. Orr & Associates, 
New York, is the agency. 


spreading bacteria up to 97%.” 
The new product will be packaged 
in a white-and-gold foil. Advertis- 
ing will be based on the theme that 
Woodbury is the only foil-wrapped 
beauty and deodorant soap avail- 
able at the price of ordinary soap. 

Robert W. Orr & Associates, New 
York, is the agency. 


CBS Radio Announces 

Sales Reassignments 
Ben S. Lochridge has advanced 
from eastern sales manager to 
network sales manager for CBS 
Radio, New York. He replaces 
William D. Shaw, who resigned 
to become general manager of 

KSFO, San Francisco. 
Mr. Lochridge, in turn, will be 
Seat replaced by William W. Firman, 
So Fates Cosmty who will transfer from Detroit, 
46 miles from Memphis where he is sales manager for CBS 
Radio. The Detroit vacancy will 
Number of families be filled by Cornelius V. S. Knox 
2 ,800* Jr., now a member of the net- 
work’s New York sales staff. All 


Effective buying i appointments are effective Nov. 19. 


$9,354,000* RKO TV Adds Telefilm 


RKO Television, New York, has 
Retail sales : acquired seven-year, worldwide 
in nine classifications distribution rights to the “Screen 


* Directors’ Playhouse” series. Thir- 
$13,875,000 * | ty-five 30-minute programs are 
now available for distribution. 
FAMILY 


COVERAGE 


Combined 
Daily Circulation two more 


52.9% great signs 


Sunday 
CENTERS 45.9% | 
OF Number Nine of a Series Reflecting STEELWORK 
the Economy of the Mid-South. by 
BUYING 
POWER 


Forrest City, Arkansas, is one of the 16 cities of east Arkansas 

where CAPS covers better than one out of every two families. 

And your own good sense will tell you that the CAPS half is the 

cream of the market. 

You get 62 centers of buying power and the big one—Memphis Soles M4 & Sesvey of Guinn Cone 
—when you put it in CAPS. ; 


Two Dailies and The South’s Greatest Sunday Newspaper | BY ROBERTSON 
leading manvfacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 

* Boked enamel! process—plain or reflectorized 


THE = A =” MEMPHIS = | ° Geentty prodessre fer over 30 youre 


} 
SCRIPPS. HOWARD NEWSPAPERS | ROBERTSON SIGN CO. { 


SPRINGFIELD. OHIO 
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So 


In Chicago... 


The American is the newspaper 


that’s going places! 


Now is the time to make an advertising invest- 
ment in The Chicago American—a newspaper 
that is going places! 


One of thé nation’s largest and best known news- 
papers, The American has an average daily net 
paid circulation of 524,823 ... 706,407 on Sunday. 


Under new ownership, great days are ahead for 
The American, and for our readers. We will con- 
tinue to serve the best interests of the people of 
Chicago and the middle west. We are strengthen- 
ing our ability to do so. 


Already we are adding complete market reports 
and a greatly expanded financial section. We 
have substantially increased the news content of 
both daily and Sunday issues. 


These are only the beginning. Other improve- 
ments will follow as part of our extensive plans 
to produce a greater newspaper . . . every day, 
seven days a week. Eighteen hundred of us at 
The American are working harder than ever to 
accomplish this. 


iy 

We will not, of course, abandon those things 
which have made our newspaper so popular. For 
example, The American Weekly, Puck Comics 
and Pictorial Living Magazine will remain in 
The Sunday American. Other daily and Sunday 
features which have made our pages so bright 
and interesting will be continued. 


A new individuality and independence will mark 
The American as having its fundamental inter- 
ests centered in Chicago. There is no limit to 
the expansion of Chicago and the middle west in 
size, importance and prosperity. The American 
will be part of this great growth. 


We invite you to watch the new American. 
Watch it grow—and grow with it! 


What we are putting into our pages to broaden 
our service to readers is certain to increase 
returns toadvertisers. Hearst Advertising Service 
Inc. will continue to represent this newspaper 
for national advertising. 


Ald bd 


Publisher 
THE CHICAGO AMERICAN 
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Roerig Ads Use Relaxation Motif to 
Stimulate Sales of Atarax Relaxer 


Cuicaco, Nov. 6—In the ethical 
drug field, the first company out 
with a new drug gets the lion’s 
share of the market. Therefore 
when J. B. Roerig & Co: introduced 
its tranquilizer, Atarax, a year 
after Milltowns had entered the 
nation’s vocabulary, the company 
well realized that an untranquil 
job lay ahead. 

This was in May, 1956, and 
Atarax was the late starter in a 
field of 12 anti-tension drugs. Now 
after five months of hopped-up 
promotion, Roerig has so tranquil- 
ized its competitors’ sales that At- 
arax today ranks among the top 
five in a $50,000,000 market. 

The campaign which introduced 
Atarax “for peace of mind” was 
“the greatest campaign on behalf 
of a prescription item,” according 
to Roerig, a division of Chas. Pfiz- 
er & Co., New York. After its suc- 
cessful summer debut, however, 
Roerig is not relaxing like its “pa- 
tients,” but is intensifying its ef- 
forts throughout the fall and win- 
ter. 


# Opening sally in the fall cam- 
paign is a direct mailing of 100,000 
headrests (horseshoe-shaped pil- 
lows that tie around the neck) to 


EE ee ORR MR a oh ae ah 
"Eesti 74F > dan Mad 


at eee 1 Cons ot Nine pm 


PEACE oF MIND 
ATARAX: SYRUP 


Topics, Mid-Atlantic Apothe- 


cary, Mid Western Drug Journal, 


N.A.R.D. Journal, North Western | 
Druggist, Pacific Drug Review, 
Rocky Mountain Druggist, South 
Eastern Drug Journal, Southern 
Pharmaceutical Journal and West 
Coast Druggist. 


® Atarax is a Belgian drug which 
was sold in Europe for two years 
before Roerig brought it to the 
states. The entire campaign has 


curean philosophy. 

To capitalize further on this 
background, a Greek-looking logo 
was selected—a Weiss Initia] type, 
Series 2, from which part of the 
serif was cut away from the | 
ad Wad 

The trade name got an unex-| 
pected boost this spring, when a| ~~ 
physician, Howard D. Fabing, as-| 
serted before the American College. 
of Apothecaries that the word 
“tranquilizer” was an bo ed 
term. A new word should be de- 
vised to classify the drugs pharma- 
cologically, he said. 

s “I propose,” 
be labelled ataraxics.” Such a 
movement is now under way, with | 


PEACE oF mino ATARAX: ” 


@--" Mhnow 


OVERWORKED—Belgian cartoons, 
| showing comic situations that | ‘the J.A.M.A. June 2” and signed 
could be relieved by Atarax, are| «peace, Roerig.” One week later, a 
said he, “that they | currently appearing in seven med- | ‘second memo in Time asked the 


ical journals. 
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first teaser. ‘Peace of mind, well 
| tolerated, coming real soon—Roer- 
ig,” said the second ad. “Peace of 
' mind, for people like you and me, 
almost here—Roerig,” read the last 
tere 


ls Since Atarax is a prescription 
F | drug, it can not be advertised in 
/consumer magazines. However, by 
not calling the drug by name, 
| Roerig was able to run 1/6th page 
"| teasers in Time and Newsweek in 
| the form of a memo reading, “Doc- 
tor: Be sure to read Page 10 of 


‘doctor if he had read that particu- 
lar page. 


WHOA!-—Atarax, the anti-tension 

drug, is now available in “cordial- 

like” form, It was advertised in| 

nine medical journals last month. 

MacManus, John & Adams, New 

York, is the agency for J. B. Roerig 
& Co. 


doctors. “Gift wrapped” in a blue 
and white mailer, the package is 
addressed “For the personal peace | 
and comfort of ........ .” The package | 
also contains samples of Atarax 
and a file card giving the medical | 
data on the anti-tension drug. 

The magazine schedule has been | 
expanded to 31 drug and medical | 
journals and a number of themes 
have been developed to promote 
the drug for tense business men, 
distraught women, anxious oldsters 
and restless children. (According 
to the ads, one out of four patients 
is a candidate for “calming” ther- 


apy). 


@ Medical journals on the sched- 
ule include American Practitioner, 
California Medicine, Clinical Med- 
icine, Current Medical Digest, 
General Practitioner, Geriatrics, 
Illinois Medical Journal, Journal 
of American Medical Assn., Jour-| 
nal of Osteopathy, Journal of Pedi- | 
atrics, Medical Economics, Medical 
Times, Modern Medicine, New 
England Journal of Medicine, New 
York State Journal of Medicine, 
North Western Medicine, Pediat- 
rics and Postgraduate Medicine. 
Drug journals carrying the cam- 
paign include Apothecary, Cen- 
tral Pharmaceutical Journal, Drug 


been built around a “peace of| Roerig, of course, doing all it can | jof May, Roerig used all the 
mind” motif, which was practically 
dictated to Roerig by the product 
name—derived from the Latin 
word atararia and the Greek 


ataraktos, meaning “freedom from | 


danger of having its product name car company unveiling a new mod- 
a generic term. “We'll worry about | el. 
that when it happens,” a company | ran in the Journal of the American 
spokesman told AA. The word! Medical Assn. 


Epicurus it seems was especially |ig advertising—it’s always “atar-| medical journals. 
fond of this word and ataraxia was | axic.” “Peace of mind, well tolerated, 
one of the prime goals of Epi-| In introducing the drug the end! coming soon—Roerig,” read the 


A half-page teaser campaign | 


é f for three weeks| 
disturbance of mind or passion.” “tranquilizer” is taboo in all Roer-| prior to announcement ads in eight 


Direct mail is a major part of 


to help—even though running the | suspense-invoking methods of athe Atarax campaign. Well aware 
‘that a doctor is deluged with mure 


direct mail than anyone else, 
Roerig devoted its efforts to de- 
signing mailing pieces to tempt 
the most jaded M.D. 

Besides the aforementioned 
headrest, Roerig has mailed out 
stretchable slipper socks affixed to 


The manufaeturer of “Scotchlite” 


1956 HIGHWAY DISPLAY ( 


Ga RES RR DE 
RESTAURANT GROU 


THIRD PRIZE 
W. Pete Doll, The Melweb Company, Inc. Daytona Beach, Florida 


ure eee 


SS PROT rere of Ee Kot 
Glen H. Collins Charles Cram (2 awards) David A. Hamilton 
Collins Outdoor Kimball n Company Dave Hamilton Signs 
Advertising, Inc. Salt Lake City, Utah Waverly, lowa 
ser: ee H. M, Franklin R. A. Henson 
. . Pra . . 
A. P. Cook Arkansas Sign & Neon 


Central Advertising Company Little Rock, Arkansas , Ohio 


Jackson, Michigan 


Coupon brings your 
FREE COPY of America's 
Best Highway Displays! 


Contains pictures and descriptions of 
award-winning highway signs—a 
valuable, idea-producing book that 
will help you create signs that will 


Robertson Sign Company 
Spri 


. 


ls 
ee 
FIRST PRIZE 
W. T. Peek 
. Atlantic Sign Company, Inc. 
ie Brunswick, Georgia 
Fa 
| SECOND PRIZE q 10 MILES TO 
Sidney W. Danzis VIKING MOTEL’ 
tine entnee c SECOND PRIZE i on ua of 
Advertising Piss A. P. Cook ee = 
Long Beach, California Central Advertising Co. ‘ i 
Jackson, Michigan ee 
THIRD PRIZE . 


Wm. H. Godwin, Godwin & Son Harlingen, Texas 


SE tS RRS NTIS ate 
HONORABLE 


H. George Horn 
Columbia, South Carolina 
Larry Lairolette 


The Detroit Advertiser 
Detroit, Michigan 


Columbia Outdoor Adv.Co.,Inc. 


re a eon 5 : 
eee. ~ ™ ap ; f 

ae aes A RR en LR RON a 8 a 

sate oe z . . 

a | 

oo Te 

ia | 

por. 50 ee 

a: A aie P 

ae ‘ <a. a 

BS es | * (Te Time i 

eo a oy | [Oat comes 0a 

es 3 : i i 

BF th , le k 

ivi. | io? Guat i} 

i ae eee t \ = pees } 

eee - . | 

pin te a) = § bh 
ae y Pu d | 
a .% ¥ ee “. | 

4 aes erworked ? i 
ee | 

ce Fe | 

BP ae 38 j 

Tee oe 

pi { { 
aie: } 
eo 

Bea | 
bs Si, \ 
Poe) 
ee | 

ig ee 

ae 

ey | 
pee 

Roars’ j 

hae ‘ ? >.) 

ae \ 

ee. ; | 

= eee : 

tena | 

J ae 

ts | H 

"hee am ! 

et nae : 

we ed | \ 

= 3 } 
Prot 

ea i rr x Sa | 

vedi ; | 

a 3 SS P _ MOTEL and HOTEL GROUP 

a ; * : ' 

4 : z ee . oa bs i 

ag . ; a 

= oS a 4 p's ’ ; a." 

oe 3 ;— ee J 

ap eee , a oe: 

ae... ‘i ~ >. 

a f 2 < 1 
. oot : . > «i va » pe | 

Mies: r : FIRST q 

a Be oe: s 4 i 

pens 5 eetel mt hy peeeemntive titres or an Wega > ‘ 

5 eae: ee ¥ : g ° fll { 

Best , <cinetecter. Roun aaa dalle , + William S. Graves cay 

re! Eilrivtieionant a | 6 > = Mercury Display 3 ' 

cou BR cone ot twice Aooty im pint Cetin hm La ya ike |@ 

aes RM Wiiarem er a Adverteing A : 

a af 4 sag . tahbens naked ere 4 t Wa Glendale 8, California x hy 

sat _, Rattnts we | ' 

ee 4 a o* @ Paes * iH 

a. ; _ ‘ i 

oa eel aa shana , i 

pea é ood i ky if ‘ my : M 

Bees (Oe oe Mey ee | . h 
peas ; i 

E Bh: ! 

ee. My 

Bis: : } 

Aor Hl 

Sak: ; i} | 

eae : oe j 

pea t* —- 

a ate i « i 

#s Beier OU. | 

ey ca Cia. ae 

a | nab] oe ars é- = * 

¥5 to . . eT 

ea - 

fee | 

ee 

are ; ih 
ee : 

ot: . 

Bit 

a 
rae. | 

ae | 

is ; 

* eat by 

be 

ey 

Poe. 

be —— 

ane 

mes : 

Sag oes | 

ao 4 ee eee | 

ss Ne 

vs oe rt 

We ri 2 Oe 

ge et ot : ee 

. - er eee ee 

ae i ps ae 

a ee 

i oa oe \ 

eg es | e ‘ ot | ae) Seite “ ; 

cia ¢ . = _ oe -* . 

1 go) ee ail ‘ 

x ae “ee, Saat SS eee, a 

i attract more customers, make more ieee ee ; 

ae : 2 +: a — = A a ook . , 

ee - profit for you! . | 

ag 1 4 | i 

lee 

ani | 

ee Beer ass eras ee yee . : M 
Bee 

> a RL EM AS eS ee ENE Oe Pn fn Se ee eS ee — 

iis ae: Cote BG Fee ed ee ie bite eS lage ES # Rory , / De hae ; ne. | 2 ae at Ba sid ea a he a : cee ee cae - aaa lll rh 

tema eI CS aa ne - re te ee a ewe a ae a Ok ee are: mace plead gem — “eee 9 — SET pS Viet) hg Sn a ah ee 


Advertising Age, November 12, 1956 


a die-cut cardboard foot and in-| 
scribed, “For your own peace and 
comfort, Doctor.” Also part of the! 
mailing was an elaborate folder 
illustrated by a peaceful mountain | 
scene photographed at Banff, a 
folder, samples and a letter. All 
were mailed in a plastic bag, with 
the contents clearly visible. 


Atarax. These same cartoons are 


now being reproduced in the cur- 


rent ad campaign. 


The “peace of mind” theme was” 


even incorporated into Roerig’s 
display in last summer’s AMA con- 
vention in Chicago. Physicians 
wending their weary way through 
two miles of scientific exhibits 


‘had an oasis awaiting them—the 


® This mailing not only sold At-' 
arax, the company reports, it! 
brought a heavy demand for addi- | 
tional socks from doctors who com- | 
plained theirs had been usurped by | 
wives and nurses. 

Subsequent mailings have in- 
cluded photographic filmstrips 
showing busy scenes in the lives of 
executives and housewives. The 
filmstrips culminate in the doctor’s 
diagnosis of tension and the pre- 
scription of Atarax—resulting in a 
relaxed and happy patient. 

One series of color postcards | 
featured the mountainously relax- 
ing scene from Banff. Another | 
mailing was a booklet of cartoons | 
by Belgian artists showing situa- | 
tions which could be relieved by 


“Peace of Mind Room—Ataraxia.” | 
Here the doctors were greeted | 
by two hostesses, given cigars and | 


invited to relax and listen to hi-fi 
—in an air-conditioned, 
proofed, luxuriously furnished liv- 
ing room. 


The Atarax campaign has been 


engineered by Mrs. Audrey Girard, 
advertising manager at Roerig— 
the only woman ad manager in the 


ethical drug business. MacManus, | 
| John & Adams, New York, is the 


agency. 


Webb Coffee Enters TV 

Thomas J. Webb coffee, Con- 
tinental Coffee Co., has entered tv 
on a regular basis with “Life of 
Riley” showings in Chicago. This is 


sound- | 


Pon. vd Dod 
© 
Py, 


3 


| 
| 


INCOMING, OUTGOING—Exchanging compliments and gifts are Joe 

Daneluk (left), International Harvester Co. and new president of 

the Publicity Club of Chicago, and W. J. Peak, Illinois Bell Tele- 
phone Co., retiring PCC president. 


‘in addition to advertising on radio.; Meyerhoff & Co., Chicago, is the 
newspapers and outdoor. Arthur] agency. 


Reflective Sheeting names 


COMPETITION WINNERS 


. DAIRY and BAKERY GROUP 


= j z 


Cal Riefer 

Midwest Outdoor 
Advertising Company 

Sioux Falls, South Dakota 


oe: yi an 2 canis lari Bee 
MENTION 


Art McFair 
Virgil Moss Signs 
Phoenix, Arizona 


Alexander J. Ott 
Better Signs Studios 
Allendale, New Jersey 


H. D. Parks (2 


Cal Riefer 


REG. U.S. PAT. OFF 


BRAND 


REFLECTIVE SHEETING 
1 


, St. Paul 6, Minnesota. 


FIRST PRIZE 


George E. Gilbertson 
Merlin Krupp & Associates 
Highway Display, Inc. 
Prior Lake, Minnesota 


THIRD PRIZE 
Dean V. White, White Advertising Company, Inc. Shelby, Indiana 


Midstate Advertising Company 
Montgomery, Alabama 


Midwest Outdoor 
Advertising Co. 
Sioux Falis, South Dakota 


LITE 


The term “Scotchlite” is o registered trodemark of Minne- 
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OPEN COMPETITION 


Papeete. | OI. OEE 
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ACE HARDWARE 


— 
. 


FIRST PRIZE 


George E. Gilbertson 
Merlin Krupp & Associates 
Highway Display, Inc. 
Prior Lake, Minnesota 


W. T. Peek 
Atlantic Sign Co., Inc. 
Brunswick, Georgia 


pe 
LS Frwemas MOTORS b+. —~- 


THIRD PRIZE 
Dick Epperson, United Advertising, Inc. Denver, Colorado 


Fee ees eee 
awards) Harry D. Riley Dan Stuart 
Western Outdoor Frank Stuart = —— 
Advertising Co. Oklahoma City, Oklahoma Advertising Co., Inc. 
Omaha, Nebraska Rochester, New York 
E. K. White , 
Howard Rose Everett K. White Outdoor 


United Advertising, Inc. 
Denver, Colorado 


Minnesota Mining - Manufacturing Company 
Hf Paul 6, Minnesota 


way D 
Box AA-111 


America's Best Highway 


NAME 


Please send my free copy of 


Advertising Company 
Bartlesville, Okiahoma 


ihinuiadisitiipained 


Displays. 


COMPANY 


ADDRESS 


General 
CITY. 
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UHF Station Exec 
Hits NARTB as 
‘Unrepresentative’ 
SPRINGFIELD, Mass., Nov. 7—A 


uhf operator here has resigned 
from the National Assn. of Radio 
& Television Broadcasters because 


he feels the uhf industry is not 
being properly represented by the 


group. 


William Putnam, general man- 


ager of WWLP, outlined his rea- 
sons for quitting the association in 
a letter to Harold E. Fellows, 


NARTB president. 

“It appears very clear that the 
NARTB represents only a small, 
but powerful, segment of the in- 
dustry and does not represent what 
we here regard as our best inter- 
ests nor those of a large portion of 
the industry, nor, for that matter, 
the good of the entire country,” 
he said. 

Mr. Putnam charged that the 
high ideals of the NARTB. “are 
being obscured in a rash of short- 
sighted and self-serving proced- 
ures by some of its more substan- 
tial members to the detriment of 


| the long range interest of the in- 


| dustry.” 


‘ 


USIA Hunts Employes 

The U.S. Information Agency is 
looking for qualified men for work 
abroad as information and cultural 


| officers. The agency is looking in 


particular for persons with out- 


| standing experience in journalism, 


advertising, radio, tv, motion pic- 
tures and in cultural fields. USIA 
maintains 200 information offices 
throughout the world. Applicants 
for these jobs, which pay base 
salaries of $5,715 to $8,270, should 
write Robert H. Melvin, USIA, 652 


' Walker-Johnson Bldg., Washing- 


| ment 


ton. 


Washington Directory Out 

A directory of manufacturers 
and brand names has been pub- 
lished for Washington state by the 
Washington State Industry Utiliza- 
tion Committee and the Employ- 
Security Department, of 
Olympia, Wash. The publication, 
“Washington State Manufacturers’ 
Directory,” lists names, addresses, 
products, officers and number of 
employes of 4,000 firms, a cross- 


_ index by commodity, and an index 
| of brand names used by these 
| manufacturers. 


leading manvfacivrers of SILK SCREEN 
and Lithegraph signs for regional and 
national advertisers. 
* Baked enamel! pr * 
* Steel or cluminum 

* Qventity producers for over 30 years 
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Nicosia Appoints Johnson 
William Nicosia Advertising, 
New York, has appointed Lee 


Johnson copy chief. Mr. Johnson | 
_KILT Joins ABC-TV 
hardt and Sullivan, Stauffer, Col- | 


formerly was with Kenyon & Eck- 


well & Bayles. Nicosia also has 
been named to handle advertising 


|for Cincinnati Pencil Co., Nitro, 


W. Va., maker of advertising spe- 
cialty pencils. 


KILT, El Paso, Tex., has affili- 
ated with the television network of 
American Broadcasting Co. 


Photo Record 
Quells Critics of 


Outdoor Location 


HERE'S YOUR CHANCE! to get an 
advertising display at a very small investment 
in NEW YORK’'S TIMES SQUARE 


ay 


© OVER 1200 SQ. FEET 
® BROADWAY & 48TH ST. 


@ FACES SOUTHWEST IN- 
TO CENTER OF THEAT- 
RICAL AREA 


@ ILLUMINATION DUSK 
TO 1:00 AM 
PER WEEK 


$450 ONE YEAR 
INCLUDES 2 PAINTS 


.DOUGLAS LEIGH INC. 


715 FIFTH AVE., NEW YORK TEL. PLAZA 3-9500 


New York, Nov. 7—How can 
you be sure about an outdoor loca- 
tion? 

How long an approach does it 
have? 

Do trees, telegraph poles, build- 
ings or other things obstruct the 
view? 


see it? 
| 
's “You can’t,” insists Marvin Cor- 
|win, vp of Doyle Dane Bernbach, 


| tising for Schenley Industries’ An- 

}cient Age and Old Stagg bourbon 
whiskies. 

| So Mr. Corwin has developed a 

‘novel but simple technique for 

| checking up on Schenley’s outdoor 

| displays. 

It all started about three months 
ago. Schenley was using a painted 
bulletin in Houston. There were 
two trees on either side of the dis- 
play. Schenley salesmen insisted 
that the trees obstructed the view 
of the ad. 


® The outdoor operator supplied 
photographs to disprove the criti- 


cism. But these, in turn, were 


Sawyer Biscuit Co. 


Town House Crackers 


WOOD LETTERS 
MAKE DYNAMIC BULLETINS 


SPANJER BROS. 


Chicago 10, Illinois ¢ Newark 4, New Jersey 


How can you be sure unless you 


who supervises the outdoor adver- | 


| 
j 
| 
| 
| 
| 
| 
| 


NEW! Pours out of a spout! 


ANOTHER FiRST—Baker’s Instant Chocolate, product of Baker-Gaines 
division of General Foods Corp., White Plains, N.Y., is being pro- 
moted on outdoor posters for the first time during November in 


major markets from coast to coast. The campaign features the new 


“easy-pour” carton and has the additional goal of pushing fresh 
milk consumption for local dairies, many of whom will tie in with 
the campaign. Young & Rubicam is the agency. 


| criticized as being staged shots and 
|not representative of the actual | 
| situation. 

To complicate the situation, one | 
of the trees was owned by the city | 
and the other by a private proper- | 
ty owner. Neither owner would al- 
low his tree to be cut or mutilated. | 

To settle the controversy, Mr. | 
Corwin flew to Houston. He and a! 
Schenley salesman approached the | 
display by car from every direc- 
tion. Mr. Corwin made a photo- 
‘graphic record of the various! 
views with his Minox camera. His | 
jpictures proved conclusively that 
the trees did not obstruct visibility 
‘of the display. 

This photographic evidence, sup- 
ported by a record of distances 
clocked on the car’s speedometer 
and the corroboration of accom- 
panying witnesses, settled the con- 
troversy about the trees once and 
for all. 


® Since then, Mr. Corwin has 
used the same technique when in- 
specting new locations to be pur- 
chased and to check on the suita- 
bility of existing locations. 

| “It’s something you have to do 
| periodically only,” he says. 

| For its Ancient Age and Old 
|Stagg brands, Schenley uses be- 
tween 50 and 100 painted bulletins 
in the South and Southwest. These 
locations are contracted for in 12 
}to 15 key urban areas on a three- 
‘year basis. In addition, the com- 
pany uses 24-sheet posters season- 
ally in about 50 markets. These are 
bought on a 90-day cancellation 
basis. 


GREETINGS wu BEST WISHES 
GUESTS aoa MEMBERS 


OUTDOOR ADVERTISING 
ASSOCIATION 
OF AMERICA 


At Their 59th 


NATIONAL CONVENTION 


THE AMBASSADOR HOTEL 
Los Angeles, Calif. 


November 12 Thru 16th 


MAXWELL 
SERVICE 
a fant of your 
DEPARTMENT 


SALES 


The R. CMax well Co. 


POSTER 


s 


ADVERTISING 


PAINTED DISPLAYS 


SPECTACULAR 
ELECTRICS 


| Preston, Chapin, 


Mr. Corwin believes it is only 
necessary to check these locations 
two or three times a year at most. 
As a matter of fact, he says, it 
would be a waste of time to go out 
of the way to check some locations 
with which he is familiar. 

The company’s salesmen watch 
the outdoor displays consistently, 
says Mr. Corwin, and of course, the 
Traffic Audit Bureau has a regular 
checking system. The need for a 
photographic record of a location 
only crops up when a location pre- 
sents some doubt or problem. Such 
occasions develop every so often, 
he says, and he has found the pho- 
tographic technique to be the only 
conclusive and fool-proof method 
for determining the facts. 

These are the criteria for an 
outdoor location, which Mr. Cor- 
win says are basic: 


e The display must have a long 
approach. This should not be less 
than 1,000 feet. 


e There should be no conflicting 
displays. 

e There should be no major ob- 
structions. 


e@ The location must be in a major 
traffic area. 


But you can’t be sure about an 
outdoor location unless you see it, 
Mr. Corwin says. So he makes it a 
practice to see all new locations as 
soon as possible. 


Edward Kellogg Adds Two 
Edward S. Kellogg Co., Los An- 
geles, has been appointed to han- 
dle advertising and sales promo- 
tion for Davis Products, Santa 
Monica, maker of Tuf-Flex air 
mattresses, wading pools and toys, 
Dapco inflatable boats and do-it- 
yourself swimming pools. Consum- 
er magazines and trade publica- 
tions will be used in the 1957 ad 
program. Kellogg also has been 
named to handle advertising for 
Bar-B-Kwik Co., Long Beach, 
maker of a disposable barbecue 
unit sold through food stores and 


other retail outlets. 


Elwin Names Straus; Adds One 
Elwin Advertising Agency, Chi- 
cago, has appointed Phillip B. 
Straus vp in charge of creative de- 
velopment and merchandising. He 
formerly was copy chief and ac- 
count executive of Grossfeld & 
Staff, Chicago. Elwin also has 
been appointed to handle adver- 
tising for Santay Corp., Chicago 
maker of automotive accessories. 
Rothbardt & Haas Advertising for- 
merly handled the account. 


Crocker Joins Arndt, Preston 

Louise Crocker has joined Arndt, 
Lamb & Keen, 
Philadelphia, as consumer space 
buyer. Miss Crocker formerly was 
head of the media department of 
W. B. Doner & Co., Baltimore. 


Dow Brewery Names Brown 

Norman C. Brown, formerly 
with Robin Hood Flour Mills, has 
been appointed to the new post of 
director of advertising of Dow 
Brewery, Montreal. 
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| Retailers Expect 
— ‘56Sales to Top 
Last Year's by 10% 


New York, Nov. 6—Santa Claus 
is going to be real good this year to 
retailers. 

That’s the word from the Bureau 
of Advertising, American Newspa- 
per Publishers Assn., which has 
surveyed 110 retailers in 55 key 


Packer Forms PR Counsel 
Herbert M. Packer Jr. has re- 
signed as a vp of John LaCerda 
Agency, Philadelphia, to form his 
own public relations counsel, Ac- 
tion Associates, with offices in the 


Widener Bldg., Philadelphia, and 


|in Glenside, Pa. 


Morrow to ‘Food Processing’ 
| Putman Publishing Co. has ap- 
pointed Raymond V. Morrow to the 


;Morrow, formerly with Atlantic; 
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'Refining Co. and J. T. Baker! 
Chemical Co., will headquarter in 
|New York and will represent the 
| publication in the East. 


Laurie Joins ‘ME’ 
William Laurie, a space repre- 
sentative for ADVERTISING Ace and 
| Industrial Marketing for the past. 
{four years, has joined Mechanical 
|Engineering and Mechanical Cata- 
log, New York, in the same capac- 


KNOXVILLE—is one of the TOP 10 MARKETS 


of the United States as Selectd by Rand-McNally 


Contact——-ED or GLENN HICKS 


“AST SIGN LL.” 


KNOXVILLE-NASHVILLE TENNESSEE 
OUTDOOR ADVERTISING 


markets in 24 states and two Ca- 


sales staff of Food Processing. Mr. | ity. 


nadian provinces. 

The poll indicates a resurgence | 
of downtown selling and a swing 
to soft goods, together with an 
over-all hike in retail sales. | 

Three-fourths of the retailers 
said downtown stores will gain 
ground against outside competi- | 
tion; 10% expect the stores to lose 
ground and 15% had no opinion. | 

Sales boosts ranging from 3% to} 
30% over 1955 are anticipated by | 
93% of the retailers. The average 
gain is expected to be 10%. Re-| 
tailers—74% of them—look for a 
bigger percentage gain in soft 
goods than in hard. 

While 57% of the department 
store executives interviewed ex- 
pect their ad budgets to stay about 
where they were last year, 42% 
look for more aggressive advertis- 
ing programs this year. 


ARF Publishes New Volume 
on Motivation Research 

The Advertising Research Foun- 
dation has published a new bib- 
liography of motivation research. 
Entitled, “A Bibliography of The- 
ory and Research Techniques in 
the Field of Human Motivation,” 
the book lists 518 titles, each anno- 
tated to provide a brief resume of 
its subject matter. 

The new bibliography is a great- 
ly expanded version of the one is- 
sued by ARF in 1953. Copies are 
being distributed to all ARF sub- 
scribers. Non-subscribers may ob- 
tain copies from the ARF, 3 E. 54th 
St., New York, at $5 apiece “so 
long as the limited supply lasts.” 


GOA Names Sebert, Sheehan 

General Outdoor Advertising Co. 
has promoted Robert E. Sebert 
from manager of its Utica, N.Y., 
branch to manager of the Detroit 
national sales office. Named to suc- 
ceed Mr. Sebert in Utica is Timothy 
Sheehan, formerly superintendent 
of the Washington branch. 


ONAL CRO 
LMT tie 


BY ROBERTSON 


leading manufacturers of SILK SCREEN 
and Lithograph signs for regional and 
national advertisers. 


© Baked ename! process—plain or reflectorized 
* Steel or aluminum 
* Quentity producers for over 30 years 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 


NOW?S...FOR THE FIRST TIME 
FLOURESCENT SCREEN COLORS 
THAT END THE FADING PROBLEM 


New Switzer Sunbonded DAY-GLO'screen 
colors stay brighter longer than any 
other screen colors —fluorescent or not 


A new Switzer Brothers’ development—NEw 
Sunbonded Day-GLo—now makes possible 
fluorescent screening jobs with no fading 
problem! New Sunbonded Day-G Lo Screen 
Colors stay brighter longer than other screen 
colors—fluorescent or non-fluorescent. Out- 
doors, they last as long as the presentable life 
of the stock on which they are screened! 
Indoors, of course, they last indefinitely. 
And now genuine Sunbonded Day-GLo 


costs little, if any more, than imitations! 


So give your message the unrivalled impact of 
Day-G.o with the complete assurance of 
quality performance! To make sure of the best 
results, insist upon genuine NEW Sunbonded 
Day-Guo* Screen Color. 
*“Sunbonded” and “DAY-GLO” are Regis- 
tered Trade-marks for daylight fluorescent 
color products manufactured by or under 
license from Switzer Bros., Inc. 


SWITZER BROTHERS, INC. 


4732 ST. CLAIR AVENUE 


* CLEVELAND 3, OHIO 
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=, PIONEERS 


=) A PROCESS POSTER DEVELOPMENT 


ee YEARS 


i OF out STANDING SERVICE To 
_ THE OUTDOOR ADVERTISING 
INDUSTRY © 


 - PLAYS. CAR one 4 OR POSTERETTES. 


TERRE HAUTE, InBianA 


TH 0 m 5 iy n SY m 0 n co. SALES OFFICES In PRINCIPAL ADUERTISING MARKETS 
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Ken Seitz Adds Three 

| Ken Seitz & Associates, Milwau- 
kee agency, has been appointed to | 
handle advertising for three new | 
‘accounts. They are Dutchland 
Dairy, Milwaukee, operator of six 
| dairy stores; the Wheeler division 
of Lundell Mfg. Co., Milwaukee, 


‘maker of industrial washing ma- | 


| chines, and Oil-Rite Corp., Mani-| 
|towoc, Wis., manufacturer of lu- 
brication equipment. Dutchland | 
Dairy will use newspapers and ra- 
dio; Wheeler will use direct mail 
and laundry and textile trade pub- 
lications, and Oil-Rite will use di- 
rect mail and trade publications. 


BBDO Taps Harrington 

Alfred L. Harrington, formerly 
sales supervisor for classified di- 
rectory advertising of Von Hoff- 
man Corp., has joined the media 
department of Batten, Barton, 
Durstine & Osborn, New York, to 
handle telephone directory adver- 
tising. 


Db hy, 
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TWICE AS MUCH! 
TWICE AS MUCH! 


Everything is done in a big way on the Pacific Coast ! 
Take outdoor advertising, for example — last year, 

top western advertisers spent proportionately 

twice as much for outdoor as the leading national 
advertisers. Western advertisers know this market on 
wheels . . . with more automobiles per family than 
anywhere else in the nation. They know Pacific Coast 
consumers are always on the go, enjoying year-round 
outdoor living. 


Put your sales message where these traveling 
consumers will see and remember it. Let Foster and 
Kleiser’s complete Pacific Coast coverage lead the way 
to greater advertising dominance for you ! 


FOSTER and KULBHISBR-— ourpoor apvvertisine 


SACRAMENTO * OAKLAND 
LOS ANGELES 
PHOENIX « 


SEATTLE * PORTLAND © 
SAN FRANCISCO + FRESNO « 


LONG BEACH «+ SAN DIEGO «+ NEW YORK + 


CHICAGO 


Pass-Along Readers 
Boost Ad Efficacy, 
‘Eastman Tells Admen 


New York, Nov. 6—The “non- 
| starter” and the “unfinished read- 
ler” are two blind spots in the 
| editorial evaluation of business pa- 
| pers, Roy Eastman of Eastman Re- 
|search Organization told the New 
| York chapter of National Industri- 
al Advertisers Assn. yesterday. 
“The non-starter is almost a to- 
ja loss to the advertiser,” he said. 

“Obviously, he’s not going to pay 
| any attention to an old issue if he 
‘has a new issue still to read. And 
|the unfinished reader, too, is lost 
to the advertiser. There is enough 
in the book to hold the attention 
of this reader, but he also is hang- 
ing onto his copy.” 

Inhibition and pass-along of a 
book don’t show up in audits, he 
explained, but in editorial evalua- 
tion studies. Making the book 
easier to read often results in in- 
creased effectiveness of circula- 
tion, he said, because it induces the 
reader to read the issue and pass 
jit on. 


le Another blind spot is the ad- 
| vertisers’ insistence on more and 
/more interspersion of advertising 
|in editorial matter, he said. “More 
| pages and more advertising make 
|it harder to read and pass along,” 
“he said. “It’s important for the 
editor to get the reader into the 
book, and out of it. The pass-along 
reader is the reader of tomorrow.” 
| Further blind spots come in cir- 
culation, he said, listing (1) ihe 
subscription renewal rate, which 
fails to indicate what is natural 
turnover and what is declining cir- 
culation, and (2) mailing list 
| sources, which range from perfect 
in medical publishing to almost 
impossible. 


| Two Join Gibney & Barreca 
Mrs. Marion E. Woods, formerly 

with the programming and traffic 
_department of WHYN-TV, has 
‘joined Gibney & Barreca, Spring- 
| field, Mass., as head of the media 
| department. At the same time, Mrs. 

Janet A. Coughlin, formerly with 

the art and rotogravure depart- 
| ments of the Springfield Union, 
|News and Republican, joined the 
|agency’s art and production de- 
| partment. 
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SIGINS 
BY ROBERTSON 
leading monvfacturers of SILK 
SCREEN and Lithograph signs for 
regional and national advertisers. 
* Boked enamel process — 
plain or reflectorized 
* Steel or aluminum 


* Quantity producers for 
over 30 years 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 
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Think BIG in outdoor and you think of 
General Outdoor Advertising cut-outs. Dra- 
matic, oversize, GOA cut-outs have enlarged 
the effectiveness of painted bulletins. 

And cut-outs are a GOA specialty. Our 
skilled craftsmen, working under carefully 
controlled studio conditions, bring true color, 
deep brilliance, amazing realism to outdoor 
painted bulletins! And your selling message 
is delivered with dynamic simplicity of de- 
sign, gigantic dominance of product. 

We know how to think BIG about cut-out 
use, too. GOA cut-outs can circulate in a 


General Outdoor Advertsing Co. 


We know how to think BIG 


whole series of markets! You can rotate one 
set of cut-outs—or several —as often as every 
thirty days on a series of choice locations 
within one city. Then you can rotate by 
shipping the same cut-outs—or others—to 
any of the other cities in the GOA network! 
Here’s ‘“‘mileage’”’ that means economy! As 
you increase your cut-out use, you decrease 
your cut-out cost per bulletin! 

This rotary network is typical of GOA’s 
outstanding service in more than 1300 mar- 
kets. Let us think big for you. Call your local 
GOA office, or write us in Chicago. 


S15 South Loomis Street, Chicago 7, Illinois 
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Outdoor Advertising 


acnniainiinesiiiitahiel _— Shits J ath 7 eae } ns % «ag 5 
Poster designed by Savignac for Young & Rubicam, Inc. 


| for more SALES POWER > 


i Procter & Gamble’s “Blue Cheer” is currently being featured on big Outdoor 
| posters in a selection of major markets. Intensity of coverage and length of 
i campaign vary in different markets. They include # 150, #100, #75, and #50 
showings and run from 5 to 9 months. 
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H These huge posters in full color attract wide attention, particularly among 
4) women who see them repeatedly when they go out daily to the many places 
that keep people on the go. Of utmost importance, people see these posters 
on the way to buy—when consumers’ visual advertising impressions are 
most likely to lead directly to their visual selection of products in super 

{ markets or self-service stores. 


‘i SALES POWER... WHERE AND WHEN YOU NEED IT! 
; The utmost in flexibility is offered by Outdoor Advertising. Saturation campaign? \ 
if OUTDOOR does it. Nation-wide or regional coverage? OUTDOOR does it. Yes, \ 


OUTDOOR does it at low cost... And T.A.B.* Studies show that 93% of people 
i SEE OUTDOOR. Average person sees it 22 times per month! Here is SALES POWER 


you can use! 


*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 
NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
. 60 EAST 42nd STREET, NEW YORK 17, N. Y. . 
ATLANTA © BOSTON © CHICAGO © DETROIT « HOUSTON © LOS ANGELES 
PHILADELPHIA © ST. LOUIS * SAN FRANCISCO * SEATTLE 


‘ 


Copyright 1956 Outdoor Advertising Inc. 
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Barber-McCann Adds Office; 
Appoints Williain Downie 


Barber-McCann Co., publishers’. 
‘and midwestern manager of the 


representative, has appointed Wil- 
liam G. Downie sales representa- 


tive in a new midwestern office | 


|non a sales representative in the 
. | Chicago territory. 


Fresno Bottler’s 
‘Sales Jump 25% in 
First Outdoor Effort 


Fresno, Nov. 7—In the course of 
the past summer, Fresno Beverage 
Co., a bottler of Bireley’s soft 
drinks, increased its sales 25%, 
using outdoor posters as its only 
advertising medium. 

Last June, W. G. Thornton, own- 
er and manager of the company, 
decided to give outdoor posters a 
first try. Under the cooperative 


located at 35 E. Wacker Dr., Chi- 
cago. Mr. Downie formerly was vp 


Weekly Underwriter. Barber-Mc- 
Cann also has named John A. Len- 


Pasco Agency Changes Name 
With the resignation of Merwin 
Nair, the agency of Pasco-Nair & 
Shepard Advertising Co., Windsor, 
Conn., has changed its name to 
Pasco & Shepard Advertising Co. 


advertising plan offered by Bire- 
ley’s division of General Foods 
Corp., which puts up approximate- 
ly 50% of the cost, the economy of 
a poster campaign appealed to 
Mr. Thornton. Moreover, he liked 
the idea of telling a thirst-quench- 
jing story in brilliant color to 
|Fresno’s big outdoor audience 
during the hot summer months. 
Getting store managers better ac- 
| quainted with Bireley’s was an- 
| other objective. 

From the start of the campaign, 


INCORPORATED 
ROX 2017 TULSA, OKLAHOMA 


< 


~~. 2-3 


POSTERS UP SALES 25%—Fresno Beverage Co., Fresno, Cal., reports it 

increased its sales 25% by using outdoor posters, for the first time, 

from last June through September. The outdoor effort was sup- 
ported by a strong merchandising follow-up. 


Mr. Thornton took advantage of! which Mr. Thornton attributes to 


|the merchandising potentials. He his poster advertising. Needless to 


brought his delivery men into the | say, he plans to continue it in 1957. 
act by having them distribute a! 

photograph and short descriptive Welch Sets Radio Drive , 
story of each month’s poster to| Welch Grape Juice Co., West-' 
local food distributors and grocery | field, N. Y., will launch a satura- 
outlets. He also supplied grocery tion spot radio drive for its re- 
managers with point of sale ma- | freshment wine this month. Fif- 
‘erial. teen to 20 spots weekly have beet 


COMBS HITS HIGH SEE IN OUTDOOR IOWA 


With Columbia Luminaire Fluorescent Lighting 


Combs Outdoor Advertising keeps its eye 
on the future by keeping the eyes of out- 
door lowa on Combs outdoor posters and 
bulletins. Now all Combs’ illuminated units 


= The poster advertising and mer- 
chandising follow-up were well 
received in the trade and were 
directly responsible for the com- 
pany getting display space in a 
number of grocery outlets where 
it had not been able to get a foot- 
hold before. 


No. 50 poster showings in June. 
The company tried to get a No. 100 
showing for July, but, unfortunat- 
ely, it was a little late and had to 
wait until August, when it got the 
100 showing both for that month 
and September. 

At the end of the four-month 
period, the company’s sales of 
Bireley’s soft drinks were up 25%, 


The campaign was started with | 


scheduled on more than 50 sta+ 
tions in New England and upper 
New York. Welch also is §tarting 
a 26-week radio schedule in New 
England for its tomato juice. Rich- 
ard K. Manoff Inc. services the 
account. 


GF Revamps Baker's Instant 
General Foods Corp. is using 
| coast-to-coast outdoor advertising’ 
|plus the “Roy Rogers Show” 
| (CBS-TV) to introduce its new 
aluminum foil-wrapped package 
| with metal spout for Baker’s In- 
|stant chocolate mix—the new 
| name for Baker's Instant. The new 
| package replaces the 150-year-old, 
_top-opening canister. Young & 
‘Rubicam, New York. is the agency; 
5 


SHLEPPEY 


of OKLAHOMA 


MARKETS 


Tith St. 


223 8. 


have hit a new high “see level” with bright, 


sharper lighting by Columbia’s new fluo- 


rescent Outdoor Luminaire. 


This is past the planning stage . . . the con- 


version is completed. 


COMBS OUTDOOR ADVERTISING 


Box 530 + Chariton, lowa 


A two-step eye-stopping is effected by com- 
bining this newest lighting technique with 
the latest unit designs by Raymond Loewy, 
executed in attractive Butler Fiberglas trim. 


Outdoor advertisers 
are sure of “high see” 
in lowa using Combs 
Outdoor Advertising. 


TULSA, OKLAHOMA 
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BROKEN ARROW 
¢ DAWSON 


+ 
CATOOSA 


CLAREMORE 
Announcing Cut-Out Rotary Painted Bullet 


Outdoor Posters 
Outdoor Painted Bulletins 


SAND SPRINGS 


TULSA 
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é ij Db NARTB Executive, | 
Is Dead at 65 
WN BAKERSFIELD, CAL., Nov. 6—C. E. 


C. E. Arney, Retired 


65, secretary-treasurer 


| Arney Jr., 
‘of the National Assn. of Radio & 
| Television Broadcasters for 13 
poe until his retirement July 1, 
| died here Nov. 2 after a long ill- 
eo 

Born in Idaho Falls, Mr. Arney’s 


A $408 MILLION MARKET 


For market information address 
516 Statler Office Building, Boston 16, Mass. 


Bisttleboro Reformer. lene Heraid © St. Johnsbury Colaeni Recon’ 


= moved to Washington, D.C., 
in “1902, and later to Washington 
State. He was graduated from 
the University of Washington in 
1915, receiving a law degree, and 
later served with the U.S. Ship- 
ping Board, as assistant manager, 
Seattle Chamber of Commerce, and 
as executive secretary of the 
Washington State Taxpayers Assn. 

His broadcasting career began in 
1927, when he became a sports 
commentator on KPQ, then in 
Seattle. In 1934 he became a news 
jcommentator over KFOA (now 
/KOL). Joining KOMO-KJR, Seat- 


Milton N. Peterson, Seattle branch 
LIBBY, McNEILL & LIBBY 


“Our company has recently en- 
larged its advertising schedules in 
the Tacoma News Tribune because 
of the growing importance of the 
Tacoma market. Tacoma retail 


“Our Company Realizes 


SEATTLE 

AND TACOMA 
| ARE SEPARATE, 
5 DISTINCT 


= MARKETS 

... and Must be 
Merchandised 
as Such” 


. says Mr. Peterson 


own ads, so we back up their efforts 
with newspaper schedules of our 
own. These same retailers tell us 
that advertising in Seattle news- 
papers does not influence buying in 
Tacoma, so to sell the entire Puget 
Sound area, we must advertise in 


HAPPY JUXTAPOSITION—A pleased agency noted that this imported 

scuffs premium ad for LaChoy Food Products wound up neatly 

alongside a feature piece on shoes in the Chicago Sun-Times’ Sun- 

day magazine, Midwest, Oct. 28. Foote, Cone & Belding, Chicago, is 
the agency. 


tle, in 1935, Mr. Arney organized 
the “Washington Radio Forum” 
and thereafter broadcast daily 
political news from the state cap- 
ital at Olympia for several years. 


urer of NARTB. 


He was a member of the Amer- | 


ican Society of Association Execu- 
tives, Radio Pioneers and Sigma 
Nu. 


LOUIS SHAPPE 
New York, Nov. 6—Louis 
Shappe, senior partner in Shappe- 


Wilkes, died Oct. 17 after an ill-| 
ness that had rendered him inac- 
tive for several years. Mr. Shappe | 
was a pioneer in the advertising of | 


electronic products, having formed 
his own agency, Shappe Advertis- 
ing Agency, specializing in elec- 
tronics, in 1934. 

Mr. Shappe and Jesse Wilkes 
formed the agency as it is now 
constituted in May, 1943. It is 
prominent in the electronic and 


photographic fields. Mr. Shappe 
was active in charitable and patri- 


| otic work, including activities on 


behalf of the Association for Men- 


| tally Retarded Children. 
In 1943 he became secretary-treas- | 


OSCAR J. COFFIN 
RALEIGH, N. C., Nov. 6—Oscar J. 


| Coffin, 69, for 30 years dean of the 


University of North Carolina 
School of Journalism and former 
editor of the Raleigh Times, died 


| here Oct. 29. 


He entered the newspaper busi- 
ness in 1910 when he became sports 
editor of the Winston-Salem Jour- 
nal. He later became state editor 
of the Charlotte, N. C., Observer. 
In 1916 he joined the Raleigh 
Times and became its editor in 
1918. Continuing in that post, he 
was in addition named dean of 
the journalism school of the Uni- 
versity of North Carolina in 1926. 
He had been retired from both 
jobs for several years at the time 
of his death. 


Make sure you sell them 
at the Point Of Sale! 
U 


grocers are very cooperative in 


featuring Libby products in their the Tacoma News Tribune.” 


The most crucial test of any national or regional advertising 
campaign is the Point of Sale. Make sure your brand is the one 
the customer reaches for when the moment of decision comes. 
In the final eleven sidewalk seconds, hard selling Meyercord 
Decal = signs help the customer recall all the pre-selling 
you've done in every other advertising medium. The Meyercord 
Co. has produced millions of effective decal spot signs for 
hundreds of national and regional advertisers. Our experience in 
design and quality manufacture can prove of great value in 
your Point of Sale campaign. These services are available to 
you for the asking, and you're invited to take full advantage 

of our experience. Drop us a line and tell us when our 

salesman may call . .. with no obligation to you. 


“ADvisor” Full Color Brochure 


Yours FREE—Write for it 


The “ADviser” broch d the most 
examples of effective Meyercord-preduced Point of Sele 
Decal Spot Signs —used by leading national and regional 
advertisers. Shows how to secure greatest advertising 
valve from your decal signs. Write on pany letterhead 


THE MEYERCORD co. 


63.5% 


of Washington State's 
GENERAL 
MERCHANDISE 
SALES 


in these two 
important markets 


Now... 


The circulation of the 
Tacomo News Tribune is 


MORE THAN 83,000 


City Zone Coverage .... 
Metropolitan Areca 


Represented nationally by 


SAWYER, FERGUSON, 
WALKER COMPANY 


DEPT. A-201 
5323 WEST LAKE STREET 
CHICAGO 44 ILLINOIS 
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DON’T LEAVE THE BRIDE AT THE ALTAR... 


reach the young “Family Formation” market in the new 


Guide for the Bride & Home launches in January an exciting new 
editorial format directed to helping the bride and groom before and 
after the marriage... from the engagement day through the family 
formation period. Bride & Home will not “leave the bridal couple at 
the altar.” 

Wedding etiquette, bridal fashions and travel will continue as an 
important part of the new format. Bride & Home will not stop there 
as problems in homemaking begin at the altar. Selection and purchase 
of homefurnishings continue for a period of years. Decorating 
problems multiply as the newlyweds move from place to place...a 
frequent occurrence during the family formation period. 


Today’s young couples seek new ideas for better living in homefur- 
nishings, decorating and entertaining ...new places for the honeymoon, 
vacation and weekend travel. Yes—they seek new horizons in living. 

Bride & Home’s new editor and vibrant young staff will direct all 
of their efforts to the problems facing increasing numbers of brides 
and newly marrieds searching for a better way of life. 

The family formation market commands your fullest consideration. 
Sell your brand to the active-buying market of young people who 
need everything. Direct your sales message to the young couple— 
from the engagement day—through the family formation period in 
Guide for the Bride & Home, 572 Madison Ave., New York 22, N. Y. 


os NEW YORK 17 CHICAGO 6 ATLANTA 9 MIAMI 32 
Advertising Offices: —_ 545 5th Avenue 400 West MadisonStreet 1447 Peachtree Street, N.E. 814 Chamber of Commerce Bldg. 
MUrray Hill 2-3345 CEntral 6-2757 TRinity 4-8694 FRanklin 9-1495 
MEMPHIS 17 TYLER, TEXAS LOS ANGELES 17 SEATTLE 1 BOSTON 16 
1604 Raymore P. O. Box 3142 1709 West 8th Street 531 Medical Arts Bldg. 462 Boylston Street 
MUtual 5-9643 TYler 3-3948 DUnkirk 8-5187 MAine 6827 COpley 7-8888 
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KOOK’S TOUR—Newton Kook (right), president of Dant Distillers Co., 
is shown slicing a bourbon-flavored birthday cake in New York re- 
cently at a luncheon commemorating the company’s 120th anniver- 
sary. With him is J. W. Dant, great-grandson and name-sake of the 
company’s founder. The cake was 40” high and 30” in diameter and 
was “moistened” with four bottles of J. W. Dant bonded bourbon. 


FCC Approves NBC 
AUTHENTIC NEWS Buy of Radio, TV 
Outlet in New Britain 


WasHINcToN, Nov. 6—Federal 
|Communications Commission 
| Hearing Examiners James D. Cun- 
ningham and Herbert Sharfman is- 
sued an initial decision last week 
proposing to approve NBC’s pur- 
|chase of WKNB and WKNB-TV, 
New Britain, Conn. 

The deal gives NBC its second 
uhf station, and its full allowable 
quota of seven owned-and-oper- 
ated tv outlets. It is also NBC's 
sixth owned-and-operated radio 


Here for the first time is concrete information that enables outlet. 


Advertisers to evaluate Facts Forum News reader audience. ® The problem was submitted to 
two senior FCC examiners after an 
issue was raised that NBC already 


Our first subscriber study has produced these startling has undue concentration of power 
fi that ill be of i -" in the Middle Atlantic states be- 
igures wi great interest a tremendous cause its stations in New York, 


value as an “advertiser's guide” to the Facts Forum News Philadelphia and Washington pro- 
vide Grade A signals to 29,254,422 
audience. persons and Grade B signals to 36,- 


PRODUCTIVITY 766,112. The examiners said the 


' addition of WKNB and WKNB-TV 
Ressia’s Unive would give Grade A coverage to a 
total of 30,614,309 and Grade B to 
39,030,990, and that the increase, 
relatively speaking, would not be 
READER CHARACTERISTICS significant from the standpoint of 
concentration of control. 
ABOVE AVERAGE IN INCOME BUYING INFLUENCE | The examiners considered the 
Ee aa" : : , | possible benefits to uhf as a result 
oa Over $40,000 per year 30% tive Capacity of whom . | of NBC ownership of the station. 
% -— Between $30,000 and $40,000 per year 65% — Owners, Partners, Presidents, Managers 
7% — Between $20,000 and $30,000 per year 35% — Department Heads and Supervisors Su 
ccessful Retirement’ Bows 
20% — Between $10,000 and $20,000 per year F&W Publishing Corp., Cincin- 
42% — Between $ 5,000 and $10,000 per year HOME OWNERSHIP nati, will bring out the first issue 
22% — Under $5,000 per year 70.09% — Own homes with of a new annual, Successful Re- 
15% — Valued over $30,000 tirement, Feb. 15, 1957. Directed 
VITAL AGE GROUPS 19% — Valued between $20,000 and $30,000 to men and women between 40 and 


die’. 60 earning from $90 a week to 
20.61% — 21 to 30 years of age 45% — Valued between $10,000 and $20,000 $30,000 a year who wish to plan 


19.91% — 31 to 40 years of age 21% — Valued under $10,000 for retirement, the publication will 

19.77% —41 to 50 years of age sell for $1 a copy. Guaranteed net 

19.63% — 51 to 60 years of age READER FAMILY paid circulation is 200,000, or pro 

20.08% — Over 60 years of age 54% — 3 to 5 adults in family rata refund. Advertising rate for a 
67.91% — With children between ages of 1 to 12 b&w page is $1,895. Aron Mathieu 

LEADERS IN COMMUNITY AFFAIRS 32.09% — With teen-agers between 13 and 20 is publisher. 

70% — Belong to Organizations . D-F-S Names Conrad 

19% — Hold Office TRAVEL Charles A. Conrad has been ap- 
Business — 41% travel 10,000 miles or over each year pointed an account executive of 

AVERAGE READING TIME OF EACH ISSUE Pleasure — 49% travel 2,000 to 5,000 miles each year Dancer-Fitzgerald-Sample, Chica- 

3 Hours and 45 minutes 26% travel 6,000 to 10,000 miles each year go. He formerly was an account 


24.43% — Read each issue cover to cover 8% travel over 11,000 miles each year. or ties oan: Ruthrauff & Ryan 


AUTHORITATIVE VIEWS 


FACTS FORUM NEWS enjoys excep- FACTS FORUM NEWS presents the facts needed in using your judgment to the best “You get better local or national 
tionally thorough readership and ever- advantage. Verified facts that help you make your own well-fortified decisions. Both press clipping service by using a 
increasing long life because of the use- sides are presented in full to help you better understand their meaning, view their bureau with just one hts ciation 
fulness and completeness of its articles. developments realistically and form your own conclusions. there is no delay instructing those 


who do the clipping.” 


ROT nS: ‘HEADQUARTERS: 1710 JACKSON STREET, DALLAS 1, TEXAS 


WRITE OR CALL COLLECT TODAY FOR COMPLETE INFORMATION ? 


_ East Coast Representatives: McClanahan & Co., 295 Madison Avenue, New York 17, New York PRESS CLIPPING 
Mid-West Representatives: John R. Rutherford & Associates, 230 East Ohio Street, Chicago 11, Illinois Tol hone BUREAU 

West Coast? Representatives: Duncan A. Scott and Co., Penthouse, Mills Building, San Francisco 4, California = 
Duncan A. Scott and Co., 2978 Wilshire Bivd., Los Angeles 5, California 165 Church Street, New York 7, N. Y. 
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In this remérkable Florida market, i 1 


a The St. Petersburg Times reaches: Cp % 
84% % of all buying families = PT | 
\.. win a ; 
yes , 
®@ More than 47% of all retail sales in Florida's ce | 
second largest market are made in Pinellad County — this will yi a 
grow to more than 50% by the end of 1957. eo 
\ @ Pinellas County is the Fastest Growing Major Market in Florida. WRITE, WIRE 
; @ Pinellas County leads the State of Florida in | 
RS industrial Growth. | OR PHONE 
2. ee P : ; 
oN ® Population increase is better than 70% since 1950. ; | 1: 
we Estimated population is now near 270,000. ¥ | FOR THE 
Y : ; @ Pinellas County is the ‘Go GO Area”’ of Florida. i | ST. PETERSBURG TIMES | 
ers | MARKET FOLDER 
The St. Petersburg Times is the ONLY Paper to ain 


Cover This Tremendous New Market for YOU! 


— FLORIDA’S © 
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in Madison 


That “‘quiet little college town” of Madison, Wis- 
consin isn’t so quiet or little any more. Better 
take another look—it might surprise you: 


Take population. Zoomed 36% since 1946 against 
the total U. S. rise of only 19%. Buying income— 
up 130% against a total for the U. S. of 88%. And 
retail sales—up a big 165% since World War II 
against the total U. S. rise of 92%. 


Madison’s booming economy can be attributed 
largely to the growth of the famed University of 
Wisconsin (an $8 million building program is 
under way, another $16 million is ready for draft- 
ing) and the expansion of its 155 industrial plants 
(a $1 million addition to the Oscar Mayer Meat 
Packing Company, for example). 


mu With more people to house and more money to 


spend, Madison has been moving ahead in other 
ways too . . . 11,000 new homes since 1945, six 
new churches in 1955 alone . . . new additions to 
the Madison General Hospital and the Airport 
Terminal Building. 

If you want your share of the big boom in the 
Madison metropolitan area, PARADE and the Wis- 
consin State Journal will give it to you. Each 
Sunday they call on 91 out of every 100 homes. 
Each Monday they begin to move goods off deal- 
ers’ shelves all across town. 

PARADE ... The Sunday Magazine section of 55 
fine newspapers covering some 2600 markets . . . 
with more than 15 million readers every week. 


» 


How big is [TET 
in Madison? 


(Pet cont of families reached:) 
LOOK......... ..11.0% 
COLLIER’S.. . . .13.2% 
POST...........15.7% 
LIFE... 

PARADE 


Metropolitan County Area 


Advertising Age, November 12, 1956 


On the International Scene... 


Vick Sets New Overseas Drug Unit 


| By Milton Moskowitz 
| International Editor 


New York, Nov. 6—Vick Chem-_ 


ical Co., one of the giants of inter- 
|national business, has established a 
inew division to handle overseas 
| Sales of its ethical pharmaceuticals. 

Vick reports that its foreign 
isales of ethical drugs have in- 


'}creased recently, and _ further) 


| growth is expected. 
| The new division, Merrell-Na- 
jtional (Overseas) Laboratories, 


Vick subsidiaries, Wm. S. Merrell 
Co., Cincinnati, and the recently- 
acquired National Drug Co., Phila- 
delphia. 

Merrell-National will supple- 
|}ment the existing Vick interna- 
‘ional division, which distributes 
advertised home remedies and cos- 
netics in 118 countries. Vick man- 
ifactures locally in 26 countries. 
©. P. Anderson, Vick vp for over- 
seas operations, will be president 
of Merrell-National. Other officers 
will be R. M. Dunning, senior vp, 
who formerly headed Merrell’s 
foreign operations, and J. K. Lind- 
“ay, vp, who developed Merrell’s 
operations in the Far East and 
Vatin America. 

Morse International, Vick’s house 
agency, will prepare and coordi- 
nate the overseas advertising for 
‘he new division. 


. - * 

Publicidad Badillo, San Juan, 
‘he largest agency in Puerto Rico, 
Yas added two accounts formerly 
‘with American agencies. Badillo 
has been appointed to handle ad- 
vertising for Caribe Motors Corp., 
General Motors distributor in 
|Puerto Rico, and Philip Morris 
| (Marlboro and Philip Morris). 
| Previous agency on Caribe is 
|McCann-Erickson, which has just 
|been appointed to handle interna- 
|tional advertising for Chrysler 
| Corp. (AA, Oct. 29). Zerbe-Penn, a 
|San Juan agency recently bought 
| by Young & Rubicam, formerly 
|handled Philip Morris in Puerto 
| Rico. P. Lorillard Co. (Old Gold) 
is a Y&R international account. 

* * * 

A survey conducted by the Ex- 
port Managers Club of New York 
and Export Trade & Shipper shows 


will handle the products of two) 


| that the median income of export 
| managers is $12,500. 
The survey also points up the 
|strong control export managers 
have over advertising. More than 
|75% of respondents claimed they 
|had responsibility for advertising 
—an important difference between 
| domestic and export operations. 

It appears that salaries of export 
managers bear a close relationship 
|to the amount of overseas sales 
| they handle. For example, 19% of 
respondents earn $20,000 or more, 
and more than half of this group 
handle export sales of plus-$5,000,- 
000; almost 20% earn between 
$15,000 and $20,000, and the busi- 
ness they handle ranges from $1,- 
000,000 to $5,000,000. 

Questionnaires were mailed to 
some 700 members of the club. 
There was a 40% response. 

a + 

Eastman Kodak Co. will build a 
new plant in France—at Chalon- 
sur-Saone, 200 miles southeast of 
Paris. Kodak already has two 
plants in Paris suburbs, where it 
employs some 5,000 workers. The 
French company reports that pro- 
duction is now seven times prewar 
levels, with 1956 expected to be a 
record year. 

In Brazil, Willys Motors Inc., 
subsidiary of Kaiser Industries, is 
investing $3,400,000 in a plant at 
Sao Paulo, which will make gaso- 
line internal combustion engines. 
Willys now has only a jeep assem- 
bly plant in Brazil. 

* 4 * 

Life International is having a 
good year. Advertising through 
November puts the magazine 27% 
ahead of last year. The Nov. 12 is- 
sue of the bi-weekly carries 71 ad- 
vertisers—the greatest number 
ever in a single issue. 

An interesting trend is evident 
in the Nov. 12 issue, which carries 
as its lead story an article from 
Fortune. John E. Wooley, ad direc- 
tor of Life International, points 
out, “More and more, Life In- 
ternational will draw on editorial 
material from other Time Inc. 
magazines, especially Fortune. This 
reflects the acceleration of a move 


to give Life International a special 


| editorial character of its own.” 


feet above the rolling Kansas 


MAXIMUM 


MAXIMUM POWER 


WIBW-TV is now operc ting on the top limits of power allowed 
by the FCC—a smashing 316,000 watts. 


MAXIMUM HEIGHT 


Already WIBW-TV's antenna is at its limit of height—1010 


prairie. 


COVERAGE 


WIBW-TV absolutely dominates 20 Kansas Counties. We lay 
down a clear picture far beyond Kansas City and St. Joseph, 
Mo., into a total of 567,032 TV homes. Check the new A.R.B. 
for the TopekAREA. See the across-the-board preference for 


WIBW-TV. 
TOPEKA, KANSAS 
Ben ludy, General Manager 
WIBW & WIBW-TV in Topeka 
KCKN in Kansas City 


Rep: CASPER PUBLICATIONS, INC. 
cBS ABC 


ii 


Mat Raine lf ee 


berth tn ete to Se ee eS es ak ae 2 gee fees lO a a —_— 
eee ee ; + ON Pes eae > a ee <— <a 
ne ane Be é 

ws tS rad : ° - P 

bo eae 

var Rae 

porn 

a ee 

et ls: 

aN! “1 

2 ae ; or . 

Reet ‘ ree Bass * | ge a ‘te ae ee Ma 6 MF ad baal © ea Sr" ae aT Te 

St aregt #0 * > bel eutituc. dat Ae wy _» €J = Tick sf ee : : 

gg ae ~ 4 ne tare: oo” oe pe ee Wah, © ; 

Peta ee P ‘ f s 7 a ay _ hc a 8 ae eae: 

So ee Ee a 

eet © he ie ee ts Se ; r ‘ae on 

: ee i Ata! Po a Shae gl as Sg Se : 4S. » ta — . oe i 
a : Pg ts aon pn ee De 
ae Eg S, Fs St , ,. — 

Ce oh é a = aca Gan Bh in Na ee “fe 5 ‘i é 

a St does: i . bes 

ak ia) ot. Be a 3 “ape 4 Dae me ky é aa * oe ag ‘s* ¢ “ . 

FP aes *S - ~ ‘. One 4 ‘ ’ m4 Se aa 4 
ee ee mae ae 
th ——- * 3 4 G : oy . << : 
aie S PR Maye gee : al y, og hea a 
. at 4 ; hae ; J By o% ae - < % oe ‘ 

‘ ; nat . e 4 peter SE Bote oy f ry > i a . 4 * 4 fe a ae 7 ; + a ae 

eae eo ROR. Om MIND Re a ‘ 4 ao ig Soe ” aie i 

—— ae i So gs “Ser A 

ee - a re " be *  « -_" 

3": Biel Ces ey Baas Q Z , a * ula t | ’ 

cay pea ¥ et he . Dy, te ‘ bd ‘ 

Pa we <a » 4 - Se 2 ¢ i : ‘ ia 

a # 7 an pew . a “yaa man _ - t . 

ety 4 P aa ¢ 

emit ¥: ; : — 

= a ; aa . - 3 . 

Hg At ee r i Pty r Sore | ™ ra Ave , =~ 54 

ay 4) ut re ay a " * > “ e. 

. ii rae ; \ , 

Bihcce (55 Pea Pai Aanageees: ce ng A . » A : ; 

evan are See Gita ay oF acy Se on ea ley pO aS Te ) a . 

ay i) a te ; at 3 

> ! 4 *:, , rz 

ot ae ay , 1 

ee bs y 7 (ee * 

a ee ay 2 / 

woe aes ‘ a ' 

ere eck ~e , "? ; ; “ =. a ah 

ae i ; TO ak blair a a os 

as | ta . he , : x - i i“ 

lees ~ 3 nee : oe ae :. 

a) Fae Alb +5 tae ; , eo -. : 

ehh, ac fie : : : 

= ‘ | - * _ 

ees. ) ee : i= Sey oe ? : | 

myn A . "eaere } U 3 j 

Fe oaelg b : : ~ ~~ > : E 

foe al. +2 @ *, , — he e3* | 

2) Pate es “4 i « . : ‘ - : oe 

(OSA ane ; , ll : thoes ie 4 

S eens . 2 . he 3 ere 4 : > ie ; = : 1 es f : 

ae ys a yl é 7 — - a. : — 4 y ; - s, 

fi es. 5 — an bs 4 Fo ii an ss ’ a a 

pos A ; eee ' coe ote eo s 

Pc Magen of a r 4 oe ; xe = a \  * F- 

a ne uty. - ie i 34 ae. shee 

he! hy, ces owe i os oat - $ - . 3 “ull } A  % ae Oe t- 
Hus tp : ae ‘ E ei - j _ 

i ho. ae > if wt sai : tes . : , 
: umes 5 eat “ah Tr ; > [a oan id ¥ ay se . : y i % ‘ 
: eye ch, : ee ar P . ' : on 
i en? ra —— 7 S a - i ty : =~ 4. men ‘ we 5° @. , 

: ae i ; : , Se “ a a 41 * y ». ?, 3 a" . ee a | 
ee aa” by ‘ : (3g Caen lela 
3 ls. ae P as Sane : bd a ‘ : > 4% , ae ae 
me . <a ee ‘ ‘ ; ‘ eas ; \ 
ao ; i Ses oe — - ‘ at : : f 
an se a : i tee fe heen” 63 * aye a eg oe: > ~: —_ - F ‘ 
pe) et tae 2 le) Be ee . ices ae ies 
; ace te er, a yp ve Po ie 4 Ss ce ic, a ee 5 ak al a = d : me. 4 
Skt See ii se At Sate. Fm Fe ae ae : es x inci el ee iat a , 
: oe i! l~ ie eee at 7 %' “29 ae. + oe a Pes om ere EY nite ee a s { 
"a cs + = i PAS iat pte ¥ oat % oli ie estan = : : = ieee © od 5. Ee, 
peat ai oe: Pit “a Ce we : 
ie | ; 
ae, — HENS 
a es 5 
aoe YS 4 
41> ¢ 
et 
eee 
ea 
: * ‘ Pe 
Pa en 
+a 
aa ' 
‘ ae i 
Oe an ee 
Brie 
a a oe 
one 
hae” 
oe 
Bie Po 
oh a 
} a ps Pe 
Late osiatetn 
2 ee - b 
+e ii ae Me 
a ae “y | . ar = r. 
BS | oe a5 A 
ia m= ae: 
el eV eee . cots 4 
aa - { ite fT) 
S —* -_* 
~ ee 7 | * = ho ‘ 

j ‘ <3 Ped i , babe 
9 ? Lee ae ao 

ec ear-t we | = S ae 

ee i | ‘ Tin s all ae Se | 
ae —— - say” ai “% . 2 
ee a ——<$———_> par ter PO TELS 

ae : 
z P : = de a | 
ae re 

erie - ‘a ee | 

eno: £5 | 
j Le. aos ” | | 
a <é Eeeres | } 
a tate JON ss 
ea ———) Wisconsin R= — | | 
ea ser and | | 
eee 2S = en Pranic’ ° | 
Bas a pil Questions | 
meee 
a aM 5 we cJ 19 | een ne ei — 
ase 
ae Represented nationally by Jann & Kelley, Inc. 
oe. 
es rien 

age ; ; 

Ce ieee ow . fe = a . ae ageeee j aera 
a ae ; ee . * - : 
"gota , peeceemwee sc maa. Si 
aie eam mee - +. 4 so d - 


“You never know who will make 
the decision to use Knoll — 
it can involve so many different people.” 


“In many instances our first contact 
will be made with the architect or designer. 
But in other cases our approach must be 
through a design-conscious executive in management.” 


“ee Se 


“Because we have to influence every member of the building team, 
we put most of our professional advertising in Forum. 
We know that Forum gives us full coverage 
of the varied interests that are important to us.” 


*SOURCE: HOW BUILDING PRODUCTS ARE SOLD. Dun and 
Bradstreet’s report on a personal interview study made 
among leading building product sales directors and distribu- 
tors. Write for your copy: Market Research Manager, 

Architectural Forum, 9 Rockefeller Plaza, New York 20. 


“We have to influence every 
member of the building team.” 


says 
James Millar 
Sales Manager 


ASSOCIATES 


Jim Millar of Knoll Associates—like every other 
successful sales executive in the building field— 
knows that a contract is the result of a team de- 
cision.* By and large it doesn’t matter on which 
member of the buiiding team the first sales call 
is made. The important fact is that every mem- 
ber of the building team who has a role in the 
final decision must be continuously influenced. 
That is why Knoll sales are given the constant 
support of a major advertising campaign in 
Architectural ForuM. More than any other 
magazine FoRUM delivers the highest concen- 
tration of building team members. In addition 
—of course—to the country’s most important and 
busiest architects, engineers and contractors, 
Forum is read by the decision-making clients 
who are actively building new buildings, mod- 
ernizing old buildings. 


archtecua FORUM 


the magazine of building 
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OUR COMMUTERS FACING NEW WOES 


There will be many delightfully surprised wives (and 
small children, too) in Norwalk when the 5:30 train from 
Grand Central pulls in here Monday night. 


The New Haven on that fateful day will remove from 
the train its popular bar car. The railroad made it clear 
that lack of patronage was not the reason for the cancela- 
tion. There haé never been any complaint on that score. 
The car is being dropped, the New Haven says, because the 
train will continue to Dan beginning Monday. In that 
city there is no way of servicing the bar. 


The delight that is expected to overcome so many wives 
Monday is not expected to show any reflection in the mental 


where your dollars 
buy the most 


The San Francisco Call-Bulletin concentrates its circulation (and your state of the husbands. 
advertising dollars) in the prosperous, productive Target Market— 
the 3 rich West Bay counties (San Francisco, San Mateo and Marin). 


The most for your money where it counts the most... 


ENFORCED SOBRIETY—This Page 1 box appeared in the Hour, Norwalk, 
Conn., daily, announcing evil news to many an adman commuter. 


Mohrman Moves Office New ‘Standard’ Card 


William T. Mohrman, eastern 


5 err maseeiinene » i re : 3 : ee ad manager of Drilling and Ameri- Showing May Come 


can Ceramic Bulletin, New York, 


|has moved to 437 Fifth Ave. with Bigger Buses { 


Cuicaco, Nov. 6—Leading trans- j 
portation advertisers are discuss- 
ing the possible need for a revision 
of rate structures in this medium, 
in view of the changed conditions 
brought about by the use of larger 


A new symbol— was one large advertiser sai 
e impact of a card in a bus 
a new sales force seating 25 passengers may be 


greatly reduced when the bus is 
carrying 55. His opinion is that 
ALL SET TO SPUR perhaps the standard showing in 
the larger cars should be two in- 

1 stead of one card. 
WESTERN SALES Many of the transportation com- 
S panies feel that if this is done it 


may be necessary to adjust rates to 
perhaps 150% of the present rate 
for a single card. 

Two cards have for some 
years been standard for a full run 
in New York subway cars and 
Chicago elevated cars. Last year, 
West Coast operators revised their 
rates to include multiple display 
in the same vehicles, the addition- 
al cards at 50% of the published 
rate for one card. 

It is reported that some trans- 
portation advertising companies 
are willing to make concessions 
in certain instances for double 
representation, but the advertiser 
most interested in this subject 
believes the only fair way to 
handle the problem is to establish 
rates as a matter of policy and 
then publish them in the rate- 
cards. 


Pack River Products Names 


| 0 W ! T k E M 0 ST Boer sg ng 


Spokane, sales organization for a 


group of independent lumber man- 
EFF E CTIVE S$ ALES ufacturers in northern Idaho, west- 
ern Montana and Canada, has ap- 
pointed Dawson & Turner, Port- 
FORCE IN TH FE land, to handle its advertising. 
Promotion will cover not only 
lumber but also specialty products, 
the first of which is Tenex Wafer 
ELEVEN WE T ew Wood, a new Pack River textured 
wood panel for interior walls and 
cabinets. 
STATES Mills represented in the promo- 
tion are Northwest Timber Prod- 
ucts Co., Coeur d'Alene, Ida.; 


ABC California Radio Network Thompson Falls Lumber Co., 


Thompson Falls, Mont.; Pack River 

ABC Pacific Radio Network Casemanils Sinaber Lad, im Euan 
° Columbia. 

ABC Western Radio Network — 


Vernor Co. Changes Name 
REPRESENTED BY The 90-year-old James Vernor 


Co., Detroit, maker of Vernor’s 
ginger ale, has changed its name 


to Vernors Ginger Ale Inc. The 
change of name is to identify the 


company with its product. 


ABC RADIO NETWORK SALES 


NEW YORK CHICAGO HOLLYWOOD 

Clint Nangle Ernest Walker Harry Woodworth, Director 
ABC Radio ABC Radio ABC Western Radio Network 
SU 7-6000 AN 3-0800 NO 83-3311 
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Advertising Age, November 12, 1956 


Fair Maid’s a Maid 
No More: Now She’s 
Called Mrs. Rainbo 


Houston, Nov. 6—When a com- 
pany changes its name and the 
brand on its product, a major 
problem is the likelihood that the 
change will lose sales. : 

The Fehr Baking Co. met that 
problem head on with a promo- 
tional campaign recently that re- 
sulted in a reported net gain in 
sales. The promotional campaign 


encompassed newspaper, outdoor, | 


radio and tv advertising, plus a) 
number of point of purchase pro- | 


motions. 
Ritchie Advertising Agency han- 
dled the program connected with 


‘TODAYS THE DAY! 
air-Maid has changed her name... 
from now on it's Sa 


the change of name to Rainbo 


Baking Co. The company’s line of Rainbo pencils for clerks and 


bakery products changed its name 
from Fair Maid to Rainbo. 

The name change came to pub- 
lic attention only in the weekend 
before the actual shift, a move de- 


| 
' 
} 


j 
| 


BIG SwitcH—Dave Ritchie (left), president of the Ritchie Advertis- 


ing Agency, Houston, checks over 


the outdoor poster for the name- 


change campaign with Bob Hogan, president of Fair Maid Baking 


Co. (which became Rainbo 


signed to avoid competitive pro- 
motions that might have offset the 
changeover push. 


|@ Teaser ads in the newspapers 


| Friday were the first public notice. 


On Sunday, page ads in four colors 
in the local newspapers announced 


| the beginning on the following day 


of deliveries under the new name. 

Of particular interest to the 
shoppers was a make-believe wed- 
ding ceremony—held before 250 
employes of the bakery—in which 
“Miss Fair Maid” changed her 
name to “Mrs. Rainbo.” 

The backdrop for the wedding 


‘was a full-size copy of the outdoor 


poster which went on display that 
day. The company also used paint- 
ed bulletins and extensive radio 
and tv spot coverage. 

Point of sale aids included 
screen door signs for small gro- 
ceries, signs for bread racks and 
delivery baskets, baker’s caps, 


Rainbo badges bearing the first 
name of every waitress and clerk | 
who served or sold Rainbo bread. | 


s Stores distributed emery boards 


|population from many other parts 


| 
Baking Co. the next day). | 


to housewives, bailoons to chil- | 
dren and samples of the bread to} 
homes in outlying suburban areas, | 
in the wake of sound trucks. The | 
campaign lasted two weeks. 

The company reported that in- | 
stead of a drop in sales as shop- 
pers missed the familiar Fair 
Maid brand on the display racks, | 
there was an actual sales increase. 

One step which made _ the 
changeover easier was a wrapper 
change, several months earlier, to 
the same colors as the familiar 


'Rainbo wrapper. 


Fehr Baking Co. made the’ 
name change, John Koetting, board | 
chairman, explained, to join the 
majority of its associates in the) 
Campbell Taggart Associated Bak- 
eries. It was pointed out that use 


|of the common name enabies the | 


Houston-Galveston baker to take 
advantage of nationwide prestige, | 
good will and other benefits. The | 
Houston area is rapidly gaining 


of the country. 
s Three other bakeries in earn 
had the Fair Maid name. The Cor- | 


pus Christi company changed over, | 


| by a similar promotional process, | operation, no official would pre- 
'a month earlier. Since each of the dict whether the others will do 
/four companies is an independent | likewise. 


AFTER PAYING FOR THINGS MY ‘ies 
ENGAGED DAUGHTER SAW IN BRIDE'S . 
MAGAZINE, | KNOW WHAT SHAKESPEARE 
MEANT WHEN HE WROTE. “I AM 


AMAN WHOM FORTUNE 


HATH CRUELLY SCRATCHED.” 


magazile 


FIRST IN THIS MARKET 
OF HEAVY SPENDERS 
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TO SELL DOCTORS 
take a tip 
from 
Medical Advertising Agencies 


About 75% of the advertising in medical journals is 
pharmaceutical advertising. Most of this advertising is 
prepared and placed by medical advertising agencies. 
Among these specialists in the field are men who have 
devoted years to studying medical journals and their 
comparative advertising effectiveness. These specialists 
have the responsibility of spending millions of dollars for 
their clients. To these men who know most about journal 
advertising, MODERN MEDICINE is the NUMBER ONE medi- 
cal journal in the field. 


This is how Medical Advertising 
Agencies placed space in 1955: 


Pages of 
Advertising 
MODERN MEDICINE 2,349 
J.A.M.A. 1,988 
Medical Economics 1,294 


If you want an answer to the question “Which medical 
journal reaches and influences more doctors,” take a leaf 
out of the experience of medical advertising agencies— 
specialists in the field. By their choice over the years it is 
evident that this group has found MODERN MEDICINE to be 
the most powerful advertising medium in the medical field. 


To Sell More Doctors... 4° 
Concentrate in the Doctors’ Market Place 


MODERN MEDICINE 


The Journal of Diagnosis and Treatment 
Minneapolis * New York + Chicago + San Francisco + Los Angeles 
In Canada: Modern Medicine of Canada 
In Great Britain: Modern Medicine of Great Britain 


PLANNING FOR A’ 
LY 2QHHC. 


Future 


Rodenkirch Schulz Kachigan Steckling 
AIMING—Pictured with a couple of two-gun lassies at the October 
meeting of the Milwaukee chapter of the National Industrial Ad- 
vertisers Assn. are Martin Kachigan, advertising manager of Ladish 
Co. and chapter president, and R. E. Schulz, advertising manager 
of Nordberg Mfg. Co., secretary. The models are Ardeth Roden- 

kirch and Jane Steckling. 


Loew's Acquires TV Stock 


Loew’s Inc., New York, has used | 
its motion picture backlog to obtain | 
a stock interest in a third tv) 
station—KMGM-TV, Minneapolis. | 
One agreement covered the lease 
of 700 pre-1949 M-G-M movies to) 
KMGM.-TV; the other involved the 
acquisition of 25% of the stock of | 
KMGM-TV by Loew’s. The tv di-| 
vision of Loew’s already had ob- 
tained 25% stock interest in KTTV, 
Los Angeles, and KTVR, Denver, 
through similar transactions. 


Bickmore Joins Y&R 

Jesse O. Bickmore, formerly vp 
‘and merchandising director of 
|Bryan Houston Inc., has joined 
Young & Rubicam, New York, as 
an account executive. 


‘SI’ Names Dougherty 

Sports Illustrated has appointed 
Noble (Red) Dougherty, formerly 
with Fortune, regional advertising 
manager for the East Coast, Chi- 
cago and West Coast areas, a new 
post. 


and that’s how we do your job! 


TINKER-TO-EVERS-TO-CHANCE . . . 

this unequalled Baseball Hall of Fame trio 

was a once-in-a-lifetime combination. 

But, in advertising production, a 1-2-3 service 
AD-SETTING, ENGRAVING and PRINTING 

is provided by Faithorn every day of the week, 
all under one roof. Your printing job will 

be handled efficiently . . . speedily. One contact, 
one responsibility, one location, one price. 
Faithorn, serving the entire Midwest, 
specializes in color work and process color 
plates. Write or call us on your next 


graphic arts job - - WHlitehall 4-2300 


a t h 0 rn CORPORATION 


Dearborn St., Chicago 10, IMinois | cnaeavne 


PRINTING 
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re ame 


hes the man who 


leads a double Life 


Five days a week, “Bax” Gardner powers the advertising and promotional programs of 
famed Arrow Shirts. 


But during his leisure hours he’s one of 33,000,000 American men who love hunting, fish- 
ing, and outdoor sports. 


Here is a special breed of man, one who buys every kind of product that goes with enjoying 
his hobby — but one who indulges this “urge to splurge” in just plain everyday living, as well. 


How well — and how often — the typical “double-life” man buys can be seen in the out- 
standing success stories in the files of Sports Afield. For here is where his “urge to splurge” 
begins. 


Selling apparel? Tobacco? Toiletries? Liquor? Ask your Sports Afield representative to intro- 
duce you to “The Men With The Urge To Splurge” — the more than 900,000 readers of 
Sports Afield. 


SPORTS AFIELD} 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N.Y. 


where sportsmen, get the urge to splurge § 
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Erwin, Wasey Boosts White 
William G. White has been 
named president of Erwin, Wasey 
& Co. of Minnesota, Minneapolis. 
He succeeds Mac Martin, who will 


continue his association with the 
agency as a consultant. Mr. White 
joined the agency in 1935, was ad- 
vanced to account executive in 
1938 and to exec vp in 1951. 


“Mr. Promotion Manager---”’ 


you a 


Lr 


oF 


at your door — asking to show 
that’s helping others in your 


shoes — men connected with firms whose names 


MULTI-AD SERVICES INC. BOX F806, PEORIA, ILL. 


Gimbel Store Marks 
114th Anniversary 
by Recalling Ist Ad 


PHILADELPHIA, Nov. 6—Parch- 
| ment replicas of the first ad (dated 
|April 18, 1850) for the original 
|Gimbel store, in Vincennes, Ind., 
| were presented to members of the 
| Poor Richard Club and the Phil- 
jadelphia Chamber of Commerce 
| when the store celebrated its 
| Founder’s Day last week. 

| Arthur C. Kaufmann, executive 
| head of the store, presented the ad 
|to Alfred P. Rexford, Poor Rich- 
|ard president, and Robert E. Ses- 
sions, Chamber of Commerce pres- 
| ident. 

| The occasion, marking Gimbel’s 
114th anniversary, symbolized the 
traditionally progressive advertis- 
| ing policy of the store instituted in 
1850 by Adam Gimbel. 

“This is the first advertisement 
published by the founders of the 
Gimbel business,” said Mr. Kauf- 
mann, “one of the few great cor- 


Executive Gift Plan 


TASTEFUL 


EASY & FAST. Just call the florist 
who displays the MERCURY 


He totes core 


EMBLEM 
everything in minutes 


* DISTINCTIVE 


GRACIOUS 


Plants and flowers leave a lasting impression 
...@ constant reminder of your thoughtfulness 
and good taste. Think of flowers first this Christmas 


and every time a business gift 


is in order. Distance 


is no barrier — F. T.D. service is world-wide. 


Its so easy to Wire Flowers 


WORLD-WIDE SERVICE. 20,000 
FT.D. and INTERFLORA mem- 
bers serve you cround the 
globe 


ery 


of 


| Jeon Tt. egroph Bovey Association, Headquarters. Detroit, Michigan 


GUARANTEED DELIVERY. Deliv- 


is fully assured. No worries 


about it “getting there.*’ 


Sessions 


Kaufmann 


Rexford 


LOOKING BACK—Gimbel Bros. celebrates its 114th anniversary and 
Founder’s Day in Philadelphia with the presentation of parchment 
replicas of an ad for the first store in Vincennes, Ind., April 18, 
1850, to Robert F. Sessions, Alderson & Sessions and president of 
the Chamber of Commerce of Greater Philadelphia, and Alfred 


P. Rexford, head of a printing 
president of the Poor Richard 


company bearing his name and 
Club. Holding the ad replica is 


Arthur C. Kaufmann, head of the Philadelphia store. 


porations still directly managed 
by the founding family. 

“The same spirit of integrity 
which won Adam Gimbel the con- 
fidence of the frontiersman still is 
the guiding principle of the Gimbel 
business today.” 


s The first ad, which ran in the 
Vincennes Sun-Commercial, invit- 
ed “competition with stores in 
Louisville and Cincinnati” and ap- 
pealed to “country merchants and 
peddlers” with its lines of ladies’ 
dress goods, boots, shoes and hats, 
for “cash only.” 


Buchanan Appoints McNeely 
Buchanan & Co., as part of an 
expansion program on the West 
Coast, has appointed John F. Mc- 
Neely to its San Francisco office 
as senior account executive and 
group supervisor for Tidewater Oil 
Co. Mr. McNeely, for the past three 
years account supervisor and as- 
sistant to the president of West- 


Marquis, also has been named 
plans board chairman on all ac- 
counts. 


‘Oil Jobber’ Names Gardner 

The National Oil Jobber, new 
monthly publication of the Nation- 
al Oil Jobbers Council, has 
appointed George L. Gardner, Chi- 
/ cago, its national advertising rep- 
resentative. The new publication, 
to be issued the 15th of each month 
starting in January, will be pub- 
\lished in St. Paul. The magazine 
| will have a guaranteed circulation 
|of 10,000 copies. 


| Betteridge Names Gillingham 


Betteridge & Co., Detroit, has 
appointed West Gillingham exec 
vp. Mr. Gillingham formerly was 
an account executive of W. B. 
Doner & Co. and merchandising 
manager of the Saran wrap divi- 
sion of Dow Chemical Co. Better- 
idge also has moved to larger 
quarters in the Penobscot Bldg. 
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Builds Ser thie Future 


When a newspaper in rich southwest Texas grows fast. it grows big, too, like 
everything in Texas. In less than ten years the people’s demand for the San 
Antonio Light has exceeded most publishers’ dreams of great circulation 
leadership. To meet this progressively increasing demand for its newspaper. the 


San Antonio Light has entered upon this expansive modernization program: 


ae Under construction—a spacious, modern production plant to 


accommodate all mechanical facilities under one roof. 


ee Installation of 14 Goss High Speed Press Units with the 
capacity to print 96 page newspapers with full color. 


Such a revitalization program will fulfill many objectives, but primarily it 
will give to the big circulation of home delivered subscribers more late news 


faster than it was ever before possible. 


This rebuilding and modernization of the San Antonio Light is part of a far 
reaching expansion program of aggressive journalistic moves under way in 


the eleven metropolitan areas where Hearst newspapers are published. 


A HEARST NEWSPAPER 
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Hy Advertising Age, November 12, 1956 
Canada Increases August, 1956, September's output 
| Newsprint Production showed a decline of 9.8%. This 


i i is attributable, however, to the 
30,000 tonnage buyers of Canadian mills produced 513,983 ‘5 3 Bn , 
metals DAILY sae tons of newsprint during Septem- fact that there were fewer work- 


| ber, a 2.1% increase over the same | ing days—in September there were 


American Metal Market . ' five Sundays and the Labor Da : ‘ 
Indust cae 0600 The Motes pee - 1955, according to the holiday, poe ethane with four * come "naling 
ry's Daily Newspaper | Newsprint Assn. of Canada. Com- days and no holidays in August. 3 


18 Cliff St., New York 38, N. Y. ‘pared with the record month of 


Each working day in September 
represented 21,199 tons of produc- 
tion, 1.2% above August's daily 
rate, and 5.9% above the Septem- 
ber, 1955, daily level. 

Shipments to the U.S. in Sep- 


THE FABULOUS SOUTHWEST 


West eee ee tember amounted to 425,095 tons, -—_ 
spent $659,000,000 retail dollars down 8.6% from August, but up THE LITTLE LIMITS THAT WOTLOTT SsT FAT TNE LINME THAT DARED Td Bz DIFFENTTT 
in 1955 4.9% from September, 1955. U.S. ; Aa . 3 ; 
Reach this market with consumers had an estimated 47 | {9 peek (je: = 
|days’ supply on hand in Septem- wo toms wanape ate ca 
, | ber, compared with 35 a year ear- 
The €l Paso Times |\lie& Canadian production for the SS _atpanataaett 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 
A SCRIPPS-HOWARD NEWSPAPER |MacLatchie Gets Post 

EVENING | Douglas MacLatchie, formerly 
|with Edward Petry Co., has been 
|mamed Los Angeles tv sales man-| 
lager for Avery-Knodel, station 
representative. : 


|first nine months amounted to 4,- 
| 812,977 tons, up 4.9% from 1955. PROMISING YOUNG FELLOW—It was with admitted trepidation that 
Princeton Knitting Mills, New York, introduced a cartoon character 
called Princeton Pete to promote its linings for men’s and boys’ 
outerwear this fall, The light approach proved so successful, how- 
ever, that the campaign has been extended until spring. These ads 
are currently appearing in Apparel Manufacturer, Boys’ Outfitter, 
Daily News Record, Esquire’s Apparel Arts and Men’s Wear. Ehr- 
lich, Neuwirth & Sobo, New York, is the agency. 


‘Bus Ride Time Is 
Up 20% Since ‘48, 
Transport Men Find 


New York, Nov. 6—Length of 
the average city bus ride has in- 
*Indi first listing in this col ° z 
ag a p drome kava dae. creased 20% since 1948—thus the 
of America, Hotel Ambassador, Los An- average rider is exposed 20% long- 
— nse: semen Shite eae er to bus advertising. 
PRusap ae = *- _ That’s one finding in a 22-city 


tions, New York regional conference, F 
| Plaza Hotel. survey conducted by the National 


Nov. 15-17. Southern Newspaper Pub- Assn. of Transportation Advertis- 


| Coming 
Conventions 


lishers Assn., annual convention, Boca 


Raton Hotel and Club, Beca Raton, Fila. 
| Nov. 16-17. Broadcasters’ Promotion 
| Assn., first annual seminar, Sheraton Ho- 
| tel, Chicago. 

Nov. 19-21. Fifth annual Advertising 
| Essentials Show, Statler Hotel, New York 
| Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hotel 
| Roosevelt, New York. 
| Nov. 29. Advertising Research Founda- 
| tion, 2nd annual conference, Hotél Am- 
| bassador, New York. 
| Jan. 18-20, 1957. Advertising Assn. of 
| the West, midwinter conference, Miramar 
| Hotel, Santa Barbara, Cal. 


ing to prove a qualitative picture 
of the actual audience confronting 
bus cards in a typical weekday, 
7 a.m. until 6 p.m. 

Other survey findings include: 


e The 13,443 respondents aver- 
aged 37 bus rides per month. The 
average ride was 29 minutes long. 


e One-third of the employed fe- 
male riders interviewed were mar- 
|ried women. About eight out of 


| 


Jan. 20-23, 1957. Newspaper Advertising| ten female bus riders were the 
Executives Assn., Edgewater Beach Hotel, grocery buyers for their house- 


in Hawaii 
Paradise is 
outdoors! 


People in Hawaii not only know 
they have the finest beaches in the 
world—they use them. The “weekend at the beach” 
—and enjoyment of the soft tropical moonlight on the 
water—is a habit shared by the whole family. And 9 out of 10 
families in Honolulu read and shop their evening Star-Bulletin. 
Outdoor living is another reason why the Star-Bulletin 
tops all other media in saturation of the Hawaii market. 


Hawaii’s families welcome your advertising in the... 


Honolulu Star-Bulletin 


Represented nationally by O'MARA & ORMSBEE 
Chicago * Detroit * 


New York * San Francisco * Los Angeles 


A member of the Metro Comics Network 


| Chicago. 
| Feb. 1-3, 1957. Eastern Intercity Con- 
|ference of Women’s Advertising Clubs, 

Baltimore. 

*March 20-22, 1957. Assn. of National 
| Advertisers, spring meeting, The Home- 
' stead, Hot Springs, Va. j 
| March 22-31, 1957. International Photo- | 
graphic Exposition, National Guard Ar- 
mory, Washington, D. C. | 

*April 10-12, 1957. Point-of-Purchase | 
Advertising Institute, 11th annual sym- 
|posium and exhibit, Palmer House, Chi- 
| cago. 

April 25-27, 1957. 
eration of America, 
| Wayne, Ind. 
| April 25-27, 1957. Advertising Federa- 
|tion of America, Ninth District, Hotel 
| Mayfair, Sioux City, Ia. 

May 16-18, 1957. Southwestern Assn. of | 
Advertising Agencies, Galveston, Tex. 

June 4-9, 1957. National Business Pub- 
lications, spring meeting, Sun Valley, Ida. 

June 8, 1957. Advertising Federation of 
America, Fourth District, Hotel Fontaine- 
bleau, Miami Beach. 

June 9-12, 1937. National Industrial Ad- 
| vertisers Assn., 35th annual conference, 
| Waldorf-Astoria, New York. | 

June 9-13, 1957. Advertising Federation | 
of America, 53rd annual convention, Hotel | 
Fontainebleau, Miami Beach. 

June 16-19, 1957. Newspaper Advertis- 
ing Executives Assn., Grand Hotel, Macki- 
|mac Island, Mich. 
| June 24-28, 1957. Advertising Assn. of 
|the West, 54th annual convention, Ha- 
| waiian Village, Honolulu. 


Advertising Fed-| 
Fifth District, Fort) 


Sausage Co. Airs Returns 

For the third year Hebrew Na- 
| tional Kosher Sausage Co., Brook- 
lyn, sponsored the election night’ 
coverage on four New York radio 
stations—WCBS, WRCA, WINS 
and WMGM. The company’s deal-| 
‘ers participated in the commer-| 
cials. Rockmore Co. is the ened 


CBS-TV Adds Stations 
KICA-TV, Clovis, N.M., and 
KGEZ-TV, Kalispell, Mont., will) 
affiliate with CBS Television as! 
extended market stations. KICA-| 
TV will join the network about 
Nov. 15. Approximate affiliation | 
date for KGEZ-TV is March 1, 


1957. 


holds. 


e At least 44 out of 100 bus riders 
are car owners, but they use buses 
as often as their cars. 


The report, published as “Mar- 
kets in Motion,” is available to ad- 
vertisers and agencies for $3.50. 


American Home Buys Radio 
American Home Products Corp., 
New York, has bought 16 five- 
minute segments in six CBS radio 
shows. The contract for Chef-Boy- 
Ar-Dee pizza pie mix will begin 
Dec. 23 and run through Jan. 5. 
Young & Rubicam is the agency. 


Government Business 1S Good Business! 
Get your share through time-tested 


Official Journal of AFCEA 


There's volume and profit and PRESTIGE 
on t for manufacturers of communica- 
tions and electronic equipment, but you've 
got to go at it the right way. Preparation 
of specs is very important, and Bee-line 
approach to the perschnel who really 
count is most essential. 


Through the inexpensive pages of SIGNAL 
pus reach the 10,000 primary Defense 

uyers and sub-contractors who, as mem- 
bers of the Armed Forces Communications 
and Electronic Association, firmly rely 
upon their “house organ” for authoritative 
information and news of current develop- 
ments. Equipment needs, technical im- 
provements, case histories authored 
experts—SIGNAL feeds it to ‘em, an 
how they do eat it up! To skim the very 
—- 3 tenner communications 
orders, adver your wares and services 
in SIGNAL. 


Wm. C. 


Copp & Associates 
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THE PETRY COMPANY says: 


B. B. D. O. says: 


“For Reach & Frequency, Radio is a Must!” 


“In spite of television’s hold on evening hours, Radio is listened to in 
more homes during 75% of the time from 6:00 AM to 6:00 PM than 
TV is watched. In fact, up to 3:00 PM Radio reaches more than twice 
as many homes as television! 


Furthermore, 59° of viewing from Noon to 5:00 PM is done by ONE 
FIFTH of TV homes. Over 85% is done by two fifths. In 21 million 
TV homes Radio listening dominates during the afternoon—in 14 mil- 
lion TV homes television viewing during the afternoon is virtually nfl. 


National advertisers who are interested in reaching housewives dur- 
ing the daytime can do an outstanding job with television—in 30% of 
U.S. homes. For greater reach and frequency Radio is a MUST in 
55% of TV homes and 100% of ‘RADIO ONLY’ homes.” 


From “A Discussion of Radio—Past, Present and Future” 
by the Research Department, Batten, Barton, Durstine and Osborn, Inc., Fall, 1956. 


CUNNINGHAM & WALSH says: 


“Radio Listening Up. TV Viewing Down.” 
“The size of the morning Radio audience has not been affected by 
TV. The percentage of family listening in the evening has increased 
with each year since 1951 and afternoon listening is up 9% over 1951. 
At the same time, TV viewing is down 8%.” 


and, this in TV homes only! 


From Cunningham & Walsh's ninth annual Videotown 
survey as published in Broadcasting-Telecasting, October 15, 1956. 


LEVER BROTHERS says: 


“Great Results!” 


Referring to the Pepsodent “you'll wonder where the yellow went” 
Radio campaign, a Lever executive was quoted in the trade press: 
“We've put everything behind the campaign to make it pay off and 
it has. Now that we have a winning horse, we’re going to continue.” 
“And,” says the Pepsodent brand manager, “we have top-notch 
identification and that is reflected in our sales figures.” 

Advertest Research measured the results of Pepsodents’ Radio 
campaign and found that 64% of the people recognized Pepsodent’s 
jingle after only 8 weeks! 


“We're very gratified to see that these and other industry 
leaders are recognizing and publishing what we have 
always maintained. RA DIO is a vital force in American 
advertising. 


NIELSEN says: 


1,447,100 


coe a 
“Add Spot Radio amore sors : wot 
to Network TV, a EVENING ADDED 
99 i 
Lower Your Cost a 
698,000 HEARD RADIO neceiven 
DIFFERENT ADDED 
HOMES IN SALES 
SALES CALLS 1,465,800 7,090,800 TOTAL 
COST/M CALLS $3.04 $.95 voeeaus 


So, by adding Spot Radio to his network TV show, this advertiser 
in this actual example lowered his cost-per-thousand from $3.04 to 
$ .95 and made 5,625,000 total additional sales calls! 


From an A. C. Nielsen Co. Chicago study, Fall, 1956. 


RETMA says: “The Public Demands Radio” 


RADIO- . RADIO-TV 
93% more Radio Tv SET . TOTAL SET 
sets are being sold Ne ULY ie CTAN-DEC 
than TV sets; 284% 1956 = 1955 
more Radio sets are $e i 
in use than TV sets. | 
What more con- > 
ee ee could © “752,133 

PERMA 
Vv RADIO Vv RADIO 


From the Radio-Electronics-Television Manufacturer's Association. 


RAB says: “More Listening Than Watching!” 


Radio has 21.6% 
superiority over a nce a 
TV on the basis of ~~ 
Sunday thru Satur- ~~ 
day listening and “© 33,907,000 es 


viewing in all | oy 

homes. a Rc 
& ee, 
HOMES 
WATCHING TV 


From The Radio Advertising Bureau, Fall, 1956. 


And the most effective and efficient way to harness that 
force is through National cage ral use of the best Radio 
stations in local markets.” 


EDWARD PETRY & CoO., inc. The Original Station Representative 


NEW YORK ¢ CHICAGO ¢ ATLANTA ¢ DETROIT « LOS ANGELES ¢ SAN FRANCISCO ¢ ST. LOUIS 
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Fancy Glassware the Jug Supplants, 
As Each Distiller His Wares Decants 


10 


YULE CHEER—-Christmas decanters are appearing again as 
the distillers get ready for the holiday gift season. Shown 
here are a few of this year’s offerings. Starting from 
upper left: (1) Seagram Distillers Co. is introducing a 
centennial decanter (commemorating its 100th anniver- 
sary in 1957) for its 7 Crown blended whisky. The de- 
canter was designed by Frank Gianninoto & Associates; 
the carton was produced by Container Corp. of America. 
(2) Raymond Loewy Associates designed this Old Fores- 
ter gift decanter and its carton for Brown-Forman Dis- 
tillers Corp. (3) G. F. Heublein & Bros. is packaging its 
Smirnoff vodka in reproductions of cut crystal decanters 
once used in the Czar’s court. Lawrence C. Gumbinner 
Advertising Agency, New York, is the agency. (4) Cal- 


oe ane 
OLD HIC 
Reet ial af 


vert Distillers Co. sparkles its Calvert Reserve bottle 
with a jeweled golden medallion and a fluted golden 
cap. The wrap-around band is removable. Egmont Arens 
is the designer. (5) Lord Calvert whisky also has a 
golden cap and adds a golden pedestal. George Nelson is 
the designer. (6) Brown-Forman’s Early Times is being 
offered in limited markets in “coloramic decor” de- 
canters in five colors: blue grass, corn yellow, canyon 
coral, aged copper and bond white. Loewy is the de- 
signer. (7) Not quite as yulelike is Southern Comfort’s 
wrap-around steamboat scene. Illustrated by James H. 
Bingham, the scene is printed in color on aluminum foil. 
(8) Four Roses Distillers Co.’s new decanter is manu- 
factured by Owens-Illinois Glass Co. The carton was 


Advertising Age, November 12, 195¢ 


designed by Terrell Dickey, Louisville, manufactured b 
Lord Baltimore Press. (9) Old Cabin Still’s Christnu 
dress features a copper colored cap and three-dimer 
sional sportsman’s medallion. Walter Landor & Assoc 
ates designed the package for Stitzel-Weller Distiller 
(10) Publicker Distillers Products is offering matched-s: 
decanters. The brand labels lift off, leaving a permane: 
gold plaque identifying the contents. (11) Stitzel-Welle7 
Twin Candlelight decanter for Old Fitzgerald also w: 
designed by Walter Landor. It features a golden colla 
made to fit two standard candles, and a jigger. (1: 
Hiram Walker & Sons’ gift decanter “reflects dignity ar 
a feeling of quality.” The entire package is gift-wrapp: 
for customer convenience, 
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“A new concept in nylon fiber is the latest example of product diversifi- 
cation at Allied Chemical. As one of America’s newest synthetic fibers, 
Caprolan is so versatile that it will play important roles in both industrial 
and consumer apparel ficlds. Capro/an is an outstanding example not only 
of diversification, but also of corporate integration: five Allied divisions 
are contributing raw materials to its production, three divisions market 
resulting products. 

“Over the years, such product diversification and process integration 
have become the watchword here at Allied. But our progress today and 
our growth tomorrow both depend on people. 

: “One of the most important things, in my opinion, that these people 

FRED J. EMMERICH all have in common is their need to keep abreast of developments and 

Meter andt technological advances in their individual fields of activity, and in related 
& Dye Corpotacion areas as well. Business and technical publications are a tremendous help here 

in our efforts to satisfy consumer demands for new and better products.” 


At Allied, 1,648 Key People 
Subscribe to One or More 
McGraw-Hill M Agazimes 


In every company—large or small—the people who pioneer and produce 
are the kind of people you'll find subscribing to McGraw-Hill magazines. 
To help them in their jobs, McGraw-Hill publishes 34 magazines in 16 
specialized fields. Each of these is edited with but one purpose in view — 
to help each reader do his own specific job better... faster... casier. 

That is why these magazines are bought by more than a million key 
people in business and industry. They are the people who specify and 
buy—the people your salesmen must reach in their face-to-face selling. 
Collectively, they make up a market controlling billions in industrial 
buying power. To reach these prime prospects quickly, to build and 
maintain their preference for the products and services you sell, the 
lowest-cost means available to you is advertising in the McGraw-Hill 
magazines they read. 


From Chemicals to Clothing: Allied Chemical & Dye Corporation’s new Hopewell 
and Chesterfield plants produce raw materials and finished spun fibers of Capro/an, 
deep-dye tensile nylon. The operation of the Hopewell plant (on the preceding page) 
is guided from the master control room shown behind the lighted window at the 


lower right corner. 
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Successful Selling usd 
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TS aa 
AROUSE INTEREST 


~ CONTACT 


A signed order is the product of the spe- 
cialized skills and over-the-desk selling 
of your sales force. But behind every 
signed order are numerous sales contacts 
with the many men who take part in 
the final decision to buy. Each of them 
is a sales prospect. Yet many of them 
your salesmen never get to sce. 

When you mechanize your selling 
through the use of Business Publication 
Advertising, you take many of the steps 
totheultimatesale—and take them faster 


MI MORE ADVERTISING HERE MEANS 
Mi MORE SALES TIME HERE 


Your advertisin g teams with your salesmen 


to make every call more producti ve 


and more economically. You tell all your 
prospects what your product or service 
can do for them. You save time for your 
salesmen by relieving them of many of 
the preliminary steps along the way to 
a firm order. Then they are free to con- 
centrate more of their time in discussing 
product applications and in closing sales. 
Every call they make gains in productive 
minutes—and you help keep the favora- 
ble “selling climate” before and between 
calls that leads to future sales. 


MeGraw-Hill Magazines 


McGraw-Hill Publishing Company, Inc. 
330 West 42nd Street, New York 36, N Y. 
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This Week in Washington... 


Election Stand-Off Spells More Strife 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Nov. 8—Now that | 
the voters have rendered their ver-| 


dict, official Washington is going third, mostly through more effi-| 
| cient use of existing acreage. Live- 
|stock production will have to in- 


through a “decompression” 
ess. 

For months the tension has 
mounted, as Democrats in Con- 
gress sought to point up weak- 
nesses in the Eisenhower admin- 
istration, and Republicans tried to 
anticipate and rebut their assaults. 

Officials became super-sensitive 
about criticism. For example, when 
AA began running articles about 
breakdowns in postal service, re- 
sponsible officials were indignant. 
“Why are you doing it at this 
time?” they demanded. 

Since the election was a stand- 
off. with the Democrats still in 
control of Congress, the political 
“cold war” inevitably will break 
out again just as soon as the pol- 


proc- 


iticians on both sides regain their | 
thinking | 
ahead to 1958. Meanwhile, how- | 
ever, perhaps there will be a few | 


composure and begin 


months of quiet, during which the 

normal processes of investigation 

and criticism can operate with a 

minimum of unworthy suspicion. 
* * e 

Politics-TV Honeymoon Over? 
Tv spending by major political 
parties during the campaign was 
below the spectacular levels pre- 
dicted earlier in the year and prob- 
ably will add up to no more than 
$4,500,000, according to the Senate 
elections committee, including $1,- 
870,000 by Democrats and $2,640,- 
000 by Republicans. 

Campaign managers of both par- 
ties are taking a hard second look 
at tv. President Eisenhower prob- 
ably profited most from tv because 
he looked healthy and confident; 
but neither side can show big au- 
diences or feel sure of hard impact. 
The five-minute filmed spots have 
come in for special criticism. Many 
viewers found them slick, prefab- 
ricated and unconvincing. Even 
more found them a disrupting and 
pointless interference with their 
regular viewing. 

* * * 

‘Equal Time’ Ruling Worries 
Some: While the tv industry had 
less trouble than usual in appor- 
tioning free broadcasting time, 
congressional Democrats seem like- 
ly to hold a post-mortem over Ad- 
lai Stevenson's request for time to 
reply to President Eisenhower's 
report on the Middle East. 

After the networks gave time to 
the Democratic nominee, FCC came 
up with a decision which holds 
that stations need not give equal 
time if the President has been 
speaking to the nation on a matter 
of unusual significance. FCC 
Chairman George McConnaughey 
argued a contrary ruling might 
hamper the President in carrying 
out his constitutional duties. 

A Republican, Rosel Hyde, filed 
a strong dissent. Noting that the 
law says there must be equal time 
if the station is used by “any le- 
gally qualified candidate,” he em- 
phasized that “no discretion is giv- 
en the commission to exempt any 
person from its application.” 

Democrats who say FCC’s ruling 
was politically influenced point 
out that earlier the commission 
had ruled networks would have to 
give Mr. Stevenson equal time if 
President Eisenhower was allowed 
to make an appeal in support of 
United Givers Fund. 


No More Farm Glut—by ‘75: 
Farmers plagued by surpluses can 
take heart from Agricultural Re- 
search Service’s new report, “Farm 
Output: Past Changes and Project- 
ed Needs.” It points out that in 
1975, the U.S. will have to feed and 


| 


| 


clothe 210,000,000 people, a fourth 
more than the 165,000,000 it did in 
| mid-1955. 

To do this, agricultural produc- 
| tion will have to be increased by a'| 


crease 45% above 1951-53, while 
feed and pasturage would have to 
expand by 35%. A 40% increase 
would be needed in truck crops and 
vegetables, but the needs of the 
increased population can be met 
without any substantial change in 
the existing production of cotton 
and potatoes. 


Minot Names Schooler - 

Dave Schooler, formerly eastern 
sales manager of Major TV Pro-| 
ductions, has been appointed sales | 
manager of Minot TV, New York.) 


Signs of “SCOTCHLITE” 


REFLECTIVE SHEETING 


give you much 


more advertising for your dough 


You boost sales without boosting costs if you use this most fabulous medium of them 


all.. 


. brillianc, colorful signs of ““SCOTCHLITE” Reflective Sheeting! Here's a high read- 


ership, important day-and-night reminder advertising that is yours at proven lower cost. 
For a free demonstration of 24-hour selling, write Minnesota Mining & Mfg. Co., 
Dept. AA- 11426, St. Paul 6, Minnesota. 


“SCOTCHLITE” Reflective Sheeting is o registered trademark of Minnesota Mining & Mfg. Co. 
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Other folks feel our ratings 
are worth shouting about...and so do we... 
so will you... when you 


use baie in a Columbus, Ohio 


i slats igs 5% 


Rei 
ASF 


baie 


it 


TV FILM 


THE BILLBOARD 


April 28, 1956 


a 


ces a 24 §$% on wens-ry, 


topping Phil Silvers, Robert Montgomery 
and a lot of other toppers 


CTR gies) 
ee i geen are 


sys 5 


in cel FOR US... 


BROADCASTING-TELECASTING 


April 16, 1956 


yea 


pT SHAE Ns 


ASO rt, 


thay ye ca 


OE ASC TT 
SES a CTO 


' TELEVISION AGE 


July, 1956 


70%: 


PE iss Kaa Ps LD Re ENT EN iitthiiebebine va 


share of 


© audience on WBNS-TV 


BROADCASTING-TELECASTING 


September 24, 1956 


ay Ne 


channel 10 


Death Valley Days (McE- E)... 
Annie Oakley (CBS Film) 
5. Superman (Flamingo)... 


WBNS-TV 


Top Five right down the line! 


COLUMBUS... Three Station Market 
Highway Patrol (Ziv) 
Man Called “X" (Ziv)... 


Phocians Tues. 9:30 WBNS-TV........... 39.3 
a 8:30 WBNS-TV.......... 18.2 

BES un. 8:30 WBNS-TV....... ...17.3 
baat a ge WBNS-TV 16.2 
WBNS-TV.......... 16.2 


¢ columbus, ohio 


Pulls a 4) 3% ...on WBNS-TY, 


topping Como, Godfrey and Others 


46% share of 3 station " 
audience Coverage . . . 
500,400 families Reach- 


ing 1,872,900 TV Homes. # 
wie ae 


REPRESENTED BY BLAIR TV 
CBS-TV Network . . . 
Affiliated with Columbus Dispatch . . . 
General Sales Office: 33 N. High St. 
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from Filmack can 
do the job best ! 


¥ t eye-stopping action... 
Svcs naweelion .+. otvang predee 


341 W. 44th 
WEW YORK, WY 


cece’ Filmack Studio 


Old Dutch Coffee to Mathes 
Old Dutch Coffee Co. New 
York, has appointed J. M. Mathes 
Inc., New York, to handle its ad- 
vertising. Peck Advertising Agency 
formerly handled the account. 
Mathes also has appointed Albert 
A. Frantz, 
Byoir & Associates, to its public 
relations and publicity department. 


Marvin Hahn Names Isaacs 


| Mich., has appointed Richard S. 
Isaacs a vp and account executive. 
Mr. Isaacs formerly was an ac- 
count executive with Fuller & 
Smith & Ross, Cleveland. 


formerly with Carl | 


|yellow pages emblem by national 
' advertisers. 


Marvin Hahn Inc., Birmingham, | 


Advertising Age, November 12, 1956 


Bell System Ads | 
Push Advertisers’ 


Yellow-Page Tie-ins | 


New York, Nov. 6—The Bell 
System will kick off an all-media | 
campaign early next year to pro-| 
mote use of the telephone directory | 


} 
| 
| 


The backbone of the drive will | 
consist of Bell ads in April issues of 
Better Homes & Gardens, Life and | 
The Saturday Evening Post. These 
will feature logos of national ad- 
vertisers who show the emblem in| RAY L. HUEBNER has been appointed 


WS Crew Mem: Horne 
fmer Grow Pane 
Cacene Poems 47 a” 


Conner Herewet 
Poqe: 590 973 


president of Huebner Publications, 

Cleveland, succeeding his brother, 

George J., who died in August 

(AA, Sept. 3). Mr. Huebner also 

will continue as publisher of Tool- 

ing & Production, a Huebner pub- 
lication. 


their own ads that month in any 
: of the three magazines. 
a Copy in the ads will point out 
ae cae that businesses using the emblem 
in their advertising make shopping 
easier for readers. Advertisers who 
a participate will be furnished mail- 
ee ing pieces for dealer distribution. 
The mailer will include an ad- 
vance print of the advertiser's 
) April ad imprinted on the back of 
bie af | the cover of the magazine in which 
it will appear. 


s The Bell System will designate 
April as “Yellow Pages Emblem 
Month.” Bell companies through- 
‘out the U. S. will use tv and radio 
| spots, mewspapers, outdoor, car 
and bus cards, company magazines 
and bulletins, truck and telephone 
| booth posters, employe posters and 

Ss bill inserts to promote the emblem. 
= Cunningham & Walsh, New 
| York, is the agency. 


_Wickland to Archer-Daniels 
| John A. Wickland has been ap- 
pointed“to the new post of publici- 
ty manager of Archer-Daniels- 
Midland Co., Minneapolis proces- 
sor of agricultural products. Mr. 
Wickland formerly was a business 
news writer with the Minneapolis 
Tribune and has been the Twin- 
Cities correspondent for ADVERTIS- 
|ING AGE since 1952. 


While dealers will continue doing a big sales 
volume in 1957—their buying will be more 
selective because your competition will be 
stiffer. 


You'll do a bigger volume with dealers next 
year if they (and their sales people) are “up’’ 
on your product because they are more fa- 
miliar with it, understand it better. 


Dealers look for information about your 
product in the BSN Catalog Directory— 
because it helps them and their personnel 
make more sales. 


They Break 
Direct Mail Rules 
Successfully! 


You’ve read the importance of 
following certain direct mail 
procedures to get best results. 


But—have you ever read how 
to deliberately break the rules 
to get outstanding results? 


In the December issue of AD- 
VERTISING REQUIRE- 
MENTS (off press November 
19th) turn to the unusual 
story “How To Break Direct 
Mail Rules Successfully.” 


Read how one canny direct 


| 
97% Use their BSN Directory All Year Long 
85% Use their BSN Directory at least once a week 
86% Use their BSN Directory to train sales people | 


Independent, unbiased surveys prove 
that dealers prefer the BSN Directo 
over any other catalog reference. Ad- 
vertisers agree; in 1956 the BSN Direc- 
tory carried 45% more pages of adver- 
tising than the second publication. 
CLOSING DATE for copy reserva- 
tions for BSN’s Directory Issue (pub- 
lished annually in February) is Decem- 
ber 27, 1956. 


Be sure your reservation calls for space 
adequate to tell og product story 
effectively. And sure our editors 


mail user’s unorthodox ap- 
proach creates a special breed 


... Always the FIRST Dealer Merchandising Publication 


of loyal customers — and as- 
sures an ever-increasing flood 
of those all-important re- 
orders. 


Not a subscriber? Then start a 
year’s (12 issues) trial with 
the December issue. Clip this 
ad, attach your $3 check, name 
and address—and mail today. 
You must be satisfied or your 
money back. 


| AR covers everything an ad- 


have your company, product, and serv- 
ice literature listings. 


o BUILDING 


SUPPLY NEWS 


5 South Wabash Avenue + Chicago 3 


man must do except buy time 
or space. 


| Advertising Requirements 
The Workbook of Advertising 
Management 


|| 200 E. Illinois St., Chicago 11 
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HAPPY LANDING—E-xecutives of Stiller, Rouse, Berggren & Hunt, 
Beverly Hills, Cal., find that they can get a bird’s eye view of its 
4 client’s problems by taking to the air with the client. Here are Jer- 


¥ 

yy ry Snyder of Midwood Signature Homes, which boughi the helicop- 
by . st ter to speed getting to its various homebuilding operations, and 
ph. a SRBH executives Don Hunt and Art Rouse. 


OO ee Re 


“Beautiful Reis 


Kk 


PLUNGER — Sandra 
Stuart, Miss Chi- 


A SAMA WIDESPREAD BECAUSE MAINLY 

1S TOO MUCH SPACING BRT WEEN LETTERS i 

WILL ELOER, WALLY WOOD, JACK DAVIS, HARVEY BURTZMAR We net plana charge cor Srand come to BECKFLUTEN as cago of 1957, ts 
; tophee ¢ you want a. 

That's the wey the Mpeee od) might sanentlnne Aithingnined qrentemen Heweve thn ne © oma te the right Minch Shame surrounded 
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sietiasiohed C Jum 


by more than 
600,000 entry 
blanks received 
from the Chicago 
area only in Na- 
tional Food 
Stores contest. 
Philco washers 
and dryers and 
Procter & Gam- 
ble’s Tide were 
tied in with the 
promotion in 
which 15 sets of 
Philco home 
laundry equip- 
ment were given 
away. 


otoc at fester 000 goss» ovens 
were caught in informal poses by the photographer, 
who in less serious moments photographs other gen- 
tlemen for Smirnoff vodka. At right is a burlesque 
of the famous Breck shampoo ads. The new bi- 
monthly has the purpose, it says, of “making money 
... You have the money ... You give money to us.” 


FOR FUN—These takeoffs on ads will appear in the 
first issue of Trump, a new humor magazine to be 
introduced later this month by the publishers of 
Playboy. The gentieman whose feet and legs are 
visible in the lower right of the picture at left is 
the editor of Trump. Other major staff members 


HEY, DOC—This outdoor bulletin makes use of a square-cornered 

design rather than the usual rounded and molded corners. Stalcup 

Inc. erected the bulletin for 

Kansas City Rug Co. Galvin- 

Farris, Kansas City, is the agen- 
cy for the rug company. 


Hamilton 
president; Bill Zimmerman, vp; Don Hopton, sec- 
retary, and Robert Lahr, treasurer. With the group 
is John McGary, immediate past president. 


Zimmerman 
SAAA ELECTS—Newly elected officers of the South- 
western Assn. of Advertising Agencies hold their 
initial meeting in Houston. They are Jack Hamilton, 


Packer Harris E. C. Donnelly Zimmer Robbins Odell J. Donnelly Dreyfuss 


TORSO’S MORE SO—Not content to 

find just the new Miss No-Cal, No- 

Cal Beverages decided to put some 

of the applicants to further use. 

Herewith Jerri Palmer, named 
Miss Trim Torso, 


SWITCHOVER—Representatives of member companies of Standard Out- 
door Advertising Inc., which has disbanded (AA, Oct. 15), are pic- 
tured on the occasion of their joining Outdoor Advertising Inc. New 
OAI members are H. H. Packer, Harry H. Packer Co., Salt Lake City; 
Leonard Dreyfuss, president, and W. R. Harris, exec vp, of United 
Advertising Corp., Newark; Edward C. Donnelly Jr., president, and 


John Donnelly, vp, John Donnelly & Sons, Boston; J. A. Zimmer, 
president, Central Outdoor Advertising Co., Cleveland. and Clarence 
D. Blessed, president, Walker & Co., Detroit. Welcoming the new 
members are Burr L. Robbins, president, General Outdoor Advertis- 
ing Co., Chicago, and Laurence H. Odell, president, Foster & Kleiser, 
San Francisco. GOA and F&K have been members since 1931. 
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. Special issues 
already scheduled for 1957: 


AN INTERNATIONAL ISSUE 
THE LAHEY CLINIC ISSUE 

A PEDIATRIC ISSUE 

A CANADIAN CLINICAL ISSUE 


Partial List of Special issues 
already published : 
GEORGE WASHINGTON UNIVERSITY 


THE JOHNS HOPKINS SCHOOL OF 
MEDICINE AND HOSPITAL 


BAYLOR UNIVERSITY 
A CANCER ISSUE 
A NUTRITION ISSUE 
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.... important to the advertiser 
as well as to the Doctor 


These outstanding medical research centers have elected to 
present their important contributions to medicine through the 


pages Of POSTGRADUATE MEDICINE. 


Written by faculty members these exclusive issues provide 
your busiest doctors with the latest tested clinical findings— 
showing editorially and graphically the closeness of educational 
and medical research with the treatment of today’s patient. 


And to you the advertiser, these exclusive issues make 
POSTGRADUATE MEDICINE an even more powerful selling force 

. . Selling your products to the influential men in medicine— 
your Busiest Doctors. 


Postgraduate Medicine 


DR. CHARLES W. MAYO 
Editor-in-Chief 


Reaching Your Busiest Doctors 


30,345"... pain ABC 


* Publisher's Statement 6 months ending June 30, 1956 as filed with ABC, subject to audit. 


(Continued from Page 1) 
moded postal rate schedule results 
in continuous deficits. 


® While the statement was pre- 
pared by the special assistant to 
the Postmaster General, and 
cleared by top officials, it is not 
attributed to any _ individual. 
“Comparisons are a ticklish matter 
when an official of one govern- 
ment speaks to another,” the 
statement explains. “We have no 
intention of minimizing the other 
fine national systems. But a serious 
question has been raised whether 
our system is inferior. Some com- 
parisons must be made to answer 
that.” 

The department says its case is 
simple: 

“Our postal system is not like 
any other in the world. 

“But it is the best system in 
terms of the needs and desires of 
our people.” 


® The statement contends the first 
difference is that the American 
service “is geared to American en- 
terprise.” In many nations, it says, 
the post office owns and runs the 
telephone and telegraph as well as 
other miscellaneous services that 
are operated privately in the Unit- 
ed States. “But our post office does 
not compete in fields which the 
American people regard as the sole 
province of free enterprise.” 

“Take the matter of banking 
services offered by some European 
post offices and so glowingly de- 
scribed in a recent magazine arti- 
cle, in which a kind of postal 
checking account is used by postal 
patrons to pay bills, collect them, 
etc. This is a service well handled 
by American banks and not appro- 
priate for the American post office, 
unless it is to compete with private 
enterprise. 


se “Or take the matter of air 
transportation for regular mail. A 
magazine article indicated that all 
over Europe regular first class 
mail is carried by airplane when- 
ever that speeds delivery. Actually 
that isn’t a completely true picture. 
For example, from all information 
available to the American Post Of- 
fice Department, it is not true for 
ordinary domestic mail in such 
countries as Great Britain, West 
Germany, Spain and Portugal.” 

The statement points out that 
the U.S. has been experimenting 
with “airlifting” of 3¢ letters on a 
space-available basis, through 24 
airlines serving 200 cities in 33 
states, and that 6% of the 17 bil- 
lion first class letters were airlifted 
last year. 

“In Europe,” the statement said, 
“most of the airlines are owned in 
whole or in part by the govern- 
ment, and frequently costs of air 
mail transportation involve merely 
a bookkeeping transaction on gov- 
ernment accounts. In the American 
free enterprise system, on the oth- 
er hand, actual cash payments 
must be made to private air car- 
riers. As a consequence the Post- 
master General is obligated to take 
into consideration not only differ- 
ences in service, but also differ- 
ences in cost of air transit com- 
pared with other media. He must 
also avoid sudden discontinuance 
for existing principal carriers, the 
railroads.” 


® Turning to philosophy of oper- 
ation—“socialistic versus free en- 
terprise”—the statement says the 
systems of Europe and America 
are vastly different in terms of 
service needs and requirements. 
In terms of coverage, it points 
|out that the continental U.S. alone 
jis 3,022,387 square miles in area. 
Including territories and posses- 
sions, there are more than 3,600,- 


Can‘t Compare Europe, 
U.S. Postal Services 
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the more than 3,000,000 square 
miles.” 

On the subject of volume, the 
statement said recent magazine 
articles make much of the fact that 


000 square miles to be served— 
almost as much as the entire con- 
tinent of Europe. 

“To serve Texas alone, the U. S. 
postal service must cover an area 
about three times as big as Eng- 
land, Wales, Scotland, Northern’ 
Ireland, the Isle of Man and the 
Channel Ports combined. It must 
cover—in serving Texas—an area 
considerably larger than France. 


— 


‘NEW YORK 


CHICAGO 


Lapital 


AIRLINES 


s “Or compare the American sys- 
tem with that of France in another 
way. In France the postage for an 
average letter is 4.3¢ (a rate that is 
fairly low in comparison with that 
of many other European nations). 
The number of people serviced in 
France by the postal service is 
only 43,000,000, living in a rela- 
tively small area. In the U.S., more} 
than 166,000,000 are serviced over | 
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WBEN-TV’s 


“Speaker of _ 
the House’ 


talks the sponsor’s 
language ! 


John Corbett, “Speaker of the 
House” on WBEN-TV’s prestige 
program, covers the home with 
helpful information on everything 
from painting to potting flowers. 


; 


Sponsors are justifiably interested in one 
important thing from their television effort...results! 


And John Corbett, WBEN-TV’s “Speaker of the House’, 
talks their language. His typical afternoon TV stint, a 
fact-filled 15 minutes of practical help for homemakers 
and home owners, gets results. 820 lawn rockers froi 
four minute spots; 5,800 kitchen dish towels from three 
minute announcements; 8 refrigerators and 257 Bar-B-Q 
sets from just a minute each. 


Money talks and the “Speaker of the House’’ makes the 
kind of conversation that rings the till. When Johnny 
speaks for you he’s heard in the WBEN-TV market — 
New York's second largest. 


Before you let anyone tell your product-story in Western 

New York learn all about another of the prestige 

programs of WBEN-TV — “The Speaker of the House” 
— heard daily Monday through Friday at 1:45 
p-m., on Channel 4 — Buffalo. 


WBEN CTY cos wasic 


The Pioneer Station of Western New York 


Represented Nationally by: 
Harrington, Righter & Parsons, inc. 
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mail moves faster in some Euro- 
pean cities than in American cities, 
but neglect to mention the vast 
difference—in terms of mail load 
—between European and Amer- 
ican cities. “In New York City 
alone,” it explains, “the daily mail 
load handled may be about half of | 
that of all of Great Britain, and | 
the volume in just a few American 
cities would exceed the entire mail 
load in Great Britain.” 

The volume problem of Amer- 
ican mail servic is further illus- 
trated, it said, by the fact that in 
large cities as many as 11 carriers 
may be assigned to one building. 
In a good many foreign cities, 11 
carriers would take care of the en- 
tire city. 


s “Consider, too, some of the mail 
delivery problems that American 
postmasters must cope with that 
European postmasters would not 
encounter in their wildest night- 
mares. American suburban devel- 
opments with thousands of homes, 
thousands of new addresses, hun- 
dreds of new streets, courts and! 
terraces and millions of pieces of 
mail spring up almost overnight. 
“Also it should be noted that in 
serving its vast area, the American 
postal service must handle more 
mail than all the other nations of 
the world combined—more than 56 | 
billion pieces annually, and the} 
total is still going up.” : 
To illustrate differences in postal 
operations the statement compared 
Quito, Ecuador (a city of 140,000), | 
with Patterson, N.J., a city of ap- | 
proximately the same size. Con- 
tending that Quito is roughly sim-| 
ilar to many other foreign cities, it 
said it has only 28 carriers, com- | 
pared with 200 in Patterson. | 


® Since newspapers, magazines 
and advertising materials are a less 
significant part of the mail load 
outside the U.S., carriers in Quito 
are able to carry their load in their 
hands, the statement said, while 
the American carrier requires a 
mail satchel, with loads weighing 
up to 35 Ibs. 

“Since 1953 alone,” the depart- 
ment reported, “the equivalent of 
more than 15,000 city carriers has 
been added to keep up with popu- 
lation increases, while at the same 
time expanding service needs were 
met with later pickups of mail 
from neighborhood and city mail 
boxes and later window hours at 
post offices. 

“Virtually every large city in 
the nation has had growing pains, 
and naturally these have required 
periods of adjustment of mail 
service.” 


® As a contrast to the problem of 
serving cities, the department 
mentioned its responsibilities in 
rural areas. In Nevada, it said, 
where population is about 1.5 per- 
sons per square mile, a rural car- 
rier may have to travel miles to 
deliver a letter that nets 3¢, or per- 
haps a bit of advertising matter 
that nets even less. 

“The American postal service is 
glad to provide this service and 
proud of it,” the statement said. 
“But the point is that it does pose 
a cost and revenue picture which 
is a difficult one for the depart- 
ment today—with a postal rate 
structure virtually unchanged since 
the nickel-loaf-of-bread days in 
1932.” 


s “As any business knows,” the 
statement added, “revenues and 
costs directly affect over-all op- 
erational efficiency, and the Amer- 
ican post office is a business type 
operation. 

“Most European nations attempt 
to operate their post office de- 
partment on what is essentially a 
break-even basis. Costs of addi- 
tional services are passed on di- 
rectly to those using them. 

“In the U.S., where rates have 
been virtually frozen, this is not 
possible when considering addi- 
tional services and refinements. 


“American postal officials must 
keep in mind that the postal de- 
ficit already aggregates almost $5 
billion since World War II, and 
additional services must be con- 
sidered in the light of whether 
they would impose additional bur- 
dens on American taxpayers in the 
form of deficits.” 


= On the subject of salaries, the 
statement said U.S. carriers earn 
$3,660 to $4,410, nearly $1,000 more 
than Canadian carriers (where the 
minimum letter rate is 5¢), in 
addition to longevity pay and oth- 
er premium pay provisions. The 
statement noted Italian carriers 
formerly made only $600 a year 
(more recently $1,200). “These 
wages of our postal workers are 


well deserved,” the department | from New York to San Francisco’! 


ample, the rate would be 10¢. 


said, “but they vitally affect the, for 3¢, Europeans must pay inter-| 
American system in what it can| national rates when their mail goes 
and cannot do.” any substantial distance. Between’ s While the statement makes no 

In a comparison with foreign; Bonn, Germany, and Paris, for ex- comment about reports of same- 
postage rates, the statement said 
Great Britain is one of the rate| 


countries with a basic letter rate 
below that of the U.S. But the 
British minimum rate of 2.92¢ 
gives delivery in an area of only 
100,000 square miles, compared 
with 3,000,000 square miles for the 
3¢ letter here. Examples of basic 
rates elsewhere were cited: Al-| 
bania 5¢; East Germany, 7.2¢; West | 
Germany, 4.8¢; Austria, 5.8¢; Bel- 
gium, 4¢; Denmar’, 4.3¢; France, | 
4.3¢; Hungary, 4.9¢; Norway, 4.2¢; | 
Netherlands, 5.3¢; Sweden, 4.8¢; 


If you’re out of town » 


FLY your work to Bundscho! 


Here Type Can & Seave You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago ! 


Switzerland, 4.6¢. Unlike the, 
American, who can mail a letter | 


San Jose 


Yes, San Jose "pays off every time’ when you use 
the Mercury and News! In category after category, fig- 
ures show San Jose high above national average! And 
better than $100,000,000 of new industrial activity is 
pouring in to make San Jose more than ever the “heart 
of California's Second Gold Rush”! 


Matching San Jose's tremendous 
growth is the Mercury and News, with 
circulation gains of 33 per cent in a 
So investigate the combination 
that “‘pays off every time’! 


year. 
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SAN JOSE = 


Ury ano News 


Hy REPRESENTED NATIONALLY BY RIDDER-JOHNS, INC. MEMBER OF THE METRO SUNDAY COMICS NETWORK 
Index figures from Sales Management Survey of Buying Power, 1956 


Daily Circulation Now 102,500 
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day delivery in some European morning, and early afternoon every gimmicks of European service that 


cities, it says it is not correct to 
give Americans the impression that 
three punctual deliveries a day are 
available all over Europe. As an 
example, it said, as recently as 
1955, Austria was still considering 
providing daily delivery in small 
towns which previously had de- 
livery only three times a week. 
“Actually a large segment of 
America does receive thrice daily 
deliveries,” it says. “This is gen- 
erally true in large American cities, 
where carriers start out punctually 
on routes to downtown business 
sections in early morning, mid- 


GIFT SETS FOR BOYS! 


48 different SEA SHELLS, 
or 36 different ROCKS 
and MINERALS—-each $3 
per set postpaid. Card 
enciosed if desired. Two 


| business day. In the very smallest 
towns, the business sections get 
twice a day delivery. 

“The American system, it is 
| true, provides only one delivery a 
| day for the vast residential area of 
the nation. The question of whe- 
ther two deliveries would be ad- 
visable has been considered seri- 
ously. 

“However, to afford the addi- 
tional delivery a day in residential 
zones would increase postal costs 
more than $100,000,000 a year, 
adding further to the already stag- 
gering near $5 billion postwar de- 
| ficit.” 

} 

‘. Through improved transporta- 
jtion schedules, under revisions 
|made by department officials since 
1952, more mail is arriving at post 
offices in the very early morning 
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Postal officials displayed little} needs to be done “to overcome the 
the American system does not interest in the experiment with neglect and obsolescence of many 
have, the department said. |mail boxes on European buses| years that marked the postal serv- 
One such gimmick is a device|which had been reported in some|ice in 1952.” 
}on letterboxes which is changed| magazines. They feared there! It says 46 out of 52 recommen- 
“by the carrier to indicate the time | would be too many accidents. In-| dations by the Hoover Commis- 
of the next mail pickup. Restyling | stead they mentioned special mail|sion have been accepted by the 
existing U.S. letterboxes for such|depositories which have been|department and that 37 are al- 
a gimmick might run into millions | placed by U.S. postmasters in of-| ready in effect. 
of dollars, and there is a serious|fice buildings and other strategic! One important change has been 
question whether it is better than | locations, “depending on the per-| the decentralization program, tak- 
| the permanent notices on the front|sonality and requirements of the/ing operational responsibility out 
of American mail boxes, which | individual community. of Washington, and placing it in 
give pickup time at a glance and | 15 newly established regional and 
‘require very little maintenance, the = “It should not be assumed from 91 district offices. “Better man- 
‘department argued. all this, though, that the American agement and improved service 
postal system is without mechani- have resulted, and this infant pro- 
® As to pneumatic tubes, the cal improvements,” the statement gram, given time, will provide a 
statement noted they had been asserted. “Among the many that great many more improvements 
tried for many years in New York. | have been found to be practicable in the future,” the statement con- 
“However, as the mail volume in- for the American system are, for! tends. 
creased, the high cost of that op- example, snorkels or chutes out 
eration, the mechanical difficulties | of the mail box for the convenience | » Through the introduction of new 
that it posed, and the availability of the American depositing mail fiscal procedures, postmasters have 
been relieved of onerous financial 


weeks delvy. (speciat:| hours. “This provides same-day of more efficient means of trans- | from the family car.” 
Six sets same address|delivery for mail which formerly | portation forced the Post Office 


SHELL COVE 


een 252, “, we. over until the following day. 


into the picture when comparing | but not today.” 


All of Army Times Publishing Company’s facilities now are devoted 
to expanding the editorial coverage, and increasing the circulation of 
Tue REGISTER—the weekly magazine of professional interest to the 
most responsible officers in the Services. 


77-YEAR OLD | 


ARTICLES BY internationally famous writers on military planning, 
scientific advances and the world political scene, provide authoritative 
information and thought-provoking reading for the group which sets 
our national defense policies and administers a budget of 35 billion 
dollars. 

EXCELLENCE of editorial content exerts strong influence on this most 
important group in Government. Advertised in THE REGISTER your 
story gets behind doors you cannot open. In addition, readership 
among this group’s families permits advertisers of consumer goods 


4 to reach high-income, pace-setting leaders. 
CIRCULATION has doubled within the past year and will redouble in 


* the next few months. This is evidence of the need 
al | iy ( ) r ’ Pp Tue Recister is filling, as top policy-makers 
g | l 


find that it stimulates their thinking and their 
IS NOW AFFILIATED WITH 


army times 


publishing co. 


climbs. But . . . current low rates (Rate Card 
ARMY TIMES PUBLISHING CO: 2020 M St., N. W., Washington 6, D.'C. 


56-B) are offered to advertisers who place con- 
tracts before December 31, 1956, with rate pro- 

U. $. OFFICES: CHICAGO, (STote 2.9564); DETROIT, (WOodword 3.5750); MONOLULY, (Phone: 93.1035); 

LOS ANGELES, (WEbster 4.4355); MIAMI, (Phone: 9-1403); NEW YORK, (MUrray Hill ‘7 .§552); 


tection guaranteed throughout 1957. Alert adver- 
tisers will reap a harvest of bonus circulation. 

PHILADELPHIA, (Kingsley 6.3640); SAN FRANCISCO, (EKbrook 2.0288). 

FOREIGN OFFICES: FRANKFURT, LONDON, PARIS, ROME, TOKYO. 


OUR SPECIALISTS in the military field can show 
you how to put your story before this powerful 
market. Contact the nearest Army Times office 
listed below for sample copies, market potential 
for your product, circulation data and rates. 


_ In a discussion of the improve- and bookkeeping chores, and have 
$15). | would come in later, and waited Department to abandon the opera-| ments which have been introduced peen freed to devote more time to 
tion. The fact is that they were into the department recently the improving service. The need for 
Cost and revenue factors enter | useful when the volume was small, | statement says present postal of-| fisca] changes was demonstrated, 
ficials acknowledge that much still| the statement said, when Mr. Sum- 


merfield took office and asked for 
a financial report from the pre- 
ceding month's operations. “To his 
surprise he learned that the latest 
such report available was 18 
months old,” the statement ex- 
claimed. 

Under the new system modern 
punchcard checks and equipment 
have been introduced, replacing 
old-fashioned methods of handling 
payrolls. And the daily job of ac- 
counting for the department’s vast 
money order operations is now 
centralized in a new Kansas City 
money order center, “a marvel of 
efficiency, using the most modern 
electronic equipment.” 


® New transportation policies have 
also been introduced, the depart- 
ment contends. Though the num- 
ber of trains carrying mail had 
been reduced from 19,404 in 1925 
to 5,062 in 1953, mail movement 
was still almost entirely dependent 
on rail. Under the new policy, rail 
is retained where it meets the 
need; but truck, tractor-trailer, bus 
lines, highway post offices and 
regular cargo carriers are all used 
in an effort to speed traffic be- 
tween post offices in the early 
hours of the morning, to assure 
delivery on the day of arrival. 
With no new post offices built 
since 1938, and the mail load up 
more than 100% since that time, 
buildings were overcrowded, and 
facilities were ill-suited for han- 
dling vehicles. Through a new 
lease-purchase program, private 
landlords were authorized to build 
1,300 new structures, and a five- 
year program was developed to 
build 3,500 more buildings and to 
enlarge and modernize 2,500 other 
government-owned buildings. 


s “Outmoded equipment is being 
replaced. Modern conveyor lift 
trucks, machines to tie mail, new 
fluorescent lighting and air condi- 
tioning have been among the many 
improvements,” the Post Office 
says. 

“A new postal fleet of light, es- 
pecially adapted vehicles speeds 
mail between post offices. These 
vehicles were unknown in 1953. In 
addition, bicycles for letter car- 
riers, three-wheeled motor scoot- 
ers, hand-pushed golf-caddy-type 
carts for carriers speed the de- 
livery of the mails.” 

The statement says it would 
take a good sized book to list the 
many direct improvements in serv- 
ice to patrons. Certified mail and 
combination mail were mentioned. 
Also the elimination of the old 
requirement that sealed parcels be 
marked “open for inspection.” As 
“another symbolic change,” old 
scratchy pens in the post office 
were replaced with ball point pens. 


s Turning to the future, the state- 
|/ment says the department is hard 
‘at work, anticipating the kind of 
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GERALD A. WAINDEL is joining U.S. 
Advertising Corp., Chicago, as a 
vp and account executive for Wil- 
son Sporting Goods Co. Nov. 12. 
He formerly was director of ad- 
vertising and public relations of 
Associates Investment Co., South 
Bend, and subsidiaries. 


“plant” that will be needed to 
handle a 75 billion piece load by 
1965. Automatic mail facing ma- 
chines, automatic sorting with elec- | 
tronic scanning, self service equip- 
ment (such as automatic stamp 
dispensers) are coming into use. 
At the National Bureau of Stand-| 
ards, comprehensive studies are 
under way dealing with the appli- 
cation of automation to the postal 
service. 

Through internal staff groups, | 
and the suggestions gathered by 
38.000 postmasters, the department 
believes it has a “vital source of 
creative ideas for new services.” | 

“Meanwhile,” the statement con- | 
cludes, “the postal administrators | 
today recognize that they face} 
clear-cut limitations. 


s “It is necessary, for example, to 
face the fact that a modern 1956 
postal service cannot be produced | 
by energy and administrative 
achievement enly, especially since 
the postal service today is still 
operating on a revenue structure | 
almost a quarter century old. 

“To illustrate: one of the basic 
needs is for a modern postal plant. 

“The new leasing program, to-/| 
gether with lease purchase activi- 
ties, is giving the Post Office De- 
partment some new buildings. 
What is being provided is a rela- 
tive drop in the bucket. With a 
realistic rate structure, plans could 
more easily be developed—unen- 
cumbered by postal deficits—to/| 


} 
* Easy te Ship, Shape, Hang end Drape 
FREE! Colored idea Booklet Show- 
ing 10 New Weys Te Use Loge 


| 


| provide the postal plant America| AFTRA Cites ‘NBC Theater’ 


really needs for the future. 

“Further service improvements, 
| generally speaking, will require 
| realistic revenues. 

“Like any other business type 
operation, the Post Office Depart- 
;}ment cannot be expected to op- 
‘erate at maximum efficiency if it 
is losing money hand over fist. 

“To move further ahead it must 
have the proper tools in the form 
of a proper postage structure and 
realistic postage rates.” 


| 


T he Only Exclusive Gas Heat- 
ing Magazine for the Dealers, 
Wholesalers, Gas Utility 
Heating Men, and Manu- 
facturers who have Equip- 
ped 8 Million Homes with 
Central Gas Heating and 
20 Million Homes with 
Gas Water Heaters. 
Write for full facts: 


The American Federation of 
Television & Radio Artists of Los 
Angeles has awarded the “NBC | 
Matinee Theater” its Certificate of 
Recognition on the series’ first 
anniversary for “its major contri- | 
bution to the television industry.” | 
The citation noted that in one} 
year the program has provided 
employment for 1,267 actors in 2,- 
325 roles. It said this broke all 
employment records in television 
history for a similar interval. 


Wisconsin dealers 


“push” your product 


g 


..sWHEN YOU SUPPORT THEM IN THE 
LOCAL PUBLICATION THEY PREFER! 


4 to 1 prefer WISCONSIN AGRICULTURIST 
neg A 15.0% : 
alte, Bs rnerenencesruoitsnvscance 


WISCONSIN DEALERS know that 9 out of 10 of the best 
farm families in their trade territories read and depend on the 
Wisconsin Agriculturist for all kinds of information, including buying 
information. That’s why they are so willing to “‘stock up” 

and ‘“‘push” the products pre-sold for them by advertising in this 
exclusively Wisconsin publication. They know their extra selling efforts 
and your ads will pay off. The Wisconsin “‘Ag”’ is the only 

publication that can give you such complete coverage in one of the 
nation’s richest farm markets. Income is close to $1 billion, 
more than half of it is dairy cash spread 


evenly over the entire year. Write us 
for facts that will help you sell Wisconsin. 


WHY READERS 
PREFER THE “AG" 


“It gives us specific information 
about our specific problems. I 
especially like the Homemaking 
Depart ment but the publication 
is a big help to me, tdo, in en- 
abling me to discuss farming 
intelligently with my husband 
and our neighbors.”” Mrs. Louis 
Huscka, Rock County, Wis. 


riculturist 


AND FARME 


RICHARD &. PIERCE, PUBLISHER 
RACINE, WISCONSIN 
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Agency Advances Reeves 


Jack M. Reeves, an account ex-. 


ecutive with Ketchum, MacLeod 
& Grove, Pittsburgh, has been pro- 
moted to account supervisor. 


Somebody should teil her adout 


non-gliare TRU-SITE 
Just a pity glass has so much glare, 


with NonGlare TRU-SITE glass 
and so should you. 


‘Life’ Amasses 
History Aplenty 
in Twenty Years 


Perilously Successful at 
Start, It Now Has 19% of 
Magazine Ad Revenues 


New York, Nov. 8—Life, which 
celebrates its 20th anniversary 
Nov. 23, can look back on a num- 
ber of “firsts.” 

It started off—involuntarily—by 
giving its charter advertisers an 
enormous free ride; the initial 
| guarantee was 250,000 and the cir- 
|culation averaged out at 1,195,202. 
| Life was the first magazine to 
come up with the audience con- 
cept; in 1938 it brought out the 
first “continuing study of maga- 
zine audiences,” indicating an 


| 


|average issue was read by 17,300,- 


v00 persons. 
It was the first book to measure 


accumulative audience; in 1950 it) 
published “A Study of the Accu-| 
mulative Audience of Life,” which 
measured the number of people) 
who read one or more of 13 issues | 


of the weekly. 

Life pioneered in meeting the 
year-end ad slump when it com- 
bined two issues in one (Christmas 
and New Year's, 1955). The com- 
bined issue attracted 43 pages of 
advertising. This compares with 
20 pages of ads that ran in the 
Christmas, 1954, issue, and 16 
pages of advertising in the New 
Year’s number, 1955—a total of 36 
pages. 


8 Life’s first issue—dated Nov. 23, 
1936—carried 38 pages of advertis- 
ing, worth $64,500, and sold 466,- 
000 copies. Today’s average issue 
contains about 90 pages of adver- 
tising, werth about $2,600,000, and 
circulation is more than 5,700,000. 

In 20 years, Life has run some 
62,000 advertising pages—about 60 
pages an issue—worth $1.25 bil- 


_ HANKSCRAFT 
DISPLAY MOTORS 


Hankscraft 1240-16 motor with 


... SELL MORE 


Beer“ 


This heads-up display is getting plenty 
of votes — and sales-provoking attention 
— for Regal Pale Beer. Everyone 

agrees that motion moves merchandise. 
That's why you'll find so many famous 
names in action with low-cost trouble-free 
Hankscraft display motors. They 

operate for weeks without attention — 
and on ordinary flashlight batteries! 


TAKE HOME A 


REGAL 


en; aw 


p Paeee | 


special 


brocket for second motion is operated by 


6-volt lantern battery. 


Free Book! 16 poges of detailed information 


and drawings on 11 bosic Monkscraft 


motor applications and free engineering service that 


will help you plon the most effective 
your display. 


SIX PACK 
Pag | 


*Displey designed for Regal Pole Brewing Co. 
by Dealer Soles Builders Co., 
Son Francisco and Chicago 


THE HANKSCRAFT COMPANY, Reedsburg, Wis., Dept. AA-11 


models, special 


animation for a 


THE HANKSCRAFT COMPANY 


REEDSBURG, WISCONSIN 
Soles Offices in these principal cities 


cHIcCaGO 


© PHILADELPHIA * MINNEAPOLIS * NEW YORK * DALLAS 
TORONTO (Ontario) SAN FRANCISCO (Erioch lee Compeny) 


Please send me FREE monvol on Honkscroft Disploy Motors. 


Advertising Aye, November 


12, 1956 


Year 


1956 (Ist 6 months) .............. 


Life (Domestic Edition) 


4,939,112** 
5,369,314 

5,381,942**** 81,783,034 
5,298,949 
5,325,656 
5,473,330 
5,561,266 
5,603,875 
5,714,310 


* In 1942, for the first time, Life led all magazines in od revenue. 

** In 1946, Life’s newstand price went up from 10¢ to 15¢. 

*** In 1947, Life first led all other national advertising media in ad revenues. 
**** In 1948, Life's newsstand price went up from 15¢ to 20¢. 


Ad 

pages 

97 
2,224 
2,906 
3,550 
3,880 
3,798 
4,053 
3,814 
4,294 
4,197 
4,398 
2,330 


Gross ad 
revenue (PIB) 
$ 174,588 
4,407,986 
27,369,394" 
56,517,804 
75,872,312*** 


91,519,576 
96,897,749 
109,708,903 
114,035,747 
121,002,776 
68,650,000 


lion. 

The free ride advertisers got in 
Life’s first year of publication 
prompted the magazine to send 
this letter to charter subscribers: 

“Life is losing $2,500,000 this 
year—$50,000 a week—but we are 
losing it cheerfully. We never ex- 


And certainly we can have only 
gratitude to our advertisers for the 


|is losing money only because of 
the tremendous expense we have 
assumed in our struggle to print 
onough copies to meet the demand; 
land so we might say that Life’s 
|loss is paradoxically the measure 
of Life’s success.” 


s Five months after Life was 
launched—in April, 1937—Henry 
Luce appeared at a meeting of the 
American Assn. of Advertising 
Agencies and said: 

“I ask that you shall appropriate 
over the next ten critical years no 
less than $100,000,000 for the pub- 
lication of a magazine called Life. 
You cannot escape a reply to this 
question. We will not let you. We 
will keep hammering persistently 
on your doors, asking for the mon- 
ey week after week. You will 
either give it to us, or you will not. 
If you do, there will be Life. If you 
do not, there will be no Life.” 

Sixty days after this, Life an- 


of 1,600,000. (Today a b&w page 
costs $21,775; a four-color page 
$37,651.) 


nounced a b&w page rate of $5,- | 
700 for 1938—based on a guarantee | 


This rate was 280%. 


higher than the initial rate. But by 
the end of °38, a circulation base 
of 2,000,000 was surpassed. In 1939, 
the magazine doubled the 1938 ad 


| revenue and page total. 


s The “accumulative audience” 
study in 1950 was followed by “A 


pected to make a circulation profit|Study of Four Media” and “A 
selling a 35¢ magazine for a dime.|Study of Duplication,” made, as 
|were the earlier ones, by Alfred 
|Politz. These covered accumula- 
|support they have given us. Life|tive audiences of Life and other 


media. They put Life’s single issue 
audience at 26,450,000—or 22.1% 
of the U.S. population ten years 
old or more. This figure, the 
studies showed, increased to 73,- 
050,000—61.1% of the population 
—over the course of 13 issues. 

Life’s first issue carried a mast- 
head showing three advertising of- 
fices—in London, Paris and New 
York. Today there are 22 such of- 
fices in the U.S. and 17 outside the 
country. 

After World War II—a period 
which saw Life become first in 
weekly circulation and first in ad- 


masonry building 
singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorialiy. 


5 So. Wabash, Chicago 3 


The Roanoke newspapers dominate the entire 
16-county Roanoke market area. No other news- 


“We know our goods are only partly sold when 
we put them in the stores. Advertising in the 
Roanoke Times and World-News, with their broad 
coverage of the area, has helped us greatly in our 
merchandising efforts." 


age in this key market of 
western Virginia. 


papers have significant cover- 


Write for details to: 
FERGUSON, WALKER COMPANY 
National Representatives 


THE ROANOKE TIMES 


THE ROANOKE WORLD-NEW: 


ROANOKE VIRGINIA 
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vertising revenue—a long-range 
program was decided on which 
aimed at increasing capacity and 
expanding circulation. The pro- 
gram is said to have represented 
an investment of $50,000,000, 


“shared by Time Inc. and sup-| 


pliers.” 


s “About 1949,” says Life today, 
“the full effect of the program be- 


gan to be felt. There was marked | melodic similarity to part of en Forman Distilling Co., Louisville, 
improvement in the production | popular song, “The Happy Whist-|/has joined Fletcher D. eter 
quality of both editorial and ad-|jer.” Song Ad said this was due Inc., New York. 


vertising pages. Closing date re- 
quirements were moved up to 
benefit advertisers and agencies. 
The magazines were printed at 
near newspaper speeds—made 
possible through improvements in| 
ink-drying and press speeds.” 

Merchandising, which Life dates 
from 1937, when some 200 stores 
tied in with an editorial story on | 
“veil hats,” increased to the stage 
in 194i at which the magazine set | 
up its own merchandising pro- | 
gram. After World War II, a field 
force of young war veterans was | 
set up “to reactivate Life’s pro- | 
gram of emphasis on the point of | 
sale importance of national adver- | 
tising. 

“One payoff to Life’s selling 
power at the retailer level,” the 
magazine reports, “was early ad- 
vertising leadership in the con- 
sumer classifications—food, drugs 
and toiletries, liquor, home fur- 
nishings and household equipment 
and supplies. By 1947, Life’s ad 
revenue not only surpassed that of 
every other magazine, but also that 
of the major broadcast networks.” 


s In 1955, Life’s percentage of 
general magazine advertising rev- 
enues came to 19.5%. The figure 
for the first half of this year was 
19.4%. Last year the magazine led 
in 15 PIB classifications, including | 
apparel, beer, wine and liquor, 

drugs, entertainment, toiletries and 
food. | 


Miller Publishing Shifts 2 


James W. Miller, formerly as- 
sistant manager of the Kansas City 
office, has joined the New York 
office of Miller Publishing Co. as 
an advertising sales representa- 
tive. Thomas E. Letch, formerly 
on the editorial staff at the com- 
pany’s Minneapolis headquarters, 
has been transferred to Kansas 
City as assistant manager. 


Are Premiums 
A Headache? 


Do you get a slightly helpless 
feeling each time you plan a 
premium offer? 

Do you have qualms about se- 
lecting premiums ... do you 
know the sources for pre- 
miums and how to actually 
buy the merchandise? 

Do you know how to test 
premiums... and what to do 
with left-overs? 

Important answers to pre- 
mium problems appear in the 
December issue of ADVER- 
TISING \REQUIREMENTS 
(off press’ Nov. 19th). Turn 
to the story “Operation Of A 
Premium Department” for an 
exclusive AR inside tour of 
one of the country’s leading 
premium departments. 

If you’re not an AR subscriber, 
start a year’s (12 issues) trial 
with the December issue. 
Nothing else like AR any- 
where. Covers everything an 
adman must do except buy 
time or space. Clip this ad, 
attach $3, your name and 
address, and mail today. Your 
money back if you’re not 
fully satisfied. 


Advertising Requirements [| 

The Workbook of Advertising | 
Management | 

200 E. Illinois St., Chicago 11 


| 


Song Ad Film Settles Suit 
Song Ad Film-Radio Produc- 
tions, Hollywood, has made an out- 
of-court settlement of a legal action 
against San Francisco Brewing Co., 
its agency, Batten, Barton, Dur- 
stine & Osborn, several radio sta- 
tions, and Song Ad. The suit was 
based on the charge a current 
commercial on tv and radio for, 
Burgermeister beer contains 


to an inadvertent ad-lib passage | 


by one of the artists used. The 


claim was settled through repre- | 


sentatives of Lloyds of London In- 
surance Co., with which Song Ads 
has a policy protecting clients in 
matters of this nature. 


Durrell Joins Richards 


Raymond Durrell, formerly pub- | 
allic relations director of Brown-/ 
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America’s FOREMOST Toy TRADE publication! 


2 aun Gan aun eam came a> ane Gate Gren aie eae axe cam cons ann cil 


' HEADQUARTERS FOR TOY 


McCREADY PUBLISHING 
71 W. 23rd hw. Y. 1S 


MARKET INFORMATION! 


Which One Sells More Eggs? 


YOU CAN ALMOST 
HEAR THE CACKLE 


Some proud Rhode Island 
Reds just laid these eggs. Fresh? 
Fresh as today’s news. Big. 
Thick-shelled. The kind of 
eggs that you're proud to serve 
sunny side up or put into 
a fancy cake. They cost a little 
more per dozen, but they're 
a lot more egg! 


You Can Almost Hear the Cackle 


Some proud Rhode Island Reds just 
laid these eggs. Fresh? Fresh as today’s 
news. Big. Thick-shelled. The kind of 
eggs that you're proud to serve sunny 
side up or put into a fancy cake. They 
cost a little more per dozen, but they're 
a lot more egg! 


ea reece ee 


‘Diew's an ordinary way of putting type 
together—very little more than correct spelling and a 
few punctuation marks. Then there’s the creative ap- 
proach to typesetting as practiced by members of the 
ATA. It costs no more to set type right. You’ll get back 
more from your typography with the ATA approach. 
Try one of our members listed on this page. Make them 
read what you say; set it right by ATA! 


It Pays to Set Type Right 


da 


= YA 
na ama ea a a 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 
. M. Bundscho, inc. 

¢ Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, ©. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O 


Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N, Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typogtaphers, Inc. 
Atlas Typographic Service, Inc. 
Centre] Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T Edwards Typography, Inc. 
Graphic Arts Typographers, Inc 
Huxley House 

imperial Ad Service 

King Typographic Service Corp. 
Linocraft Typosraphers, Inc. 
Master T: pe Company 

Chris F. } sen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 

Royal ag cca Inc. 

Frederick W Schmidr, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc 
Kurt H. Volk, Inc. 


peace on “y 


Barton Pre 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 


PORTLAND, ORE. 
Paul O. Giesey Typographer 


ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey’s 
TORONTO, CANADA 

Cooper & Beatty Limited 
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Perlman Adds Account 

Dee Sportswear Co., New York, 
manufacturer of men’s knit shirts, 
has appointed Philip J. Perlman 
Associates as its first agency. . 


Test and 
know the 
Pittsburgh 


market... 


Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
© Opinion Surveys 


Market Survey Bureau 
2 GATEWAY CENTER, PiTTSBURGH 22. Pa. 
Court 1-0220 


Department Store Sales... 


Bad Weather Slows U.S. Sales 2% 


WASHINGTON, Nov. 8—Bad 
weather—including fog, rain and 
snow in many parts of the nation 
—helped slow down department 
store sales in the week ending 
Nov. 3. According to the Federal 
Reserve Board, the U.S. total ran 
2% behind 1955 for the U.S. Sales 
for the four weeks to that date 
showed no change, and for the 
year to that date they were 4% 
ahead of 1955. 


8 Three of the 12 FRB districts 
showed gains for the week: Min- 
neapolis, 8%; Dallas, 1%, and San 
Francisco, 5%. Kansas reported no 
change. The remaining districts all 
recorded losses as follows: Boston, 
5%; New York, 5%; Philadelphia, 
9%; Cleveland, 7%; Richmond, 
4%; Atlanta, 4%; Chicago, 5%, and 
St. Louis, 1%. 

Detailed breakdown of these fig- 
ures is not yet available. Sales 


for the two weeks prior broke 

down as follows in the 12 districts: 

% Change from ‘55 

Week Ending 

Federal Reserve Oct. 
District, Area, and City 


UNITED STATES . 
Boston District 
Metropolitan Areas 
Downtown Boston ............ 
Suburban Boston .. 


Springfield ............... 
Providence 
New York District ...... 
Metropolitan Are 


err wun 


Pi+tld 


Philadelphia District . 
Metropolitan Areas 
RII ethidinnnetastesdgenssnans 


+ 
3 


Department Store 
Sales Barometer 


Change from 1955 


Week Ended 


—2 
we Nov. 3, '56 


Jan. 1 to 


Nov. 3,56 | J+ 4% 


Trenton . a 
Lancaster .......00---. 
Philadelphia ... 


Downtown Los Angeles 
Westside Los Angeles .... 


11+ 


CURIE WOe eK wonme 


San Francisco City 
Oakland City ............. 
San Jose ............-- : 
Salt Lake City 
Seattle .......... 
Spokane ......... 
|r—Revised. 
*..Data not available. 
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|Petry Introduces New Form 
Edward Petry & Co., radio-tv 
|station representative, New York, 


é has introduced a shortened and 


simplified confirmation form to 


35 take the place of the longer, more 


Cleveland District .. 
Metropolitan Areas 


~~ § 
—10 | 
— 1} 


involved contract form. The re- 
vision was made to save paper 
work and time for broadcast buy- 
‘ers and sellers. Many of the 
lengthy provisions that appear on 
the old form have been eliminated 


+ %|\by the substitution of a single 


A sentence stating that the “station 


4{/has confirmed your order or re- 
6 visions, subject to the terms and 
3'conditions of the standard Four 
* A’s and NARTB contract and sta- 
} tion rate card.” 


8 

, Establishes Melmac Center 

« American Cyanamid Co., plastics 
& resins division, has set up a Mel- 
| yo Mac Dinnerware information cen- 
419 ter in the division’s New York of- 
— 7 fice. Open for inspection by current 
— 1 and prospective molders, writers, 
editors, etc., the center displays 
the different kinds of Melmac din- 
nerware produced by various 
molders under their individual 
brand names. Also displayed are 
137 color chips denoting the Mel- 
mac colors used during the past 
year, photographs of table settings 
and examples of Cyanamid adver- 
+ 8 \tising and publicity on behalf of 
— 1, Melmac. 


r) 
+" Gordon Adds Cheese Club 
+1:| Marvin Gordon & Associates has 
been appointed to handie advertis- 
+4\ ing for the Cheese-of-the-Month 
4 6|Club. Both are in Chicago. The 
cheese campaign is scheduled to 
begin during the Christmas gift- 
buying season and will appear 
in national consumer magazines 
: throughout the year. 


7% 
Wheeling-Steubenville _. + 
Richmond District ................ + 
Metropolitan Areas 
Washingt 4 
Downtown Washingto - 


4 
4 
+ 


+? 


Metropolitan Areas 
UID | enitsctanisesonisnenlaninemnoegen 


1. 


(I EE 
St. Leuls District .... 
Metropolitan Areas 


+ 
+ 
+ 
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Minneapolis District 
Metropolitan Areas 
Minneapolis-St. Paul 


+ 


Minneapolis City 
GR DD eemsewee 
Cities 


+ 


++ 


Kansas City District 
Metropolitan Are. 
Denver .......-.00000+- 


+2 


= 
+++ 


Oklahoma City ... 


MAGAZINE CLASSIFIED 


+ 


+++ 
Bm ce eat weno Buen on wee 


+++ + 


. . . and more than 2 million 
people live in the ENTIRE 
area covered by KTNT-TV 


..- and what's more — 


Only KTNT-TV has all five 


Of all the television stations in the 
rich Puget Sound area of Washington 
State, ONLY KTNT-TV covers all five 
of the following major cities in its 
“A” contour: 


@ Seattle 
@ Bremerton 


Sho Boy, Sho, We Got Roto 


And Mr. Cuneo, the Great and Colorful Printer, 
Gets it Up for Us... It’s the Family Weekly .. . 
Roto in Full Color with Food News, Children’s 
Stories, Special articles for 
Women. 

And, in addition to our 
Roto Family Weekly, we 
also print our own popular 
Florida Magazine every 
Sundoy . . . Featuring a 
Man of the Week, in Cor- 

the Cover Every 
Sunday. 


Features like these give 
us a road block in Central 
Florida, keeping out all 
big sheets like Miami, 
Jacksonville, Tampa. 


We have them beat — combine all their readers 
in our five counties and we lick them four to one! 
How many people here? — 400,000. 
They spend $500 million a yeor. 
ORLANDO [FLORIDA]; SENTINEL-STAR 


Martin Andersen, Editor & Sole Owner & No. 1 Galley Boy 


National Representatives Burke, Kuipers & Mahoney 


“A” contour area contains OVER HALF of the 
lation of Washington State and accounts 


® Tacoma @ Everett | cou 
for OVER HALF the retail sales of the stote. 


@ Olympia 


— 4 ee ee sai oo 
Tacoma, and the Puget Sound Area” CHANN 
«316,900 WATTS 
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TRANSFORMATION—The new Lester 
Harrison building at 210 E. 50th St. 
was fashioned out of two old 
brownstones. 


Harrison Broadens 
Account List Beyond 
Style, Catalog Fields 


New York, Nov. 7—Lester Har- 
rison went into business for him- 
self in 1929. It was not a particu- 
larly propitious year to launch a 
business, but his agency is still 
around today. 

While Lester Harrison Inc. did 
not grow as large 
as the agency 
Mr. Harrison left 
(Grey Advertis- 
ing Agency), it 
has had its share 
of success in two 
specialized fields 
(fashion and re- 
tail catalogs), 
and today it has 
something even 
Grey doesn't 
have—its own 


Lester Harrison 


building. 

The Harrison agency recently 
took over two old brownstones on 
E. 50th St. The interiors and ex- 
teriors of the buildings were vir- 
tually wrecked—and then modern- 
ized for agency living. In place of 
the stone front is the glass facade 
which has become ubiquitous on 
Park Ave. 

Installed in its new quarters, the 
agency is looking for new business 
—the non-Seventh Ave. variety. 
Although Mr. Harrison emphasizes | 
that “good fashion know-how is | 
important for any agency,” he is 
interested now in broadening his 
account base. 
® Diversification already has be- | 
gun to set in. In addition to its long | 
string of fashion accounts (nota-| 
bly Teena Paige dresses, Bam-| 
bury coats for girls, French Hand-| 
bag Industry, McMullen classics 
and the Lace Institute), Harrison 
is handling three insurance ac-| 
counts (American Fidelity & Cas-| 
ualty, American Plan and Markel 
Service), Harriet Hubbard Ayer 
cosmetics, General Services Ad- 
ministration, Schroeder Co. (real 
estate) and Transogram toys. 

In all, Lester Harrison Inc. has 
about 55 active accounts, employs 
30 persons to service them and) 
expects to bill $1,500,000 this year, 
despite the recent departure of | 
Sam Chernow and Charles Stone) 
with some $350,000 of business 
(AA, Sept. 24). 


® As a supplement to agency serv- 
ice, Harrison offers clients a fully 
staffed public relations service on 
a fee basis. This department em- 
ploys six persons. Mr. Harrison | 
points out that he can do an ef- 
fective pr job for a client for the 
cost of an ad in a national mag-, 
azine. 

Mr. Harrison has, at different) 


| times, been called the “Billy Gra-| plete production -«rvices of six Official Names Bruen 
ham of retail direct mail” and “Mr. | photographic studic:. Mr. Harrison 


Twice each day, Monday through Friday (1:00- 


aes t - at 
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the new post of manager of the 
+. . , Wells Bruen has been promotedsyndicated sales division of Of- 
Catalog.” These titles stem from says the catalog division accounts from assistant sales manager to ficial Films, New York. 
the third phase of the agency’s op- | for $1,750,000 of b isiness. 
eration, its retail catalog division. | 
This division employs 30° per-| Christmas Show Set 
sons and gets out catalogs forsome| The Insurance Co. of North 
50 leading department stores, in-| America, Philadelphia, will spon-| 
cluding such giants as John Wana-/| sor “Christmas Sing with Bing” | 
maker, Gimbel’s, Hecht’s, Marshall! again this year on CBS Radio. The| 
Field, Filene’s and Burdine’s. | special hour holiday show will be | 
Harrison’s catalog production | broadcast on Christmas Eve at]! 
will run to 10,000,000 copies this;9 p.m., EST. Time was bought} 
year. The agency buys the com-| thesude N. W. Ayer & Son. 


And one con’t UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his formot or moa- 
tericl, Invasion of Privacy, Conete 
Vielotien. Accusing Agency, lient, 
Performer—anyhow, @ claim is mode. 
THEN you should hove our unique 
POLICY which is devised to take the 
sting out of the claim. This INSUR- 
ANCE is -omazingly inexpensive. Get 
oe ons rates NOW, before ony 
claim is \ 


Chicago, 
Chicago, 
That Petroleuom Town— 
One of the Top 
Refining Centers 
in the World! 


... AND | : 
CLARK SUPER 100 GASOLINE | 
SELLS CHICAGO 
WITH WMAQ’S JIM MILLS 


as Bengay, Blue Bonnet Margarine, California 
Prunes, Chevrolet, Contadina Tomato Paste, Foil 
Head 400 Beer, Gerber’s Baby Food, Hit Parad@ 
Cigarettes, Lipton Soup, Quaker Oats, Ralston 
Purina, Shinola, and Vim Vegetable Juice . . 

at an impressively low 26¢-per-thousand-listeners 
Follow the leaders, like Clark Super 100 Gasolinemi 
who really know the Chicago market! Contact NBC 
Spot Sales, and get the extra mileage for youd 
advertising dollars that the JIM MILLS SHOWS 
provides! In New York, a call to your NBC Spo@ 
Sales Representative will bring you an immediai™ 
Radio-Phonic Spot Buying audition by tclephonefiill 


JIM MILLS produces the kind of customer response 
that really takes his sponsors places. Small wondei 
that one of his sponsors, Clark Super 100 Gasoline, 
has become the largest selling independent gasoline 
in the entire Middle West! 


1:55 pm; 4:00-4:30 pm), Jim entertains, and sel/s 
to, millions of Chicago homemakers. His formula: 
popular music, humorous comment, observations 
on the local scene, and persuasive believability. 
The products he sells: everything from beer to baby- 
food, from tobacco to toiletries, including, besides 
Clark Super 100 Gasoline, such national advertisers 


| 4 
pac Radio leadership station in Chicago SOLD BY G0) SPOT SALES é 
“~. : 
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Offers ‘Expedited Service’ 
As Remedy for Postal Ills 

To the Editor: It is ironic that a 
nation so distinguished for its 
communication and transportation 
facilities should be saddled with an 
inadequate postal system as 
brought out in some of your recent 
articles. 

The difficulty seems to lie prin- 
cipally in the sorting, handling and | 
delivery of mail. Since the deterio- | 


ration of service began shortly af- | 


ter World War II, it has become in- 
creasingly apparent that payment 
of “first class” postage is no guar- 
antee of “first class” service. 

I propose that we have a new 
class of*mail called “Expedited 
Service” to be offered the public 
for 10¢ or possibly 15¢ per ounce 
affording the following features: 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


1. Absolute priority over all oth- 
er mail in handling and dispatch. 

2. Transport by the most ex- 
peditious means available, includ- 
ing air. 

3. When received ‘90 late for 
regular morning delivery, provide 
an additional scheduled afternoon 
delivery by motorcycle or bicycle. 
| 4. Offer directory service when 
needed. 

The Post Office may say that 
'these service features are offered 


| now, when a letter is sent “Air 
Mail—Special Delivery,” but this 
service costs 26¢ for a one-ounce 
| letter; it is too expensive to appeal 
'to a substantial number of users. 
What I have in mind is a popular 
price for the finest service the 
postal department can _ render. 
'Through modern advertising and 


new digplay dimensions 
get seljing action... 
at mit oo card cost! 


—sets up 


/ 
! 
I 
i 
\ 
\ 


QUEs-721 ert 


... bring to life the saleable features of 
every product you promote. No cardboard 
mounting is needed—greater economy! No limitation 
on design—infinite new shapes! No moving parts 


in seconds anywhere! 


Display specialists at Chicago Show 
are ready now, to create a 
sales-stimulating Squee-zel for you! 


EXCLUSIVE WITH 


CHICAGO SHOW PRINTING COMPANY + 2640 N. Kildere Ave. + Chicege 39 


U. 8. Patent Nos, 2555086 and 2654970, other patents granted and pending. Trad 


4 


ri Bquee-sel Regret 


oe 


promotional techniques it could be 
made to appeal to a mass market 
and pay for itself. 

There are always plenty of 
Americans who are ready to buy 
and pay for the best. It is high 
time the Post Office Department 
began to offer a type of service 
commensurate with the jet age and 
at a price in keeping with the 
American tradition of low cost to 
mass users. 

Cart D. McWape, 

Advertising Manager, Skil 

Corp., Chicago. 

7 + 
Agency Man Picks Two Items 
for ‘How Silly Can You Get?’ 


To the Editor: For your how- 
silly-can-you-get department, 
signs are showing that lawyers are 
striving mightily to take a lead 
over admen. 

Exhibit A for the prosecution, 
the AA report, Page 75, Oct. 22, of 
a Hartford lawyer protesting the 
caricaturing of their profession in 
tv shows. 

And where does this learned 
counselor voice his outraged feel- 
ings? In The BAR-fly, publication 
of the local lawyer’s union, as glib- 
ly a caricatured magazine title as 
these old eyes have ever seen. 

From the ridiculous to the utter- 
ly fantastic, a page or two later my 
favorite professional journal re- 
ports the activities of two biddies 
from Buffalo deploring the dan- 
gers to public morals in the prac- 
tice of leaving nude manikins in 
store windows—or, horrors, ac- 
tually undressing and dressing 
them in plain sight. 

It has been some time since my 
morals have been endangered by 
the real thing, but I can’t remem- 
ber the day when a manikin (or 
womanikin) aroused the beast in 
me. 

With so many serious problems 
|facing us, I am sure that these 
|people can find better ways to 
spend their time and tempers. 

I am sure, too, I can find better 
ways to spend my own time than 
writing letters like this. But, 
shucks, we must have a little fun 
now and then. 

ALLAN J. COPELAND, 

Allan J. Copeland Advertising, 

Chicago. 

. . 7 


|Cites Newark Paper's 
| Equipment for Color Use 

To the Editor: As one of the 
greatest admirers and thorough 
readers of ADVERTISING AGE, I was 
a bit pained to note the story in 
your Oct. 22 issue captioned: “Me- 
chanics Stumbling Block to Use of 
ROP Color by New York Papers.” 

I am not entirely serious be- 
cause I realize that Newark is not 
New York City, but it is part of 
the metropolitan New York mar- 
ket and the Newark Star-Ledger, a 
year or so ago, had the initiative 
and the courage to install me- 
chanical equipment to handle four- 
color advertisements. 

The Star-Ledger is the largest 
morning newspaper in the state of 
Jersey, and the second largest pa- 
| per in New Jersey. I am enclosing 
|color tear pages from their issues 
of June 14 and July 12 containing 
Heinz advertisements, of Sept. 19) 
showing Four Roses, and of June 7. 
showing Kraft, all in full color. | 

Incidentally, the Star Ledger | 
also uses editorial color on the | 
front page of their food section. 
Advertisers have given very high | 
recognition to the Star-Ledger col- | 
or, and the list of such advertisers | 
is a long one, including Kellogg, 
which proves the great appeal of 
color to advertisers, if further | 
proof is needed. 

We have, in the process of publi- 


Advertising Age, November 12, 1956 


cation, a very attractive brochure 
on color advertising in the Newark 
Star-Ledger, which will give the 
large list of prominent national ad- 
vertisers who have used the Star- 
Ledger color. 

Whether this is worthy of com- 
ment, you alone can tell, but it 
seems to me to be newsworthy, 
especially the fact that such a large 
list of advertisers interested in the 
New York metropolitan market 
have reacted so favorably to the 
only paper in a major city within 


| the metropolitan area to run color 


advertising. 

HERBERT W. MOLONEY, 
President, Moloney, Regan & 
Schmitt, New York. 

= o t 

Equation Intrigues Reader 

To the Editor: I was much in- 
trigued by an apparently statistical 
formula given in a double spread 
advertisement in the Sept. 10 issue 
of ADvERTISING Ace. The people 
who are responsible for this ad 
said that they are “happy to elab- 
orate” if anyone wants to know 
what this equation means. There 
are seven engineering societies 
sponsoring this ad but not a single 
one states the address at which 
they can be reached. It seems to 
me that this is a simple oversight 
that may prevent a number of in- 
terested people from bothering to 
find out more about these publica- 


tions and their impact, despite the | 


fact that they are all set in eight 
point type. 
I am still curious to find out 


what the equation stands for and 
would you kindly have one of the 
engineering societies disclose their 
guarded address to me. 

Drerricn L. LEONHARD, 
Director of Market Research, 
Tidy House Products Co., 
Shenandoah, Ia. 

The advertising is that of an in- 
formal group of engineering society 
magazines known as Engineers 
Joint Council. The McCarty Co., 


430 Park Ave., New York 22, 
places it. 

* « a 
Balanced Personality Needed 
for British Schweppes Job 

To the Editor: I think I read 
some time ago in AA the 


Schweppes ad by Stephen Potter 
which was a gem. That’s why you 
deserve to read also this gem of a 
clipping which I found today in 
the Times Literary Supplement. 

We require an ACCOUNT EXECUTIVE 
to work on the Schweppes Account. The 
Person, either male or female, should 
preferably have had no advertising ex- 
perience whatever, but should be of suit- 
able educational quality, have a feeling 
for contemporary life and—since the job 
of any Account Executive is a harassing 
one, a balanced personality. Starting sal- 
ary good, and prospects even better.— 
Write: Managing Director, Clifford Blox- 
ham & Partners Ltd., Lion House, 
Lion Street, W.C.1. 

The London Times, of course, 
where they may not yet have read 
your report on the Martineau-Be- 
dell dispute, and still believe that 
gifted amateurs can steal a show 
misruled by probiem-enamored 
professionals. Au relire, dear edi- 


spot representative or 


There is still time for you to 


“Stand Up And Be Counted"! 


“Stand Up And Be Counted” 


—television’s liveliest audience participation show 
—can still be purchased locally in many of your most 
important markets. But, better act fast . 


“Stand Up And Be Counted” 


—carried by 83 CBS television stations and available 
to local and national spot advertisers—has just been 
purchased in its entirety by the Hudson Paper and 
Pulp Company in the New York City market. 


“Stand Up And Be Counted” 


—1:10 to 1:30 p.m. NYT, Monday through Friday— 
is also sold out in Los Angeles and Milwaukee. 


For more details on how you can make your adver- 
tising count, don’t just stand there!—get in touch 
with your local CBS television station, its national 


Frank Cooper Associates 
17 East 54th Street 
New York 22, New York 
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Cece Anhiy - 


tor of the most spirited magazine Martini Manual Shows How 


in advertising. 


To the Editor: Thought you 


Ziv Tackles Annapolis after 

Successful West Point Coup 

Ziv Television Programs, which 
already has successfully invaded 
West Point with its cameras, will 
tackle Annapolis next. The com- 
pany is now at work on a “Men of 
Annapolis” series that will be 
ready for presentation in the 
spring. Meanwhile, the syndicated 
series already has been booked in| 
50 markets. Quality Bakers of| 
America bought the show direct} 
for sponsorship in 17 cities. Fuller 
Paint Co. and Carnation Co. signed | 
for alternate sponsorship on 14 Pa- 
cific Coast and Rocky Mountain 
stations. Carnation contracted for 
alternate weeks in three additional] 
cities, while Fuller also bought the 


age, Alaska. The other sales went 


Erwin, Wasey & Co. handles the 


series for Honolulu and Anchor-| | 


to local stations. i | 


Two Join Chambers & Wiswell 

Freeman Tilden has been named | 
an account executive and Russell | 
E. Branch has joined the copy de-| 
partment of Chambers & Wiswell, 


Boston. Mr. Tilden was formerly a 
consultant to retail stores on ad- 
vertising, merchandising and sales. 
Mr. Branch was formerly produc- 
tion manager of Dickie-Raymond. 


——- 


eg IER 


IN CANADA 
more than ?/rds 


a | 


readers of the 


TORONTO 


fi 


|might enjoy a “Martini Manual,” 
since The Creative Man was kid- 
| ding Noilly Prat (AA, Oct. 22). 


Carnation account; Young & Rubi- 
cam is the agency for Fuller. Ziv’s 
other major military production, | 


MARTIN LEDERMAN, 
Management Consultant, New 
York. 


DAILY STAR. 
80 KING SY. WEST | 


Readers Asked to Publicize 
Industrial Films in Hawaii 

To the Editor: As an added 
service to its readers, Hawaii En- 
gineer is setting up a central Ha- 
waii booking agency to secure in- 
dustrial and technical motion pic- 
ture films for showing at meetings 


of Hawaii’s engineering and trade bd e e ‘ ’ ‘ s of Jfe 
associations. Marketing Students to Get inoustrial and residential building 
Ours is the pioneer and only| Weiss’ Food Super Column 


general industrial publication (not 
a house organ) in Hawaii, serving 
the interests of all Hawaii’s archi- 
tects, engineers, the construction 
industry, and industries in general. 

We work closely with all 11 Ha- 
waii chapters of the national so- 
cieties; the two regional engineer- 
ing groups; and with the newly- 


formed chapter of the Producers’ D ‘ 
Council. high University, Bethlehem, oesn 
Your many advertising and pub-| Pa. 2 t Include Road, 
lic relations readers are invited to + ~ + Residential P rojects 
send us information about availa-| Comments on AA‘s Advertiser's A whopping total of $75 mil 
alo mil- 


ble industrial and technical motion 
pictures. 

And if Hawaii Engineer isn’t on 
their lists for normal trade re- 
leases, it certainly should be! 

Aloha Nui Loa! 

JosePpH A. MuRpPHy, 

Editor, Hawaii Engineer, Ho- 

nolulu. 


A ‘Flag’ Startles a 
Poster Character 
To the Editor: 


We pride our- 


selves in having very few “flags” 
on our poster plant, but when we 


C. B. Kasson, 
Chicago. 

The Manual referred to is en- 
titled, “It’s Easy to Make a Mar- 
tini,” attributed to C. B. Kasson & 
Beacup Photogo (1953). In ad- 
dition to the perfect recipe, it 
includes several photographs show- 
ing steps in the procedure of prep- 
aration and the enjoyment thereof. 


To the Editor: I would like your 
permission to have copies made of 
the article by E. B. Weiss in the 
Oct. 22 Apvertisinc AceE, “Is the 
Food Super a Low-Cost Retailer?” 

The mimeographed copies will 
be distributed to students in mar- 
keting classes. 

Morris L. SWEET, 

Instructor in Marketing, Le- 


Advice on Space Value 

To the Editor: Not being in the 
advertising game, nevertheless I 
like to keep up with the latest 
doings in this fascinating business, 
through the pages of ADVERTISING 
AGE. 

Does the following item puzzle 
you as much as it does me? On 
Page 62 of your Oct. 22 number, 
McGraw-Hill tells how a full-page 
ad delivers more readers per dol- 
lar than a %-page ad and Mc- 
Graw-Hill uses a %-page ad to 
tell its story. 

Joun H. MAHONEY, 

Assistant Director, Schedules 


the “West Point” series, is carried | 
weekly on CBS-TV by General 
Foods Corp. 


“SOURCE: Gruneou Research 1955 
1 Gan patie '¢ * 


As TULSA Grows-so 


... Throughout the city of TULSA 


/s still going strong... 


rows 


< 


way 


some 


{ been 


IN PROGRESS 
ATS75 MILLION 


Construction Figure 


lion worth of major non-resi- 
dential construction and heavy 
engineering projects is under 


grammed for work within the 
next few weeks. 


Size of the figure surprised 


construction activity in Tul 
especially since the amount re 
not include projects which have 


not have definit 

on pl og Starting dates. 

oo. 
these jobs were i 

‘ the total would be a ee 


Oklahoma ‘itis 


f 
; 


here or definitely pro- 


Ma, 


of the closest followers of 


announced but which do 


is highway con- 


and Tariffs, American Air- ce $100 million, but the su 
lines, New York. , aimed at determining the ps ede 
of work in progress or which def- 


Please, Mr. Mahoney, don’t ac- 
cuse anyone of being in the adver- 
tising “game,” unless you want us 
to call you folks “flyboys.” 


initely 


will be under way in the 


- a Tulse te teoding the wey te OiteRome See om . 
Cynic Is Delighted a growth. he 3 = Se —- 
To the Editor: I am compelled wre Egg oe is Ay of money ready to be : 


: con ” 
by my delight upon reading the spent in the Tulsa market crea. You will miss this 
Oct. 15 editorial, “Cynics Are Out buying power IF you don’t include The Oil Copital wd 
of Fashion,” to write you of my pers on your 1956-1957 schedules. NO chk 
do, they are really interesting! reaction to it. Solan or COVER THIS BILLION ; 


The goat on this Holly Sugar 
poster seems to be as startled as 
was our bill poster when he “got 
the eye”! 


STEVE PRICE, Chirurg Co., Boston. 
Western Outdoor Advertising . + e 
Co., Wichita, Kan. Milprint Uses Drawthinks 


Agrees with Weiss 
on Retailer Catalogs 
To the Editor: We heartily con- 
cur with conclusions drawn by E. 
B. Weiss in his article, “The Retail- 
er-Imprinted Catalog Goes Ber- 
serk,” which appeared on Page 86 
of ADVERTISING AGE, Oct. 8 issue. 
His sentiments are so entirely 
ours that if it is possible for you to 
provide them, we would certainly 
appreciate receiving about two 
dozen reprints of the article. 
CLIFFORD JACOBS, 
Merchandising Manager, Mat- 
tel Inc., Los Angeles. 


Which, for a genuine cynic, is 
really something. 
Howarp G. SAWYER, 
Vice-President, James Thomas 


As Salesmen's Aid 

To the Editor: I have noticed 
your weekly column entitled 
“Drawthinks,” by Paul Pinson, 
which I think is truly terrific. 

Now I am wondering what the 
chances are of getting some re- 
prints cf this complete course. You 
see, I would like to send them out 
to all of our salesmen as a gim- 
mick, to try to get them to be more 
specific and graphic when sending 
in requests to our art depart- 
ment... 

GLENN SONTAG, 
National Director, Art & Pack- 
age Design, Milprint Inc., Mil- 


waukee. 
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You need THE HOUSTON POST 
™ to cover the Houston market 


Houston is now first in city zone population standings 
of daily newspaper cities — 500,000 to 1,000,000. 
Current population estimate for Houston A.B.C. city zone 
is now 924,318!* Almost 200,000 more people 

than in 1950 —an increase of 26.5%. 

And which newspaper does the best job of keeping 
apace with Houston’s skyrocketing population increase? 
That's easy. The Houston Post. It has the largest 
circulation gain since 1950. Up-date your thinking on 
Houston where the trend to The Post grows and grows. 
Now — more than ever — YOU NEED THE HOusTON Post 


TO COVER THE HOUSTON MARKET! 


* Based on information obtained from city officials, city zone increase 
to 924,318 as of February 1, 1956. 
A.B.C. Publisher's statement for six months ending September 30, 1956. 


THE HOUSTON Pos 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 
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Salesense in Advertising ... 


A Disgrace to Advertising 


By James D. Woolf 
Advertising Consultant 

Lynn Baker, Inc., New York advertis- 
ing agency, issues a monthly newsletter, 
“Baker’s Dozen,” which is invariably in- 
formative and thought-provoking. I find 
in the October issue a protest, “A Disgrace 
to Advertising,” which 
should be of great in- 
terest and concern to 
the readers of ADVER- 
TISING AGE. Here it is: 

“If the advertiser of 
a manufactured prod- 
uct should grossly mis- 
represent his wares— 
and if, furthermore, he 
should fill his ads with 
smirking hints of sala- 
cious satisfactions in his product—he 
would be speedily disciplined. And mem- 
bers of his advertising profession would 
do the disciplining more effectively than 
the public authorities. 

“Yet such practices are openly tolerated 
in one sector of advertising—in certain 
printed advertisements for motion pic- 
tures. It is a small sector relative to the 
whole enterprise of American advertising, 
but it is far too large in itself, and far too 
flagrant in its practices to be ignored. 

“These practices too often consist in 
advertising a new movie with pictures 
and layout promising sexy spectacles and 
illicit revelations. No mature reader will 
take such ads seriously, but they are 
taken seriously by the impressionable 
young. Misrepresentation is added to un- 
healthy titillation, since most of the pic- 
tures so advertised, fortunately, do not 
usually provide the lascivious adventures 
promised by the ads. 


e “It is a reproach to the advertising 
fraternity that the voices which are mak- 
ing the most energetic protest against 
movie advertising are from outside our 
own business. Bosley Crowther, the re- 
spected motion picture critic of the New 
Vork Times, devoted most of his column 
to this subject on Sunday, Sept. 23, 1956. 
He selected two pictures: one about a 
pathological little girl with homicidal 
tendencies, the other about the life of a 
famous painter. Both pictures were seri- 
ous in subject matter, and technically 
excellent, with no flaunting of sex—or 
any undue emphasis upon it beyond the 
appropriate requirements of the story. But 
the advertisements for the pictures were 
lurid. For the first picture, there were 


drawings of a half-dressed woman (cor- 
responding to nothing in the film) with 
such copy as “. . . the most terrifying 
rock-bottom a woman ever hit for love.” 
For the second, the advertisements 
showed a painter tearing the clothes off 
a model, apparently in amorous frenzy, 
with such phrases as “He didn’t kiss . . . 
he crushed! He didn’t propose . . . he de- 
manded!” Mr. Crowther speculated on the 
feelings of a movie-goer who might go 
to this picture with the expectation of 
seeing a model ravished, and who would 
actually see some of the most beautiful 
color reproduction of great paintings ever 
put on film. In short, the promises of the 
advertisements for both pictures were not 
only suggestive, and salacious; they were 
also misrepresentative. 

“The examples cited by Mr. Crowther 
are not isolated. You can find compara- 
ble examples on almost any newspaper 
page carrying movie advertising. You will 
find all too little discussion of the prob- 
lem, and what to do about it, in our own 
advertising trade press. There is the 
glimmer of a beginning. ADVERTISING AGE 
for July i6, 1956, had a rather long 
article, “Movie Ads Are Worse than 
Films. . .”, but the complaint was merely 
noted from a religious publication, and 
most of the article was limited to direct 
quotes from that source. 

“This is a situation which requires en- 
ergetic correction. If this double offense 
—pandering to prurient emotions, espe- 
cially in the young, misrepresenting pic- 
tures—is not dealt with promptly and 
effectively within the motion picture and 
advertising businesses, it will sooner or 
later provoke governmental or other out- 
side action. And when that happens, the 
congenital haters of all advertising will 
be given aid, comfort, and one more ex- 
cuse for a general attack on an enterprise 
whose ethical standards, in nearly all 
other fields of advertising, are the result 
of many years of self-policing. 

“The most appropriate action would 
come from the motion picture companies 
themselves. It would also be in order for 
advertising; media to think about this 
problem. It is strange that highly respect- 
ed newspapers, who would question a 
single dubious word in a 14-line classified 
ad, will print some of the stuff submitted 
to them by motion picture advertisers.” 

By coincidence, both Mr. Woolf’s and 
Clyde Bedell’s columns this week discuss 
movie advertising. For Mr. Bedell’s com- 
ments, see Page 100. 


Looking at Radio and Television... 


Movies Can Be Beautiful Buys 


By The Eye and Ear Man 


The movies have come to television. 
With very little effort any viewer any- 
whwre can see the incredibly young-look- 
ing versions of present-day stars. The 
sl ws are often dated, ridiculous, and 
incredible, but they are all fascinating. 

Every day there is an announcement 


that one of the major companies has made 
a sale to a local station or a network af- 
filiate for the backlog of motion pictures 
prior to 1949. Every day there is an an- 
nouncement, in the television program 
listings, of an old movie that sounds fa- 
miliar and has star names that are spec- 


thinks he has seen the movie in the dim 
past, when the movie is projected he 
either doesn’t remember much, or he has 
completely forgotten the plot. No matter 
why, movies are attracting audiences, re- 
gardless of age or quality. The first indi- 
cation of this lure was in the oldest inde- 
pendently made movies—mostly turkeys 
—that were the fare of the late, late or 
early, early shows. 


= Important national advertisers are 
watching the scheduling of these films and 
buying spots in them where the price 
is right. More and more viewers are 
choosing reliable films over unknown or 
mediocre television fare. Several ques- 
tions come to mind: (1) What is the ex- 
pectancy of an old movie over normal 
television? (2) Will the networks carry 
films in prime time? (3) Will television 
get “new” or post-1949 films? 


e 1. Old movies vs. new television shows: 

As they stand now the old movies are 
considerably better than the new dramas 
—particularly the hour or 90-minute 
dramas or spectaculars. Old movies were 
made at great expense by professionals 
who earned their stripes by a series of 
box office successes. Each took at least 
a year to work out, and cost, in most 
cases, more than a million dollars. Tele- 
vision dramas generally average under 
$100,000 and are manufactured out of a 
production line that must turn out prod- 
uct every week. 

The most severe criticism of all comes 
from those who point out that television 
material is supervised by guys who didn’t 
make the grade in Hollywood or Broad- 
way and in general is excessively long- 
hair for a mass audience. Certainly the 
morbid or pedestrian plots of the hour 
or longer dramas would tend to bear out 
that criticism. 


® So far the modern tv drama and the 
old movie have not met on equal terms. 
Where they compete in prime time it is 
generally on a marginal station for the 
movies and major station for modern tv. 


However, in New York and Los Angelés 
the old movies have shown indications of 
strength which may be confirmed. 


e 2. Prime time on networks for movies: 
The entire first-rate movie library, in- 
cluding all majors, amounts to, at the 
most, 1,000 films. If one assumes that it is 
wrong to repeat these more than once a 
year, these films can only represent a 
minority of nighttime programming. 
There is also a sponsorship problem in 
that these movies run—with commercials 
—an average of 90 minutes. Few compa- 
nies wishing to maintain television fran- 
chises can afford this kind of vehicle and 
the price tag that goes with it. 
However, ABC has already established 
programming of British movies in prime 
time, and within a year or two top-grade 
American films will appear on ABC, as 
well as NBC and CBS in more limited 
quantity. Indeed “The Wizard of Oz” CBS 
experiment would seem'to be the fore- 
runner of more reguiar programming. The 
size of the pioneers’ audience will deter- 
mine the degree of future scheduling. 


e 3. New films: 

It is rumored that a deal is imminent 
with the Screen Actors Guild that will 
release more current films for television. 
Another decision must take precedence 
over that one: Should these films be saved 
for pay tv or withheld to protect motion 
picture exhibitors? 

In all probability, some method will be 
devised so that a fellow sitting at home 
can pay to get new movies or even top 
grade re-runs such as “Gone With the 
Wind.” It is, therefore, only touch and go 
as to whether new films will ever get on 
free tv. 

There is little question that good movies 
will command formidable audiences, 
Whether these audiences will be greater 
than the audiences secured to the regular 
half-hour films remains to be seen. 

The race is on and the old films are 
excellent, even though dated. Smart ad- 
vertisers will get ready to move quickly 
to this new programming as soon as the 
evidence is more conclusive. 


Just Looking ... 


“There’s a real pro!” 

Every once in a while you hear that 
expression around an advertising agen- 
cy. Usually it’s applied to creative 
people. But it fits any adman—if he’s 
good enough to deserve’ it. 

“A real pro”—what does it mean? 

It means a guy, someone has said, 
who can do a good job when he doesn’t 
feel like it, while an amateur can’t 
when he does. 

Or you might say that a pro always 
knows why he does what he does the 
way he does it. 


# Everybody from the Bureau of In- 
ternal Revenue down has tried to de- 
fine what a pro is, but nobody has 
ever really succeeded. 

Yet, everybody knows what the term 
means. 

There’s something kind of special 


By Walter O’Meara 


about it. It fits some people but not 
others: the way some men can wear a 
flattop hat and some can’t. : 

For instance, it sounds natural to call 
a newspaper man, a politician, a base- 
ball player or a copywriter “a real 
pro.” 

But it would sound silly as hell to 
say the same thing about an automo- 
bile dealer, a plant manager, or a 
building contractor. 

I’ve just read a brilliant piece by 
Steuart Britt in which he comes to the 
conclusion that advertising is more of 
a business than a profession. 

He may be right—and yet I can’t 
believe he’s wholly right. Not as long 
as admen say, with that special sense of 
approbation that no other term seems 
quite to express: “There's a real pro!” 

Maybe it’s just that advertising is a 
business run by professionals. 
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G. D. Crain Jr. Says... 


Manpower Needs Challenge 
Retirement Plans 


Norman H. Strouse, president of J. 
Walter Thompson Co., who presented 
to the Four A’s last spring a dramatic 
story of future manpower needs in the 
agency business, in the light of the rapid 
expansion of business and advertising, 
amplified the picture in addressing the 
ABC at its recent convention. 

Discussing the problem of increasing 
the total labor force to meet the needs of 
all business during the next decade, when 
a sharply rising volume will be handled 
with less than normal additions to the 
total number of workers, due to the small- 
er birth rates of the depression years, 
Mr. Strouse asserted that the nation’s 
economy is rapidly outstripping the man- 
power supply. 

Thus it is evident that finding and 
training the greatly increased number of 
people who will be needed in the fields 
of advertising and marketing may prove 
to be one of the major problems between 
now and 1965. 


= One of the questions which may arise 
in studying this subject is whether the 
mandatory retirement programs of many 
companies, tied in with their pension pro- 
grams, will have to be modified if busi- 
ness and industry come to grips with the 
great task of maintaining the army of 
workers needed to carry out their assign- 
ments in production, distribution and 
marketing. 

During the past few months I have 
talked to a number of able executives 
who are about to be retired by their com- 
panies. They happen to be in excellent 
health, and are not planning to adopt the 
rocking-chair routine when they are no 
longer connected wiih their present com- 
panies. All of them are planning to con- 
tinue work of the kind they are now do- 
ing. The only change is that they will be 
working for somebody else. 

While retirement plans have been 
adopted as a desirable method of assuring 
young blood and new and progressive 
thinking at all levels of business opera- 
tion, losses of good men may be particu- 
larly serious when an adequate number 
of satisfactory replacements is not avail- 
able. If Mr. Strouse is right, these prob- 
lems will be particularly difficult to solve 


On the Merchandising Front... 


in the areas of advertising and marketing. 


e J. Walter Thompson Co., the largest 
advertising agency in the world, has no 
formal retirement policy, and so Stanley 
Resor, chairman and chief executive, con- 
tinues to carry a heavy load successfully, 
although he is well beyond the so-called 
retirement age. The same comment ap- 
plies to James W. Young, senior consult- 
ant, who devotes about half of his time 
to the agency. There are many other com- 
panies, including important advertisers, 
who have not found it desirable to enforce 
retirement at the usual age. 

Gen. Robert E. Wood, whose aggressive 
development and expansion policies dur- 
ing the postwar decade worked to the 
great advantage of Sears, Roebuck & Co., 
was considerably past the usual retire- 
ment age when he left active duty with 
this great merchandising company. Thom- 
as J. Watson, head of International Busi- 
ness Machines Corp., who died recently, 
yas also an able business leader who con- 
ee his work for the company he 

nded until the end of his life. 

Many of the heads of leading publish- 
ing companies, whose services to adver- 
tisers must reflect understanding of cur- 
rent trends and requirements, are con- 
siderably older than the maximum age 
for retirement, according to most of the 
plans now in effect. Yet their leadership 
does not seem to have been impaired, and 
their companies appear to benefit from 
their ability and experience. 


® Many top executives are still able to 
work successfully after they have reached 
65. They usually prefer to continue on the 
job, and do not relish the prospect of in- 
activity after being separated from the 
enterprises to which they have given the 
greater part of their lives. 

Obviously those who are neither able 
nor willing to continue to work when re- 
tirement is possible should be permitted 


to enjoy the leisure they desire; but it _ 


may become a serious and important 
question as to whether all business exec- 
utives should be dismissed at 65, regard- 
less of their own preferences and the 
needs of their companies in an era of 
manpower shortages. 


There's Wasted Floor Space in 
Many New Giant Store Units 


By E. B. Weiss 
I have been contending for several 
years that the headlong rush of most of 
the chains, in most fields, toward. so- 
called one-stop giant store units of a 
junior department store type would not 
be the panacea for 
shrinking net profit 
that chain-store man- 
agement appears to 
accept as inevitable. 
In perhaps three or 
four columns so far 
this year, I have point- 
ed out that there 
aren’t as many one- 
stop shoppers as one- 
ayer stop shopping units; 
that giant store units introduced new cost 
factors while tending to shrink other cost 
factors; that the new merchandise classi- 
fications being introduced by the various 
chains were not being either bought or 
merchandised efficiently, etc. 
And I also mentioned that my own eye- 
ball survey gave me the decided opinion 


that floor space in many of these magnifi- 
cent new giant store units was being 
magnificently squandered. It appeared to 
me that sales per square foot in the newer 
store units, even helped by the addition 
of higher-ticketed merchandise not sold 
in older units, were not performing as 
anticipated. 


= Very recently, I came across some fig- 
ures that appear to bear out my eyeball 
survey. These figures appear in an ex- 
cellent study made by American Druggist 
of the new self-service store units opened 
in the newer shopping areas. (This study 
is “must” reading for anyone involved in 
the merchandising art.) 

According to this analysis, the sales per 
square foot for 1955 in the newer self- 
service units in the shopping centers av- 
eraged $72.38. For the “average” drug 
store the comparable figure is $63.96. 

At first blush, that appears to be a 
reasonably creditable accomplishment. 
Very roughly, it represents a gain of some 
15% in sales per square foot for the new 
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ESSO RESEARCH works wonders with oil 
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In our opinion, if you’re going to run an institutional advertising campaign 
explaining what you’re doing outside your own particular field, then your 
job is to make the advertising interesting—not necessarily short. Sometimes 
it’s difficult to be interesting in too few words. The interest comes from the 
explanation of how the feat was achieved, not from the feat itself. 

Here is Esso, for example, telling how its research engineers developed a 
special oi] to coat the metal of high-fashion jewelry—which, somehow, helps 
make the flawless shaping of these pieces possible. So says the copy. 

We'd like to know the trouble manufacturers of this kind of jewelry had, 
originally, in shaping it; how they possibly arrived at the conclusion that 
some kind of oil could help them—and just how this particular oil does help 
them. What’s its consistency, and why does it have to be of just that con- 


This kind of advertising is essentially story telling, and people love inter- 
esting stories well told. They don’t ask to have them served up in capsule 
form. And when an advertiser is faced with this kind of opportunity, it’s our 
opinion he ought to make the most of it. 
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self-service drug units in the shopping 
centers. 

But time and time again I have cau- 
tioned against “average” figures, because 
they tend to distort situations instead of 
revealing them. 


® So suppose we take a closer look at 
this particular figure and, in doing so, I 
do not intend any slur at American Drug- 
gist. I've already declared that this is a 
most excellent study. 

First, the comparison is, on the one 
hand, between the latest, the most mod- 
ern, presumably the most efficient, the 
best-located store units, with the best 
store managers, and watched most closely 
by home office administrative and other 
executives—and every conceivable variety 
of drug store, on the other hand. These 
“other” drug stores include old-fashioned 
stores, include some that are poorly run, 
poorly located; that are run by pharma- 
cists, rather than by merchandisers, etc. 

Second, suppose the comparison were 
between 1,500 new self-service drug units 
in shopping centers, on the one hand, and 
1,500 fine, long-established independent 
drug stores located elsewhere (with these 
latter stores not yet converted to self- 
service and not averaging as large as the 
new units or carrying so diversified an 
inventory). I should imagine that that 
would be a more fair comparison. What 
would it show? I can only guess, but it 
appears to me that, if we get a sales-per- 
square-foot total of $63.96 for every con- 
ceivable type of drug store, it would be 
Treasonably proper to assume that the 1,- 


500 top stores would report considerably 
better than $72.38 per square foot. I would 
venture to say that their figure would 
be higher than $75 per square foot. 


® Third, I am willing to settle for the 
assumption that these 1,500 top stores 
would report per-square-foot figures com- 
parable to those of the best new shopping 
center self-service stores: $72.38. But we 
must then appraise these factors: 

A. These “other” drug stores will not 
carry some of the high-ticket items car- 
ried by the newer shopping center drug 
stores, and on other big-ticket items, they 
will carry only small selections. This, of 
course, really penalizes them in a com- 
parison of this kind. 

B. These “other” drug stores, you will 
remember, are not self-service. Now un- 
der self-service display techniques it is 
usually possible to show from 25 to 40% 
more inventory, and to show it mighty 
attractively. This, then, again penalizes 
the “other” drug stores in a comparison 
of this kind and, really, this gives the 
newer shopping center units a decided 
advantage. 

C. Then, too, the shopping center stores 
have the advantage of fine parking facil- 
ities, of other stores that bring in a huge 
traffic flow, of joint promotion. They 
have the advantages of catering to young- 
er people and usually to better-heeled 
families. 

D. Finally, the shopping center stores 
really should benefit from the wide varie- 
ty of merchandise they carry, the larger 
assortments, the super-luxurious atmos- 
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The American homemaker’s life today is as colorful as the paints she 

uses to brighten her home. She wields a brush in the morning and pulls 

a lever in an election the same afternoon. In her home, her community 

and her nation, the homemaker exerts a massive influence on every facet 
of life. Among women’s service magazines, only Woman’s Home COMPANION 
conscientiously edits its pages to engage the enlightened minds of modern 
American homemakers. As a result, its pages are searchingly read. a 
COMPANION is exactly the vehicle your product message needs. ce. he mMwUCAS 


CROWELL-COLLIER PUBLISHING CO. 
640 FIFTH AVE. NEW YORK 19. N.Y. 
PUBLISHERS OF WOMAN'S HOME COMPANION. COLLIER'S 
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phere, etc. And, of course, the “other” 
stores should really lose a good deal, in 
this particular race, because they are 
not self-service—because self-service 
stores presumably sell a larger average 
ticket. 

Yet, there is every reason to believe 
that 1,500 high-rated “other” drug stores 
that are not self-service would show at 
least as good a sales-per-square foot fig- 
ure as the 1,500 best new self-service drug 
units in the shopping centers. (And I 
might add that I am. not arguing against 
self-service; I have been both its prophet 
and its ddvocate.) 

I am simply making the point here that 
when total store footage figures are 


jumped drastically, there is almost bound 
to be an uneconomic wastage factor. And 
I believe that the wastage of floor space 
in many of the giant one-stop units of 
most of the chains must make the found- 
ing fathers a bit restless! 

I am also making the point that the 
concerted rush by most of the chains to- 
ward the junior department store concept 
hardly seems to be paying off insofar as 
sales-per-square foot are concerned, I 
might add that they are hardly seeming 
to be paying off insofar as the net profit 
percentage is concerned; few chains in 
any field are showing anything remotely 
resembling dramatic increases in the net 
profit percentage. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

Movie advertising is the slippery eel 
and corner-cutter of top rank in adver- 
tising. 

I have never seen movie ads created. 
But I think, mostly, it goes something like 
this: 

They shut an ad writer (?) up ina 
cubicle of some kind with a bottle of 
absinthe and a bag of colored crayons and 
a stack of “feelthy pictures” from Paris. 
He has of course seen the movie he is 
about to advertise. 

The ad (?) creator drinks absinthe and 
looks at the feelthy pictures, until he be- 
comes emotionally upset and unstable. 

He then seizes some colored pencils and 
begins to sketch suggestive pictures, 
somewhat akin to something in the movie 
—but hopped up. It apparently wouldn’t 
occur to him to be just plain honest. If 
his nails have not been clipped recently 
by some restraining corrective outfit, 
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maybe he writes a few suggestive words, 
too. 

When the absinthe has worn off and 
emotional exhaustion overcomes the crea- 
tive colored pencil genius, he emerges 
from the cubicle and a “finish” artist 
takes over. Result? Something like you 
see here. 

Having enjoyed “The King and I” on 
the stage, and having seen Bangkok in 
reality, I was eager to see “The King and 
I”"—movie version. I kept this ad I saw 
before the movie, feeling sure that Yul 
Brynner and Deborah Kerr would never 
even approximate the illustration shown 
in the ad. 

They didn’t. 

Brynner showed as much as the ad 
shows. 

Deborah didn’t. 

The picture was good without it, as I 
expected it to be. 

Wouldn’t it be wonderful if movie ads 
started telling, constructively and intelli- 
gently, something about the movie adver- 
tised? 


New Format for the Corporation Story 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The president of a medium-size manu- 
facturing firm in the Midwest received 
some sobering counsel recently from the 
head of a firm of security analysts. The 
gist of the advice: You've got to sell your 
stock these days with the same energy 
and enterprise as you sell your products. 

On reflection, the president conceded 
that the information distributed by his 
company to the financial press, invest- 
ment bankers, security analysts and other 
financial community opinion leaders was 


scant, disorganized and unprovocative. 
He reviewed the sorry stream of recent 
handouts and found much to regret. 

Here is a company well embarked upon 
a diversification program, yet only its 
first and principal product is identified 
with it. The new, the promising products 
are unknown. Its slow but impressive 
plant expansion program story has yet 
to be told. The company’s board of di- 
rectors, yearning for heavier purchases 
of corporation stock, hasn’t given anyone 
on the outside a good reason for buying 
it. 

From time to time corporations in sim- 
ilar uncommunicative positions have at- 


tempted to capture the eye of the finan- 
cial press and the investment bankers 
with large, colorful and_ indigestible 
books about themselves. These generally 
provide the information the curious want, 
but it is buried so deep in the expressions 
of self-esteem that the fact-seeker heaves 
the tome into the wastebasket. 

With expansion and diversification on 
the tongues and minds of many, it is 
high time that corporations with a story 
to tell tackle the problem in sensible, or- 
ganized fashion. One of the most adroit 
moves in this direction was undertaken 
a few months ago by the Square D Co. 
in Detroit, where Donald H. Jensen, di- 
rector of public relations, has carpentered 
a simple four-page fact sheet for his as- 
sorted financial publics. With the com- 
pany’s sales approaching the $100,000,000 
point in 1956 and four new plants to be 
built by next year, Square D is getting 
a rash of inquiries from investment 
houses and the financial press. 

Rather than tailormake replies, Pub- 
licist Jensen whipped together a quick 
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the company’s operations, 
its officers and directors, its prod- 
ucts, subsidiaries and divisions, its staff 
and line officers (brief biographical 
sketches for each), a five-year financial 
review, thumbnail “sketches of plant 
managers and a highlight of company 
advertising complete with sample. He 
has wrapped this in his four-page pack- 
age and in it the financial practitioner 
may find everything he wants to know, 
quickly and completely. The report is of 
standard size, so the recipient has no 
filing problem. 


picture of 


® This is certainly a new format for the 
corporation story, and any concern with 
a financial story to tell could profitably 
emulate it—if only on an annual basis. 
Mr. Jensen’s address is 6060 Rivard St., 
Detroit, 11; any public relations director 
who wishes to broaden the scope of his 
usefulness to his employer should see 
the Jensen product, study it and—if the 
formula fits, as it will in many cases— 
adopt it. 


How to make ‘em 


Art Director: “Yeah, they want co- 
operation, and they usually want it 
fast. But what are you gonna do with 
those illegible roughs?” Although an 
actual art director said this recently, 
about actual copywriters, his may be 
an extreme case. With modest hope 
of bringing some writers a little 
closer to their art personnel, here are 
two more suggestions. 


1. The first easy way to took more 
like a pro is to use a soft pencil. 
Here is a typical result of using a 
pencil that is too hard to make dark 
enough lines. Scratchy effect, unclear 
communication, not so good. The 
ruled lines help make this one a real 
mess. 


2. The second easy way to look 
more professional is to use blank 
paper when making your rough. By 
contrast, here is a copywriter’s clear 
indication of a visual idea, done with 
a softer pencil on a blank sheet of 
paper. No confusion caused by hard- 
to-see scratchy figures. It doesn’t 
matter that this guy is not much 
better as an artist, for he has given 
himself the advantage by using the 
proper materials. 


A fairly clean, fairly precise indica- 
tion of what you’re aiming at will 
help the art department help you. 
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Here isa MEDAL-- 
I appreciate your 
efforts, Copywriter, to 
help expedite our mutua\ 
teanastaiagea PROBLEMS 


Next Lesson: 


look ‘professional’! 


Two easy ways to improve communicative value of your roughs. 


“The secret advantage of the unvarying line” 
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HAMMERMILL UNLOCKS THE SECRETS OF HARDWOOD 


... exclusive Neutracel pulp makes Hammermill Bond better than ever 


‘ 

AM. odern printing presses and new office equipment have 
created the need for improved paper qualities, best 
obtained from a blend of pulps. To meet this need, the 
fine paper industry has made countless attempts to unlock 
the special papermaking qualities that nature grows in 
northern hardwoods. Now Hammermill has found the key, 
in the exclusive process that produces Neutracel ® pulp. 

Neutracel pulp imparts a clearer, more attractive for- 
mation, a smoother, more velvety surface to Hammermill 
Bond and other Hammermill papers. And, Neutracel 
lends increased visual and printing opacity to minimize 
“‘show-through”’,, plus greater bulk to make business letters 
more impressive. 


Last year, installation of the Hammermill-invented 
centricleaners gave Hammermill Bond new, outstanding 
cleanliness. Now, with Neutracel, Hammermill takes a 
$6,000,000 step forward to bring you Hammermill papers 
that 1) print better; 2) type better; 3) look better. 
Hammermill Paper Company, Erie 6, Pennsylvania. 


... yet wmMERM, 
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with Neutracel's finer fibers, costs no more 
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WHY HAMMERMILL COVER 
GETS READERS INSIDE 


For covers that really beckon to the 
reader, choose Hammermill Cover. 
Hammermill Cover now contains 
Neutracel*® pulp—an exclusive 
Hammermill development that 
brings the best qualities of hard- 
woods to fine papers. 

Hammermill Cover with Neutracel 
has greater bulk to give it that important “feel” that says 
“QUALITY.” And the more level surface obtained with 
Neutracel gives extra sparkle to illustrations, solids, type— 
whatever you print—letterpress or offset. 

Strong, virgin fibers enable Hammermill Cover to take 
beautiful embossing to make your covers extra glamorous. 
You have your choice of 8 attractive colors and standard 
white shown at left. And there’s a fluorescent bright white 
available at slight extra cost for special effects printing. 


Remember, for a cover job, there's no paper like a good cover paper. 


DMMERAI 
“ COVER . 


Manufactured by 
HAMMERMILL PAPER COMPANY, ERIE, PENNSYLVANIA 


Lithographed on Hammermill Cover, Substance 50, Antique finish 
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New Traffic Data 
Boost Highways as — 
Medium: Anderson 


Denver, Nov. 6—With the aid of 
highway traffic studies by govern- | 
mental units and the auto industry, | 
plus a few it made on its own, Na- 
tional Advertising Co., Chicago, 
maker of Scotchlite reflective | 
sheeting for highway ads, has been | 
able to piece together new evi- 
dence of the effectiveness of high- 
way advertising. 

R. T. Anderson, merchandising 
director of National, detailed the 
evidence here in a talk before the 
Denver Advertising Club. 

The data he presented was con- 
cerned only with ads on highways 
between major trading areas—ads 
that would be read (1) by people} 
making trips into and out of the 
trading area and (2) by people) 
traveling between trading areas— 
transients traveling from city to! 
city or region to region. 


® Basic statistics on which Mr.' 
Anderson built his case were 
these: 
e There are about 3,500,000 miles 
of highways in the country that 
connect every nook and corner of 
the nation. These include about 
40,000 miles of “metropolitan 
mainline” highways which, while | 
comprising only about 1% of total 
highway miles, carry 20% of all 
highway traffic. | 
e Traveling on the highway sys- 
tem are about 51,000,000 passenger 
vehicles. There are 48,000,000 fam- 
ilies in the country, Mr. Anderson 
said; “practically every able- 
bodied person has access to the au- 
tomobile and is in a position to 
make highway trips.” 


e “We know,” he went on, “that 
the average American travels be- 
tween 5,000 and 6,000 miles a year 
on the open highway. This repre- 
sents a little better than half his 
total automobile travel.” 


e “From a study of trading area 
residents moving in and out of the 
trading center,” he continued, “we | 
know that 70% make at least one 
trip per week, and 90% make at 
least one per month. Furthermore, 
the average person makes about 10 
round trips per month.” 


As an example of what these 
travel statistics can show about the 
“circulation” of highway advertis- 
ing, Mr. Anderson cited the follow- 
ing figures relating to seven signs 
posted on highways around Green 
Bay, Wis., an area with a popula- 
tion of 169,631: 


Cars passing each advertisement 


daily 5,971 
Number of advertisements x7 
Total daily traffic count 41,800 
Average days per month x 30 
Monthly traffic count 1,254,000 
People per car x28 
Total monthly exposures 3,511,200 


Effectiveness of advertisement x5 


Net monthly exposures 1,755,600 
Trading area population + 169,631 
Repetitions per person 10 


s “In summary,” Mr. Anderson. 
said, “we see that by making use 
of each of the highway approaches 
and erecting outdoor advertising 
units, we would be getting better 
than 90% coverage of the market, 
and you could repeat a message on | 
the average of ten times per month | 
or approximately every third day.” | 

Mr. Anderson concluded by. 
making these four points about) 
highway advertising: 


e It achieves a quite different | 
market coverage than is accom-| 
plished by advertising aimed at: 
people circulating within trading) 
areas. | 
e There is a vast amount of data) 
on highway traffic between cities 
that clearly defines the market) 
opportunity to reach people in this | 
manner. 


e Because highway travel is on 


|the increase, and because traffic 
| pattern data is so new to the ad- 


vertising field, highway advertis- 
ing represents a unique and inter- 


jesting method of reaching a 
| tremendous number of people fre- 


quently. 
e The medium is flexible—‘prob- 


ably more flexible than any other | 


type of outdoor advertising”—and 
|it is less costly per thousand than 
'any other medium. 


‘Casavant Named Publisher 


Paul Casavant has been named 
publisher of the Journal, Bidde- 
bord, Me. Formerly advertising 
manager, he succeeds his uncle, 
Leo Joncas, who died Oct. 15 (AA, 
Oct. 22). 


Stanley Changes Name 

Stanley Publications Inc., Chi- 
cago, publisher of Transportation | 
Supply News and Jobber Product 
News, has changed its name to 
| Stanley Publishing Co. | 


2r or 
ller... 


SQUARE SHOOTER—Th. Upper Mid- 


west Council for Better Vision 
plans a “safer huntiig” fall ad se- 
ries to appear in 45 dailies and 146 


weeklies in Minnesota, the Dakotas | its institutional advertising. The} 


and Wisconsin. Herbert Willis & 
| Associates, Minneapolis, is the 
agency. 


Gordon Adds K&E Duties 


_for the company’s Lawn-Boy and/ 
|Gale Products divisions. 


103 


| North Adds Toni Soft'ning 

Kenyon & Eckhardt, Los Ange-| Toni Co., Chicago, has appointed 
les, has named Lynn Gordon ac-|North Advertising, Chicago, to 
count executive on the RCA Dis-| handle advertising for Soft'ning, a 
tributing Corp. account. He will) new skin conditioning lotion. The 
continue as assistant account exec-| product is slated to begin distribu- 
utive on the local Pepsi-Cola bot-| tion soon. Advertising plans have 
tler accounts. Mr. Gordon replaces | not yet been set. 
Cal Vincent, who has left the) 
agency to join RCA-Whirlpool as 
district manager in charge of L Y he ro ie a U & G 

VIRGINIA 
An indo i ne A Virgin Key 


builder sales. In Chicago, Roberta 
hed Thro 
THE LYNCHBURG NEWS & ADVANCE 


Hess, formerly a promotional as- 

sistant with Norge Sales Corp., has 

joined K&E’s staff as a copywriter. 

Geare-Marston Adds One tl. name income 
Outboard Marine & Mfg. Co., fd 000. ‘ 

Waukegan, Ill, and Milwaukee, | 2: City eo of poets gg 

maker of Evinrude and Johnson|** “™¥ oe Be: na meron 

outboard motors and Lawn-Boy 

power mowers, has named Geare- 

Marston, Philadelphia, to handle 


Lgushburg cannot be sold from 
the outside. 

ADVERTISE IH LYNCHBURG 

GET OUR MARKET FOLDER 


- 
. 


WARD-GRIFFITH —: 


agency already handles advertising 
The Ward-Griffith Cb..maintains ¢ 
in all principal advertising Sane 


FASHIONABLE FIBERS 
ROLLING ALONG 
DRESS RIGHT 
TRIPLE WINNER 


@ A GOOD way to influence fashions is to influence the 
people who set the fashions. Hence this Du Pont fiber cam- 
paign showing leading designers’ use of fabrics made with 


“Orlon”, “Dacron”, nylon, rayon and acetate. Appearing reg- 


ularly in Vogue, Harper's Bazaar and The New Yorker, ads 
spotlight new creations by famous names in fashion . . . in 
fabrics made better by one of Du Pont’s modern-living fibers. 


© A “FIRST” in the men’s and boys’ wear field is the new 
American Institute of Men’s and Boys’ Wear campaign — 
backed by more than 2,000 retailers, mills and manufacturers. 
Purpose of the AIMBW: to help the industry win a bigger 
share of the consumer dollar. Color spreads in The Saturday 
Evening Post, Life, Look and Good Housekeeping put across 
the AIMBW theme, “Dress right — you can’t afford not to!” 


BATTEN, BARTON, DURSTINE & OSBORN, 


BOSTON - BUFFALO + CHICAGO + CLEVELAND + DALLAS + DETROIT - HOLLYWOOD + LOS ANCELES + 


NEW YORK + ATLANTA + 


(2) UNIQUE TV spots dramatize the big difference in Bristol- 
Myers’ new Ban — America’s first roll-on deodorant. Conmer- 
cials appear regularly on Playhouse 90, Alfred Hitchcock 
Presents, Arthur Godfrey Time and The Arthur Godfrey Show. 
All point up the basic theme, “It rolls on.” Also advertised in 
leading women’s service magazines and Sunday supplements, 
Ban now leads all other deodorants in dollar-volume sales. 


© THREE-TIME WINNER in the annual Saturday Review 
awards for outstanding public-interest advertising is the “What 
makes a newspaper great?” series of the Minneapolis Star & 
Tribune. The above ad was selected as a typical example of 
this national campaign, which, for more than fourteen 
years, has continued to hold the attention and respect of 
the nation’s advertising executives. By BBDO Minneapolis. 


INC. 


58+ PTT 


Advertising 


* SAN FRANCISCO + SEATTLE « TORONTO 
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American Motors Realigns pliance and special products. The, 
Divisions: Elects Exec VPs fourth division, export and subsid- 
American Motors Corp. has re-|iaries, will be absorbed into the | 
aligned its four divisions into appropriate product operation. B./ 
three. They are automotive, ap-| A. Chapman, vp of operations, be- | 
|comes exec vp and general man-| 
| ager of the appliance division. Roy | 
REW Ge to _ Chapin Jr., vp and a 
was elected exec vp and genera 
NORTH CAROLINA manager of the automotive divi- 
New Bern is the buying center of | sion. E. W. Bernitt, vp of manu-| 
Craven County’s— facturing and procurement, auto-| 
$65,740,000 motive division, becomes vp of op- 

effective buying income. | erations for that division. 
The Sun-Journal, New Bern’s only| [In other personnel cone 
newspaper will cooperate in build-| Richard T. Purdy, vp and manager 
ing sales for you. of the automotive division, has| 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN}... named vp of finance and 
o ox! treasurer. Charles T. Lawson, exec 
7M deel tia aha: mete | VP, appliance division, joins the) 
The Ward-Griffith Co. mainidins cftices | staff of George Romney, president | 
n att principal Odvertising centers | of the company, as a vp. 


o 


‘ 


| 
| 
lang Garretson Howe Dowie Stashower Watts Cohn 


a ee al % | BREWING SAGA—At a recent meeting of the Cleveland hower, vp and treasurer, and Martin J. Cohn, vp, of 
Adclub, lan R. Dowie, president of Carling Brewing Carling’s agency, Lang, Fisher & Stashower; Robert 
| Co., told how his company grew from 67th place in C. Garretson, Carling’s advertising and sales pro- 
| the American brewing industry to the eighth larg- motion manager; Edward Howe, Griswold-Eshleman 
lest at the present time. Pictured here with Mr. Co., and Robert W. Watts, adclub president and re- 


Dowie are H. Jack Lang, president; Fred P. Stas- gional manager, Iron Age. 


Bart Schwartz Slates Section Advertising, New York, is the Blanchard to Retire 
Bart Schwartz International | 48&"cy- L. R. Blanchard, editor of the 


ihe a 21-page advertising section in Beaumont & Hohman Adds One N. Y., and editorial chairman of 


fashion order ever placed by one|has been appointed to handle ad- |and a director of Gannett Co., will 
advertiser in one issue. The section | vertising, effective Jan. 1, for the retire Dec. 31. 


will promote Bart’s Fiocco, cash- 
mere-like fabrics woven in Italy 
which were launched this fall by 


Brearley Co., Rockford, Ill., maker 
of bathroom scales. Cummings, 
Brand & McPherson, Rockford, is 


Clittord Coch Moves Office 
Clifford Coch Advertising has 


& i Textiles, New York, has scheduled | Democrat & Chronicle, Rochester, 


14 pages in Glamour. Chernow | the former agency. moved to 280 Madison Ave., N. Y. 


You can be the only advertiser in your field advertis- 
ing in full color to a video audience of 50,000,000 in 
summer and 30,000,000 in winter. 


£ the January Glamour—the largest} Beaumont & Hohman, Chicago, | the Gannett Group of Newspapers 


... there’s really BIG NEWS 
in Baltimore radio! 


. .. it’s welcome news to advertisers 


AL coLOoF 
CAST To COAS 


(r Sectional if Desire? 


now on WCBM. 

. . . it’s important news to all advertisers 

planning a radio schedule in the 

burgeoning Baltimore market! *% MPA offers you national or sectional coverage in the only wide screen, natural 

" iiecthies the color video medium in the U.S.A. 

At casting System *® Your film commercial audience averages 50,000,000 in summer and 30,000,000 
: 9 aed in winter. This is not circulation but captive viewers reached at a cost of 

WCBM is an even better “buy approximately $5.00 per thousand. 

in Baltimore! * No competitive advertising appears when your advertisement is running. You 


will be the only advertiser of your kind to reach 80% of the people in many of 
the communities covered. You will be furnished proof of showing. 

% We offer complete film production facilities for either black-and-white or 
full-color films. Our production know-how and experience are backed up by 
a guarantee of satisfaction. 

% You can do a powerful job of selling when you are the only advertiser in your 
field (the weeks your advertisement appears) using the big screen in full-color 
on a captive audience. 


... the latest surveys* prove our 
point. Get the facts today . . . direct 


or from our representatives! 


*Ist or 2nd in 146 out of 212 )4-hour 
rating periods 1st—104 times, 2nd— | 
42 times 


Inquire now! More information on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 
1082 Carondelet St. ° New Orleans, La. 
Branches 


CBS RADIO AFFILIATE 

10,000 WATTS ON 680 K. C. 
BALTIMORE 13, MD. | 

Exclusive National Representatives THE BOLLING COMPANY, INC. i 


193 Walton St., N. W. 
Atlanta, Georgia 


70 E. 45th St. 
New York, N. Y. 


ee Ee neg haar ee ee Cg a ea, Pla pO See a iol SME: an Ree aa ee la eee oi eee & 72 ————— 
~ a? pie ae “ 4 . sy . Sb we er : vie Tia. 
i vi ee “ > . a 
ae ae . ee ai 
So) ee . 
ay i 
La 
VO 0 ae 
a ee ass 
renee || : Advertising Age, November 12, 1956 
= ae 7 
oe oo 7 it ’ =e Sage 
ee ht ; Le J re, 7% 
1 oe a q 4 arr . dee > lay ane pa ein : or eeenme . . = 
Ra: s % | “st ee ——< P ‘ Berges es a as a Da ie 
ie i ae . ae a ' ><) pain = Be ie ' . ed 
 — : Li a cad Z a = * Pree ‘~~. Jae i . 
Se ce) RE is fs , i on { ea te): eee : ; 
“aes ee lg : : ck ge ee wk 7 — 
Be ea! ede S ‘ 5 $2 La a 5 
eee. fade a. =o ey ue ot es 2 ae & es 
a) eel = .- k ater ae 2 . rs a fe Con Bai Bib ae 
Nene , _, es . z i Cl . ag Ss ‘ 
oe : tot in i ; * 404 ets = 4 = a iit e a = 2 et — 
as © et . \ — ? . ; f ite  - ie ’ ie ¥ 
ee oo a i a Brae. ae Z a f 
as Sal a an a * ae - ew SEP ey 2 BO Is og He le ane § "A 
* as eg ae > oe Ba : ce 2 ans gall Cap. a a pot See sole ; avers a eee 
Save. Vl ee ne Ba SS PS Oe ) ae sri 
$. Pie ba aie i. a Saal xe Bin’ +S) 9 > ot eaiea = ae ae i Roxy Bey ie + Berme, ee ee ba ig <7 x é 
we f a) Sees a pete ee a Bey oT SS aa eee ee 
a ‘ aang See i aS a ee ire « oa 2) See cee | 
ae 4, i ee hae, ‘ —_ tS Nae ee She an mee 
a rs es 4 ae 
a. ae ‘ is i eee 4 a ee rk - ae eee eS ee ic. 
Peg , aml Hie zi = <<) a Pree | wi ean ae 
Ye ‘ 4 oh < ei , bs A - = 2 rs Coe ee a eae = BS. oe 
Bei Eg ee : ee _ ” a ats Begs. SS ee Ah en Phare, 
cae ae a : + q San ota aa ; a ES poe - + ie 
ees’, eet, ee a ; — & gC ee eee | eas 
Rare) oe ad : ; Pe ee ae ery Be cs 
sai ¥ ee fe a y eo aa aa oe Egy eee ie 
oe eeu i rare ; oy a ecemael . See pedi) ee ae 
tees ee. = a es Bo a5 ope Bee) | kee “het ee 
es a ae: . 8 ‘ a tokas % ee 5 Fiat ) es tad 
eo Bay ar ae a ane fo eS a 7 Ny 2 te 
mee ; ae a ee : “ot 
ok, 
TS: 
Tis 7 
ae 
pete, 1 
eu 
Babats 
= a 3 
ie 
+3 xt 
eee e 
ae 
Dae 
Sha Re 
0 eh A 
ss 
% a a> £3 ss ns we: ree eed See — - acme 
Fie, = . ak a A a en ie ate 
ee: 
ee 
ae 
Le tie 
Pec, 
ae 
Le 
jk Sn 
play | 
cee 
ee 
oe 
Bis: : | Po 
meh 
tl ae 
ee 2, { 
; cine 
ead : 
G. se * 
petiee. : 
. = at ; 
i \" a" 
ie veh. 
ait i 
a . Z i : 
ee ese Sie i « 
= yh Fey Gb tis 
ie by fee S @ ’ 
Be. * ee Pe J (@ ~ j 
ean ce : 
= a bo a CI Ie - 4 . ‘ 
rte =aa° Reet oe . 
ee a ; ie ome { 
a sae ‘ 4 eo. Oe i 
Pes RBS aes Fe oe 
ee ea \ankeee 3 Baw ge | 
vr ite <6 (f 4 
ne *y Pras ! yi Nae a A 
os " ’ , 
-, Bagi . go te LA 
eS tig 
yg 2? a ~ —_—~) 
be A III cht M ne 
G NN Ww w <~O 
pee } 
a q ‘DE REE ee 
Res. Ty . 
gsr 
: 
eae 
bro 
|e se i 
Pa aa 
ha goes 
[rs 4 
ho 
i ae 
5 ' 
oh ! 
= "4 ‘ee ] 
ed bd : 
4 ia hl | 
ae 
Sy ae ‘ 
ca. ' 
Bs 
Sg 
te oF 
. j 
ae: 
ee it 
Cesk aa 
yok: 4 
ie ‘ 
‘va 
, , 
Ae j 
ae j 
a =i y es 
Ear 
< ee 
are 
ie tae 
woe 
ee ! 
2 
ee | 
Bee) 
fae F 
ba /. | 
ya . | 
& *+ } 
uf a | 
nade ee ee 
liipy # } 
ono ; 
ee yh: 
oe ' 
ne oe F 
ie 
ee ; 
5a ia e 
ee 
Sete 
Rite : * 
Bee ee. 
pei 4's. t 
Ry Fe. bs ie be _o » 7 Bs * “ ia - ee ce, 
cP swat, ae 2 4 ’ “ee Pe gh 3 = ts ae A ae e ie oa 6 Phas gt a 4 . _ aa rae 2) ‘oS =) tyes nae Pane i. ie a an 7 3 ab 
ee is. Sa le ee Gee Mie Rear pele er SSS Se ee) Sy aoe - Dee Nene Oe ee 9 eR ae ae a eae 
eee Saige oes aA ae ome SE ee oa ; - cae Ba ara ae ae BS et 2 Lg ange ees, ae .)l 
= pape. ge oe ae Beh tae i ee See LS Te See “Stee ie. a Ge ty aie ot te cil oo sa 
0 SAS a tN are: Mas a eee ae : at : ie 9 ; Rani) 3 Oe Re ae ee pinyin eee rib 
ne err ES A ee ee Ae os . ae ane! Wen Pe ese 2 ee ce % Pee 


‘ 
y 


Advertising Age, November 12, 1956 


TV Now Looking 
for Nighttime 
Co-Sponsors 


New York, Nov. 6—An adver- 
tiser who is looking for an alter- 
nate or co-sponsorship opening on 
an established nighttime network 
tv show has plenty of possibilities 
to choose from. 

In addition to the obvious avail- 
abilities on the sustaining or par- 
tially sold shows, there are many 
other programs that can be had 
for the asking. These are being put | 
on the market in mid-season be- 
cause several sponsors who are, 
now committed to an every-week 
schedule want to cut back to every 


that was more propitious for their 
promotion, GF explained. Un- 
doubtedly this experiment will be 
watched closely to see whether this 
pattern should be followed in fu- 
ture years. It was pointed out that 
GF has been spending more on tv 
every year and that three months 
from now, the order may be to 
expand again. 


= ABC is looking for an alternate 
to share “Broken Arrow” with 
General Electric, which bought 
full sponsorship of the cowboy 
series. NBC has been searching for 
a “Break the $250,000 Bank” co- 


backer ever since the giveaway re- | 


turned to the air with its inflated 
jackpot; that was the understand- 
ing with the current weekly 
sponsor, Lanolin Plus. CBS has 
alternate sponsor requests from 
Westinghouse for “Studio One” 
and P&G for “Hey, Jeannie.” And 


other week. Some of these adver- | Toni would like to give up its share 


tisers have already asked the net- | 
works to scout around for poten- | 
tial alternate sponsors. 


of Godfrey’s 
show. 
In addition to these above men- 


Wednesday night 


available shows, a: 


unspent television 1! ds also have 


'a long list of parti: ~ sold night- 
time attractions to: ose from. 
This list at ABC i> -udes “Omni- 
bus,” “John Daly : « the News,” 
“Circus Time,” “ re Service” 
and “Ozark Jubilee CBS can fit 
the tv-minded adve ser in to “Do 
You Trust Your W) ” (as of Jan- 


uary when Frigid ‘e leaves as 
alternate) and “Pla © ouse 90.” 
At NBC there is (om on “Meet 


the Press” (as of «nuary when 
Pan American sh 's to sponsor 
of the Tuesday ne .); Steve Al- 
‘len, and Sid Caesai 

In the meantim. . Chesterfield 
|has acquired a °0-sponsor on 
|“Dragnet” (NBC-T\ ), Schick Inc., 


| for its electric razo: .. 


| Boyer Names Herzog A.M.. 
Robert S. Herzoz has been ap- 
pointed advertising and sales pro- 
motion manager of Boyer Interna- 
tional Laboratories, Chicago. He 
| formerly was assistant advertising 
| manager of the Lady Esther divi- 


As a result there is an unusual tioned now fully sponsored but sion of Chemway Corp. 


amount of sales effort going on for 
this time of year. Salesmen are not 
only busy trying to fill up sustain- 
ing gaps in the schedule, they also 
are endeavoring to provide “relief” | 
for current clients who have over- 
extended themselves in tv. 


@ There have been reports that 
General Foods, which bought four 
new film series for the 1956-57 
season, would welcome a co-backer | 
on all these telecasts as well as on. 
two other tested shows. However, 
a GF executive denied this. 

Negotiations are going on to 
bring Ford Motor Co. in as alter-| 
nate on “Zane Grey Theater” 
(CBS), he said, and a few of the 
pre-Christmas shows in the “De- 
cember Bride” series (CBS) have 
been turned over to Shulton Inc. 
But no regular alternate is being 
sought for this situation comedy 
or for the third GF show on CBS, 
“West Point Story,” he said. 

General Foods would like an) 
alternate sponsor for Roy Rogers, 
“77th Bengal Lancers” or the “Ad- 
ventures of Hiram Holiday” (all 
on NBC). Network sources indicate | 
that “relief” is being sought on all | 
these shows, but the GF official 
said the company only wants to 
cut back on one of the three. 


® General Foods’ retrenchment is 
coming, not because of the com- 
pany’s dissatisfaction with televi- 
sion or with the new programs that. 
have not had a chance to make a 
showing yet, but because of budg- 
etary shifts, it was indicated. The 
GF executive said it was decided | 
that an hour of network tv was. 
too much concentration for Friday 
night, hence the cutback on “Zane 
Grey.” 

The “December Bride” shows) 
were relinquished because that is 
a time when food merchandising is 
submerged in the Christmas shop- 
ping rush. The Maxwell House ad 
bosses decided they can make bet- 
ter use of the tv money at a time 


PEORIA 


2nd Only to Chicago in Illinois 
Saturation Coverage With 
JOURNAL STAR 
1956 “Facts Brochure” 
On Request 
TESTING? 


Just 
Ask... 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


risers with Anderson Leaves Agency 


| 
| 


| “Pro Football 1956.” 


Goodman-Anderson Advertising, | 
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FCC Proposes WMEX Renewal 


FCC Examiner H. B. Hutchinson 


Los Angeles, has changed its name | has issued an initia! decision pro- 
to Goodman Advertising. Robert| Posing to renew the license of 
F. Antierson has resigned as a| WMEX, Boston. Renewal had been 
partner to become exec vp of the | delayed since early last year on 
Los Angeles office of Johnson & | charges that the station broadcast 
Lewis Advertising, which head-|¢xcessive horse race information. 


quarters in San Francisco. Mort | 
Goodman continues as president 
of the agency. At the same time, 


The examiner said he found no 
evidence that the programs were 
actually used by bookmakers. 


Ted Joyce, most recently with 
W.H. Hunt & Associates (since ac- 
quired by Compton Advertising), 
has joined Goodman as an account 
executive. 


Petersen Publishes 2nd Book 
Petersen Publishing Co., 5959 
Hollywood Blvd., Los Angeles, 
publisher of automotive maga- 
zines, will soon release its sec- 
ond paper-back book, “Lawrence 
Welk,” selling for 50¢. Plans call 
for a series of books covering per- 
sonalities and sports themes. The 
move results from the success of 
the company’s initial 50¢ book, 


ROCKY MOUNT 


Business is Better Than Ever .. . in 


NORTH CAROLINA 


eveweeee le 


One of the nine largest cities in the Sta’ 
Sell in this rich market through advertising 
in one medium offering complete coverage. 


FREE! New Grocery Route List 


available te manufacturers and distributors. 


THE TELEGRAM 
ing and Sunday 
Nationally Resresenied by 
WARD-GRIFFITH CO. 
The Word: Gattith Eo, mainiaint offiens 
ycipal edvrativeng centers 


na 


Your product or service is sold . . . and sold hard in 
Columbus and Central Ohio when you advertise in the 
Dispatch. In this rich, mid-west test market, with its 
tremendous purchasing power, only the Dispatch gives 
such dominant coverage . . . is so widely read. Only 
the Dispatch gives you the added advantage of ROP 
Full Color in the evening and Sunday field. Get full 
impact from your advertising . . . use the Columbus 
Dispatch, There is a sales difference. 


THE 


National Representatives: O'Mara & Ormsbee, Inc., New York, Chicago 


Read in more than 4 out of 5 Columbus homes daily 
9 out of 10 on Sunday. 


. Detroit. 


Los Angeles, San Francisco; McAskill & Herman, Inc., 


Miami Beach. 


Member : Metro Sunday Magazine and Comics Networks 


Columbus Bisputch 
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Martikonis Joins A. O. Smith 

Leonard Martikonis has been 
appointed advertising and sales 
promotion manager of the Perma- 
glas division of A. O. Smith Corp., 
Kankakee, ill. Mr. Martikonis for- 
merly was advertising and sales 
promotion manager of Thomas In- 
dustries, Louisville. 


SALISBURY 


Sell the heart of the rich and prosper- 
ous Carolina market through its only 
aewspaper—THE SALISBURY POST 


Metioea.ty Kepresent~t 07 


WARD-GRIFFITH CO. 
Tre Me of Gritp.on Gna bienscoftices 


P idee? , enter} 


Magazine Offers 
Added Commission 
on Low Cost Space 


DALLas, Nov. 6—Additional per- 
centages of commission on a per 
space size basis are being offered 
to advertising agencies by South- 
west Properties Magazine as “a 
‘service fee’ in addition to a 15% 
commission to cover an agency’s 
expenses in handling advertising 
insertions that have ‘feeble earn- 
ings.’”’ 

Since Oct. 1 the magazine has 
been allowing, in addition to the 
regular 15% commission and 2% 
ten-day discount, an added 5% of 
the gross space amount for each 
page ad, 6% for a %4-page ad, 7% 
for a half page, 8% for a %-page 
ad, 9% for a ¥%-page ad and 10% 
for a 1/6-page ad. 

Reason for the added percent- 
ages for the agencies, according to 
Michael M. Michelow, publisher of 
the magazine, is that “it just 


doesn’t pay an agency to handle 
small billings.” He cited the vast 
amount of time, legwork and ef- 
fort an agency had to put in to 
insert an ad in his magazine at $65 
on a 12-time basis. The $9.75 
gross profit the agency realizes per 
|month on this insertion simply 
doesn’t cover the agency’s costs to 
do the job, Mr. Michelow says. 


® “As a result,” he says, “and 
quite understandably, an agency 
will develop situations to discour- 
age clients from acquiring space in 
media offering poor returns. The 
income aspects qualify an agency 
to adopt such conduct. However,” 
he points out, “in doing so the ad- 
}vertiser is retarded from appearing 
|in a magazine that can provide an 
important coverage for him.” 
Explaining his initiative in the 
move, Mr. Michelow says that “the 
| focal point of [an agency’s] earn- 
jings stems from the publisher’s 
|rates and it becomes his responsi- 
| bility to see that the people who 
;supply and service his magazine 


ly newspaper in the U. §. 


ry da 


You 
advertisi 


them in 
scrap book. 


AGB Reads every ad in eve 


> 
S 


specify what newspaper 
you want in scrap 
book, either your own or 
competitive and ACB will 
provide the ads and service 
compact looseleaf 


Tear sheets are the basis 


vertising. ACB can 


dealer or nationa 


Tear Sheet Service: 


all research in newspaper ad- 
urnish 
tear sheets containing ad- 
vertising of any specified 
adver- 
tising appearing in dailies! 


ACB CAN DO A BETTER JOB We doff our hat 
on many, many tasks to Miss Friday—your very efficient secretary. 
But our gallantry ends when it comes to such things as newspaper 
scrapbooks . . . specified tearsheets . . . paste-ups for salesmen. 
And you can be sure your Miss Friday will welcome it when ACB 
takes over these jobs which they handle so expertly! 


Paste-Ups for Sales- 
men: This service reports 
the advertising in specified 
localities for your salesmen 
and gives them basic facts 
and visual evidence of such 
advertising. Encourage more 
dealer cooperation. 


of 


Additional Services: |! additional services are available. Described in ACB Catalog 
sent free on request, or contact nearest ACB office. 


The Advertising Checking Bureau, Inc. 


Mew York (14) 79 Medison Ave. + Chicage (3) 18 S. Michigan Ave. + Colombes (15) 
20 South Third St. + Memphis (3) 161 Jeflerson Ave. + Sem Francisco (5) 51 First St. 
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SALES-BOOSTER—J. Joseph Taylor Jr., vp and director of advertising 
for Jacob Ruppert, New York brewer, receives “top promotions of 
the year award for 1955-56” for the brewery’s Knickerbocker Beer 
Giveaway from Richard F. Tomlinson, vp of Food Publications Inc. 
Winner is determined entirely by write-in votes from food chains, 
supermarkets, wholesalers and independent grocers for a promotion 
which was “outstanding in sales results.” Ruppert won over 1,200 
other. contestants in metropolitan New York. 


with advertising are properly paid. | selling, such as the rapid increase 
If a publisher wants the business,!in the sales of convenience foods, 
he must make it possible for the and importance of better packaging 
agencies to make a profitable re-| in impulse sales. Nielsen also cites 
turn. A ‘service fee’ is the solu-| the favorable turnover ratio of ma- 
tion. Service is the costly ingredi-| jor advertised brands over minor 
ent incurred by an agency in| brands. “Back in 1942,” the report 
handling an account, and whereas | says, “the major brands turned 6.3 
15% commission may rightly ex-| times a year, against 4.7 times for 
press a reasonable profit, it can-|the minor brands—a 33% more 
not absorb the expense of legwork,| favorable ratio for the national 
contact and numerous expensive| brands. By 1950 the percentage in 


time elements.” 

Copies of the magazine’s policy 
statement announcing the added 
commissions were released to all 
ad agencies in Fort Worth and 
Dallas. 


favor of the major brands had in- 
creased to 54% and by last year, 
the major brands were turning 
nearly two-thirds as many more 
times a year as the minor brands.” 
This was based on a sample of 26 


| 
| 
| 


food commodities. 


ares 


® Reaction among Texas admen 
to the added commission offer 
ranged from tepid to cool. “It’s a 
step in the right direction, but if }- 
only one medium adopts the policy 
it’s not likeiy to have much effect,” 
according to Maxwell Goodman, 
president of Rowland Broiles Co., 
Fort Worth. “It still wouldn’t solve 
all the agency’s problems in this 
remuneration area,” Mr. Goodman 
added. 

Taking a more negative view, 
Persons J. Crandall, president of 
Simmonds & Simmonds of Texas 
Inc., a Dallas agency, says that 
“the conscientious agency shouldn’t 
be influenced by such a factor as 
the commission. We select maga- 
zines on other bases than the com- 
mission we get out of it. Of 
course,” he added, “all other fac- 
tors being equal we would, natu- 
rally, be glad to use a publication 
that allows more commission.” 

Another Dallas agency man, who 
asked not to be identified, took the 
view that “it wouldn’t be good for 
this kind of thing to become gen- 
eral. A magazine with a good cir- 
culation and covering its market 
well shouldn’t need such an added 
inducement to sell space. A mag- 
azine should be sold on other 
merits than the commission it of- 
fers. As far as solving the problem 
of adequate payment to the agen- 
cy goes,” he added, “this sounds 
like it creates more problems than 
it solves.” 


MAGAZINE & FAMILY HOME GUIDE 


announces 
a record-breaking 
DECEMBER ISSUE 


climaxing 


THE 
BIGGEST 


HISTORY! 
1955 Food Store Sales 
Retail Food Industry.” According | 
stores (four or more stores under | 10% GAIN over 1955! 


A. C. Nielsen Co., Chicago, has | 1956 Advertising 
to the report, food sales for 1955 | 
corporate or central ownership) | 


Nielsen Reports on 
released its 1955 report on “The| 
Revenue 
were $38 billion, a 3.9% increase | $ 
over 1954. During 1955, chain) 5934 416 
did 42% of the business. 
The report traces trends in food | 
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Some Restrictions 
on Alcohol Ads and 
Labels May Be Lifted 


WASHINGTON, Nov. 6—The al- 
cohol and tobacco tax division of 
the Treasury Department has an- 
nounced that it is considering 
requests for a number of modi- 
fications of its Regulation No. 5, 
which limits the kinds of claims 
that distillers can make on labels 
and in advertising. 

Many of the changes deal with 
administrative procedures used by 
the government to control the 
types and quantity of liquor which 
distillers place on the market. 

But the official list of changes 
just published also includes elim- 
ination of a few of the long-stand- 
ing restrictions on copy themes and 
brand names. 


s One proposal would allow more 
liberal use of the word “old” as 
part of the brand name for whis- 
kies, brandies and rums which are 
not required to carry age state- 
ments on the labels. 

Another group of changes would 
open the way for advertising copy 
giving truthful information about 
manufacturing processes for gin, 
neutral spirits, cordials, vodka and 
rums which are currently pro- 
hibited. 

Typical of the themes permis- 
sible on this group of proposals 
would be such phrases as “stored 
in wood” where the product ac- 
tually was stored in oak cooperage 
for at least six months. 


s Some of the proposals, including 
the modifications of advertising 
themes, had been considered and 
rejected by alcohol tax administra- 
tors in the past. 

In 1948 proposals to allow more 
descriptive advertising of manu- 
facturing processes was opposed 
by the Distilled Spirits Institute, 
the Importers Assn., American 
Distilling Co. and Schenley on the 
grounds that they might lead to 
competitive advertising exaggerat- 
ing the importance of varicus 
manufacturing processes, since 
neutral spirits are not improved by 
aging in used oak barrels, although 
they may be “mellowed” or “soft- 
ened.” 

Industry members will be in- 
vited to comment on the proposals 
at hearings here and in San Fran- 
cisco later this month. 


‘Modern Packaging’ Offers 
Fellowship at Michigan State 

Modern Packaging has estab- 
lished the Modern Packaging Fel- 
lowship Award, which wiil provide 
$2,000 annually to support a grad- 
uate research assistantship in pack- 
aging at Michigan State Univer- 
sity, East Lansing. The award will 
be effective with the start of the 
1957-58 school year and will go to 
a recipient chosen by the univer- 
sity. 

Michigan State offers a four- 
year major course in packaging. 
The program started four years 
ago, and this year 45 seniors are 
expected to receive packaging de- 
grees. 


\ 


TORONTO, CANADA 


TORONTO DAILY STAR 


—400,000 circulation (largest in 
Canada) 
—80% coverage of Toronto 
—50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
NeGonaily Represented by 


WARD-GRIFFITH. CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


‘Omaha World-Herald’ Offers 
R.O.P. Discount Plan 

The Omaha World-Herald has 
inaugurated a frequency discount 
plan which will reduce space and 
premium costs for r.o.p. color ad- 
vertising. A 5% discount will be 
allowed for 10-time full-color ad- 
vertisers; an 8% discount will be 
earned by 20 insertions, and a 12% 
discount is allowed for 40 or more 
insertions during a 12-month peri- 
od. 


Palm & Patterson Adds Four 


Palm & Patterson, Cleveland, has | 


_Scott-Atwater Nar =; Two 


been appointed to handle advertis- | 4 
ing for four new accounts. The ap-| 


pointments are expected to boost | 


the agency’s 1957 billings by $300,-| | 


000. The companies are Austin 
Powder Co., Cleveland, maker of 


mining and construction explo-| i 
Cleve-| 2% 
land, automotive electrical equip-| er 
Bros., Bedford, O.,|j 


sives; Leece-Neville Co., 
ment; Body 
paints and finishes, and Kingston- 
Conley Co., Plainfield, N.J., man- 
ufacturer of small motors and elec- 
tric apparatus. 


} 


Scott-Atwater Mf Co., Minnea- 
polis, maker of ou ard motors, 
has appointed Norm © C. Owen vp! 
in charge of sales i Robert J. 
Ruff manager of a crtising and 
sales promotion. 4 Owen was 
formerly a vp of ‘ S-Columbia, 
where he directed se _., advertising 
and public relation He succeeds 
Richard D. Sharp, ho resigned. 


- 
a 
hae 


|Mr. Ruff joined Scott-Atwater in 
/1949 as a copywriter, and was ad- 
| vertising manager before his pro- 
| motion. 


Phillips Rejoins Company 

David N. Phillips, most recently 
a vp of Al Paul Lefton Co., has 
rejoined Philadelphia Transporta- 
tion Co. in his former post as as- 
sistant to the president. 


107 


McCann Names Magnus 

Wolfe Magnus has been appoint- 
ed senior research analyst of Mc- 
Cann-Erickson, Chicago. Mr. Mag- 
nus, formerly project director of 
major national consumer studies of 
W. R. Simmons & Associates, New 
York, also has been on the execu- 
tive staffs of Russell W. Allen Co., 
R. H. Macy Co. and Time Inc., all 
of New York. 


¥ 


THIS IS BILL BRYANT—(Another W-G Salesman) 


William oa “Bill” 
He was tra 


seasoned effective salesman with a — ca 


among advertisers and agencies in the Eas' 


Bryant started with us twenty-two years 
ined under the guidance of experienced men. Bill 


io as a cub salesman. 
leveloped into a well 
ag for work. He is well known 
ill, like any of our salesmen, will be 


happy to draw on his long experience to help build greater sales for ge Newspaper 


advertising gets immediate action—at lowest cost too! Advertise 


Newspapers! 


Please note individual advertisemenis of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexi 


Wrigley B 

Ge Mo’ 
Statler Office 
Pulton Nati 

318 Addison Buildin 
Russ Building 


National 


Boy! do they 


ADVERTISERS GET BIG-TIME 
RESULTS ON WFAA- TVS 


While these now famous puppets were hitting the “Big Time” 
with WFAA-TV viewers—so were sales for BRYLCREEM 
in the greater Dallas-Ft. Worth market. An unprecedented 
3-year climb supported by a steady 3-year spot schedule on 


WFAA-TV! 


If you are looking for big-time results in the nation’s 12 rank- 


ing metropolitan market... 


WFAA-TV 


CHANNEL 8 — DALLAS 
NBC-ABC 


Covering 564,080 North Texas Television Homes. 


Call Your 


PETRYMAN 


for complete market information 
and availabilities 


~ 


ae tgs aa Ba ) =e ae ee eee eee. oe OS a ee ee he ee a a at tae 24 
“sh 
ee |__| . 
any *, " Z ad 
| ‘ eg , sid ete ke - ¥ a A " 
ee 4 5 4 | 
SS ee « ee 
- ee: : eer ee 
> . a a5 
7. a. “4 a t rms “y 
OO . 
Jz teed SE MEEEEMngton Building....................... Plaga 5-102%......................... NEW YORK <j 
Se ih a 4 vgccs erences soceeseesseees SUBOHOR TeRMEB. oo CRIGAGO ; 
oo an pe Ra Foie cpsd> cas aecaa ty 3-6365,.........-------+-+s- +s. - DETROIT 
a . an Ber orccscacc ccc cccccaccs +AU MIMD, pci. scvocciccss cose scece MO 
: i a | exe nk Buliding. |||... 2.2.2.2 llgnekeon 9-0846..000000000000 0 ATLANTA 
- a : ~ 3 ey eS eee RE ere, ly - 
OR PR ; stuiileis Pais ad ace'ck.ovese coat BME cose, is cece. ss BOM FRAEEEOO ; 
; Philadelphia National Bank Buliding..........Locust 7-4279....................PELADELPHIA : 
U.S. MM Bank Building..................Capitol 8-3033....................,....PORTLAND ea 
Se t 
2 large 
a 4 
= =. , 
| —S ‘3 
| "oe “4 
| FT & V | 
| / y i 
t | \N — / ’ 
j / Pte 
: \ \\ tft, JY - aos ; as 
' a. a: ie See . er - 3 
es Be g 3 2 me: \\ is = 
t naa, . | z 
¥ ; . a 5 + y i 
ed a — ee 
} | a : if 
i J at 
ine 2 . : oe 4 \ —— ! i 
| . a « <a “i ee oA i. weg Bl i 
‘ ae eee oe cathe * : 
i | é ex F iy we > 
} | | ee ae — 4 } 
—_ me a eS cites 4 : 
ie 2 os ie 7 
| M = ee mt > + fo ty 
' — ie q bio Z . {ae cage m 
\ i ae Zt). * 
‘ eg ' pe 
r ‘ . a ee ig : “ 
| | | is : 
is ' ‘ 
i 1 j 
1 ; 
i ra 
i ‘ 
' ol 
i ae 
1 
i es 
1 : 
= fi , 
f , 
: a 
4 : ne 
| 3 
' 
: | 
| Capital City of Ontario—Canada's Richest S 
‘ Province—Having One-Third ot Cynade’s es 
| Total Populatiga ‘and «2% of 1 ee 
| ee 
ee 
| py ~ 
; ait . . : ; : i ho. Oe Sees 
Be: pea Ss Sepeteas yeaa fae Bi = 7 4 are rik Ae a i ae 4 Ge tea, eh paare t ae . <i me Ph 0) eee Paes a elle 0 o> arn er veka } Se ies ae ae a f Ys + Bye a =e earl ¢ ny 
eee eRe ee Jae eas ee oe poeta eae é, ee oe Sass: Smee inca ait Bs 
:. ean cee Ane Be): aoe By ae 7 Se eee: a aie a ; Ce as i. 
‘a ie oh: samme i eerie aie ee eS le ig eee See ie oie ae i ae 


Advertising Age, November 12, 1956 


ceeding Bernard Cooper, who has 
joined the executive staff of Ben 
Sackheim Inc., New York. Mr. 
Gruskin formerly was assistant 


ai | : : | : Sas ‘a : F - ai rf : 4 advertising manager. 
“CELL oe 86) | Lee Ames =(DAYTONA BEACH 


a Se ee oS. 


Sheldon 
PIONEER—Mary Sheldon, director of family test groups for Farm 


ummer 
now rival its Winters in rm} 


Journal’s Countryside Unit, presents a certificate to B. F. Grogan, _— 2, Bver BS 720,000 effective buy- 
General Foods, citing Baker’s Chocolate Chips as the first food | Ret il Sale li 
product to win the Countryside Unit's family tested seal. Looking | 3 Sales, ees. 26 ~ 
Wile, account isor, Y & b ; - Agua ge index of 123. 
on are Luis Wile, account supervis oung & Rubicam, and El | 268 total ad 7.169.628 


wi 4 The L t : iott D. Odell, vp, Farm Journal. 
tT : 0 arges os Memphis Appliance Grant Pulley Names Gruskin _ — 
| Grant Pulley & Hardware Corp.,| SN -iMel-liaaba co. 


Cireulati tion ine Histor | Group Charged _ New York, has appointed Arthur (i t..ii ia 


cs Z ay |Gruskin advertising manager, suc- in all principel advertising centers 
With ‘Price-Fixing’ = 


Wasuincton, Nov. 6—The De-| 
partment of Justice charged last} 


pliance Dealers Assn. and seven of | 

its members conspired to prevent | 

advertising and sale of electric and | 

- gas appliances below the fair trade | 

cE fre price. 

The complaint contends the as- 

Combined Sunday sociation and its members con-| 

é 4 spired to maintain retail prices; to} 

. adhere to maximum allowances on 

trade-ins; to prevent distributors 

from selling directly to consumers; 

to eliminate discount houses, and 

to adhere to restrictive practices in 

advertising the selling prices of 
appliances. 


® Anti-trust Chief Victor Hansen 
said, “A competitive market in the 
sale and distribution of appliances 
cannot exist under a price fixing 
scheme.” 

His superior, Attorney General 
Herbert Brownell, added, “Con- 
spiracies aimed at maintaining re- 
sale prices and stabilizing the price 
structure are contrary to our con- 
cept of free enterprise.” 

The case is one of a series in 
which the Department of Justice 
seeks to prevent retailers from Make your seoring 
agreeing among themselves to re- 
spect fair trade contracts between h ‘ 
a manufacturer and his outlets, es % re 
under the protection of the Mc- € ane su r 
Guire Act. 


oh yew As effective blocking in football can 


Sylvania Electric Products, New open the field for a touchdown, so will 


York, has appealed a Federal Dis- pare ° 
trict Court decision in the Blue brilliantly accurate reproduction of 


pee era ney Saoute tans a your advertising copy help your mes- 

tt org eo eee sage to score with the most readers. 
, Ss announce ’ % - 

will bring infringement actions | Advertisers with result-full records 


against anyone using a Blue Dot) ° 
on the top of flashbulbs and other- “team up” with talent of proven per- 


ise will rigidl - 
peeling Pre ee ee formance—one reason why ROGERS’ 
In a decision handed down Aug. ~ i i i shows 
29, the court maintained that the| steadily growing list of cantpennen o 
Blue Dot turned to pink when ex- so many names well known in every 
posed to the atmosphere and | ‘ 
therefore was not a valid trade- | American home. 
mark. The court reasoned that the | 
* public was not interested in the, 
3 Months Average for Period Blue Dot as a Sylvania identifi- | Call CAlumet 5-4137 and 
Ending Sept. 30, 1956 cation but rather in the function | contact an organization 
'which it performed. Sylvania is skilled in the arts of photo- 


‘contending that the public has. . ° 
| long associated the Blue Dot with engraving craftsmanship 


Sylvania flashbulbs and is un- and understanding cooper- 
aware of any function of the Blue ation. 
Dot. The company also claims that 


any function of the Blue Dot could 

be served by alternative devices R q ds E R te 
that would not deceive the public. 

Francisco Joins Devore Co. engraving eompany 


Don Francisco Jr., formerly an 
. ¢ executive at Foote, Cone & 2001 calumet avenue « chicage 16 
Belding, has joined Steve Devore 


Co., New York agency, as a 
principal. MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
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Frank Folsom Chosen for 
Gold Achievement Medal 


Frank M. Folsom, president of. 
Radio Corp. of America, has been | 
chosen to receive the Gold Medal 
of Achievement which will be giv- 
en by the Poor Richard Club, Phil- 
adelphia, next Jan. 17. The award 
will be presented to Mr. Folsom 
by Alfred P. Rexford, head of the 
printing company bearing his name 
and president of the Poor Richard 
Club, at the group’s 52nd annual 
banquet. 

Past recipients of the honor in- 
clude President Dwight D. Eisen- 
hower; Walt Disney, Will Rogers 
and David Sarnoff. 

Mr. Folsom joined RCA as a di-| 
rector and vp in charge of the Vic- 
tor division in 1944. He became 
exec vp of the division a year later | 
and was elected president of RCA) 


on Jan. 1, 1949. Previously he has | 
| 
| 


PUT COLOR ry 


READY-FOR-ACTION—Robert Owens (left), club president, receives the 


in Your Advertising Federation of America charter for the newl,-organized 
ELIZABETH (N. J.) MARKET Advertising Club of Fargo-Moorhead (N.D.) from Gordon Malen, 
i dent. 
ADVERTISING Minneapolis, AFA 8th district presi t 


One color and black, two colors 
and black and full R O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 
‘Write ter @etail of somiast 


served as exec vp of Goldblatt | Yale Students Publish ‘Ivy’ 
Bros., and vp of Montgomery | 
| Ward & Co., both in Chicago. 


jhas been launched by a group of 


Risman Names Lilian Torrence | to undergraduates in the eight col- 
Lilian Miles Torrence has been | leges referred to as the Ivy league. 
appointed radio-tv director of Rob-| The initial issue, published last 
ert S. Risman Advertising Agency,| week, had a circulation of 25,000, 
Buffalo. Mrs. Torrence formerly! with advertising paying the cost 
was with Lloyd Mansfield Co. and | of publication. According to the 

| Buffalo Broadcasting Corp. 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


centers 


nm @il principal advertising 


gn 


ime. is jista 


... for that entry of yours in 


INDUSTRIAL MARKETING’S 


$2500 contest ‘‘How | Use The Market Data Book.’’ The contest 
closes Dec. 1, and a letter on how you're using this unique 580- 
page reference volume may win for you— 


—a 3-week all-expense trip to Hawaii for two 
people—including your choice of travel by air 
or on the luxurious SS Lurline— accommodations 
at such plush spots as the Royal Hawaiian Hotel 
—with visits to other islands and all travel details 
handled by Happiness Tours 

—one of the 20 Eastman Kodak 8mm movie 
cameras which will be awarded to the 20 next- 
best entries. 


information for product promotion or many 
other uses which we’re interested in publicizing 
to the field, 

Do it now. The letter you write today may put 
you in Hawaii for a vacation you'll long re- 
member. 


Any advertiser or agencyman is eligible. There 
are no entry blanks to fill out—all that’s re- 
quired is just your letter on how The Market 
Data and Directory Number is serving you in 
selecting markets and media, getting basic statis- 
tics quickly on market potentials, providing vital 


Write to EDITOR 


INDUSTRIAL MARKETING 


200 EAST MUNOIS STREET . CHICAGO 11, ILLINOIS 


A new 52-page magazine, Ivy, 


Yale students for free distribution | 


Yale editors, enough advertising| 


contracts have been signed to un- 
|derwrite the four issues remain- 
jing for 1956-57. Charles W. Trippe 
is publisher, Henry G. von Maur, 
editor-in-chief, and R. Daniel 
Bowman is advertising director. 


Reynolds Metals to Sponsor 
Auto Show Telecast Dec. 9 

Reynolds Metals Co., Richmond, 
Va., will sponsor a special one- 
hour CBS telecast Dec. 9 of the Na- 
tional Automobile Show at the 
New York Coliseum. The program 
marks the first time that a Coli- 
seum show has been televised. Pro- 
duced by CBS public affairs, the 
tv show will use a news format to 
show what is new in car engineer- 
ing and design for 57. Buchanan & 
Co., New York, and Clinton E. 
Frank Inc., Chicago, are the agen- 
cies handling for Reynolds. 


‘McCall's’ Boosts Two 


McCall’s has appointed Alexan- 
der (Sandy) Edwards, a salesman, 
Philadelphia district manager. He | 
| succeeds L. L. Northrup, who has! 


» 
‘a 
< 
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been named a special consultant to 
the magazine. 


IN HAVERHILL, MASS. 


IT’S THE GAZETTE 


George Mcl lin, 
Advertisi mee “ 
of the 


AZETTE 
gives you these facts: 
{—Retaii Sales— 
a a new 
2—Food Sales— 
eet eneee a new 


igh. 
3—World Shoe Mclaughlin 
making center. - 


t—Western Electric Co., Mfg. Center. 
A trading zone population of 
110.488 reached by the 
HAVERHILL GA 


ZETTE. 
NEED WE SAY MORE? 
Nathanally Ropresems sd Uy 


WARD-GRIFFITH CO. 
The Ward Gritith Co maintoins offices: 


rushag centess 


in all pr pal adve 
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THE | 


LANDING 


STRIP \ | 


as seen by 
JOHN BURGOYNE 


Y ear’s prize for the premium deal 
with the saddest finish goes, we are 
afraid, to the coffee merchant who 
planned to give a stick of peppermint 
candy with each pound of his prod- 
uct. But his was a paper-bag coffee 
that had to be ground by the cus- 
tomer at the supermarket. And he 
packed the candy inside with the 
coffee. 


Retailers tried to head off trouble 
with big signs over the grinders, but 
people just won't read. Sure, you 
know what happened—customers in 
large numbers ripped open the bag, 
dumped the whole works in the 
grinder, and were peeved more than 
somewhat when they found they had 
ground up the stick-candy with the 
mocha. 


kk 


A mighty popular food item with 
teen-agers and eaters of all ages is 
chili con carne. There’s quite a varia- 
tion in different brands available at 
the corner store—some are more 
highly spiced, some are wetter, some 
have more meat, and so on. A packer 
decided to find out whether the hot 
or mild variety would sell best, so 
he put up both kinds, labeled each 
plainly (people are dumb in crowds) 
and contracted with Burgoyne for 
panel tests in Wichita, Springfield 
and Harrisburg. The test turned out 
differently than they figured—both 
kinds sold well, and the packer 
changed his original plan to kill off 
the second-best seller. 


kkk 


Most housewives who take pride in 
the appearance of their homes insist 
that their floors have a nice durable 
coat of wax, buffed to a high shine. 
Now there’s a hard and an easy way 
to do this; one way is to use a good 
paste wax and get down on the 
housemaid’s knee, but that’s a lot of 
work. The easier way is to use the 
newer liquid waxes, but up till now 
there’s been a loss in durability. So a 
wax-specialist of high repute con- 
cocted a liquid wax that was durable 
beyond belief—all it needed was an 
occasional rebuffing to look as good 
as new. The catch was—would house- 
wives pay twice as much for the 
super-duper product? The wax baron 
arranged with Burgoyne for panel 
tests in Grand Rapids, Cedar Rapids 
and Canton, found the virtues of the 
product outweighed the price. Bur- 
goyne can unravel the knots in your 
selling problems. Call him up, write, 
or wire. 


kk 
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Knowlton Hughes Kelly Nounnan Collings Ewing 


PARTY PLANNERS—The huddlers here are chairmen of 
Chicago’s Off-the-Street Club benefit Christmas 
party sponsored ‘by the Chicago Federated Adver- 
tising Club and its 20 affiliates. Frank Ewing, Fens- 
holt Advertising, holds the ball. The team members 
are Arch Knowlton, American Home; John Hughes, 
J. Walter Thompson Co.; Paul Kelly, Arthur Gross- 
man Advertising; Frazier Nounnan, Gourfain-Cobb 
& Associates; Earl Collings, Aubrey, Finlay, Marley 


in 


pay its 
$19,500. 


Sullivan Hennessey 
& Hodgson; Dick Sullivan, Holiday; Joe Hennessey, | 
Sherman-Hennessey Printing Co.; Dan Collins, | 
CFAC; August Mathieu, Off-the-Street Club direc- | 
tor, and Noreen Swanson, Modern Hospital Pub- | 
lishing Co. The boys’ club was founded by CFAC 
1900 and annual Christmas luncheons since, 
like the one scheduled this year for Dec. 5, help 
expenses. 
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Subscription TV System 
Planned for Bartlesville 

A subscription television system, 
using cables instead of airwaves, 
has been planned for Bartlesville, 
Okla., by Jerrold Electronics Corp., 
Philadelphia. The “Home Theater” 
will place first-run movies on tv 
screens in the homes of subscrib- 
ers from booths in a local motion 
picture house. 

The “Home Theater” was engi- 
neered by Jerrold and will be in- 
stalled in Bartlesville for Vumore 
Inc., a subsidiary of Video Inde- 
pendent Theaters Inc., an exhibitor 
chain. Construction is expected to 
A start in the spring. 


a 4 In CANADA 


31% of the sales made 
Mathieu Swanson 


in retail stores are 


made to Families reading 


THE STAR WEEKLY 
ask for information 


Nationally Re resented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Collins 


Last year’s event netted 


H used to trigger a charge which 
Electronics to Be severed the traditional tape at the | 
$18 Billion Industry formal opening of the distribution | 

_ center. 
in 10 Years: Folsom |. An indication of things to come, 
jis found in the description of the) 
Los’ ANGELES, Nov. 6—The elec- tape severing: “To operate the) 
tronics industry, currently doing a | novel device, Mr. Folsom removed | 
volume of more than $11 billion|a light shield from the tiny bat-| 
annually, will reach a total volume | tery, consisting of a small silicon | 
of $18 billion in the next ten years, wafer only 1/10 thousandths of an| 
Frank M. Folsom, president, Ra-| inch thick. The action of light up-| 
dio Corp. of America, predicted at| on the exposed wafer initiated an| 
the opening of RCA’s new distri-|extremely small electric current. | 
bution center here. This will make 
it one of the nation’s five top man- 
ufacturing industries, he said. 
Reviewing the growth of elec- 
tronics and RCA, Mr. Folsom said 
that today more than 80% of 
RCA’s business is in products and 
services which did not even exist 
commercially 10 years ago. He 
predicted that in another ten years 
a comparable percentage of vol-| 
ume will be in products that are | 
not now on the market. 
Mr. Folsom named color tv as) 
the greatest of the new develop-| 
ments coming into its own. He re- 
vealed that RCA and NBC have 
spent more than $70,000,000 in 


tv into the home. 


® Answering a question about the 
price of color tv sets, Mr. Folsom 
asserted that the charges that they 
are priced too high are “phony 
arguments of competitors who are 
not ready with a good set.” In 
view of the fact a color set has 
three times the circuitry problems 
of b&w, the $495 price of RCA sets 
is not high, in his opinion. 

He does not anticipate a price 


‘ oscillator, 
| mitted the impulses to a transistor | 


color tv, which is in addition to| jj 
$50,000,000 spent in getting b&w/} 


The current flowed to a transistor 
which in turn trans-| 


amplifier and a relay powered by | 
flashlight batteries. The strength- | 
ened current then touched off) 


the charge placed at the center of | 


‘the tape.” 


Lell Publishing Advances 
Clark, Callahan, Penell 

Dell Publishing Co., New York, 
has advanced Harold Clark, adver- 
tising director 
since 1949, to vp. 
in charge of ad- | 


vertising. 
At the same) 
time, Dell pro-| 


moted William F. | 
Callahan _Jr., 
with the company 
14 years, to as- 
sistant vp and 
sales director of | 
the Dell book di- | 
vision and Joseph | 
Penell, with Del! 10 years, circula-| 
tion manager. 


Hansen-Choate Agency Bows 
Hansen-Choate Advertising has | 
been formed with offices at 20/ 


Harold Clark 


decrease in color sets for a year or|San Mateo Dr., San Mateo, Cal. | 
so. “The price will go down 4°! Principals are Stuart K. Choate, 
sales go up.” Pointing to expe-| formerly a vp of Rhoades & Davis, | 
rience with b&w sets, Mr. Folsom|san Francisco, and before that | 
observed that sets priced at $375| with Cunningham & Walsh, New 
originally were selling for $149|York, and John L. Hansen, who 


three years later. 

As for programming in color, | 
Mr. Folsom said NBC now has| 
color programs every day. Until | 


directed his own agency, Hansen- | 
Tipton Advertising, for a number | 
of years, and more recently with 
Campbell-Ewald Co. 


ONE WILL DO! 


Fast-stepping WBNS Radio waltzes away with 
the quality market in Columbus and Central 
Ohio. WBNS delivers the most listeners . . . 
twice as many as the next biggest station. The 
most and also the best. With 28 top Pulse- 
rated shows, WBNS puts push behind your 


: jlight energy harnessed through 


sales program. To sell Central Ohio . . . you've 


Sept. 15 of this year, manufactur- | 
got to buy WBNS Radio. 


ing of sets was “ahead” of pro-| Carson to Typographers 
gramming, but now programming; Archie (Kit) Carson, who for-| 
|is ahead of production, in his opin-|merly did public relations work 
‘ion. He reported that currently jn Houghton, Mich., has joined Ad- 
sales of color sets are very good, | yertising Composition, New York, | 
jand it is expected that during | as director of sales and sales pro- 
|the Christmas selling season con- motion. 
sumer demand for most models 
will far exceed production. 


CBS FOR CENTRAL OHIO 
Ask John Blair 


radio 


Gas Assn. Names Littlehales COLUMBUS, OHIO 


Henry E. Littlehales, formerly | 
Folsom’s with Rowe-D oh erty Associates, | 
New York, has been appointed) 
press relations manager of the | 
American Gas Assn., New York. | 


The number one Pulse station 
covering 1,573,820 people with 
2 Billion Dollars to spend. 


|@ Appropriate to Mr. 
itheme of electronic development, 


an experimental solar battery was 
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How Ad People 
Fared in Last 
Tuesday’‘s Voting 


Cuicaco, Nov. 8—For those mar- 
keting and ad media men and 
women who aspire to public of- 
fice, last week’s election provided 
success and failure stories of their 
confreres in great numbers. 

The offices sought by members 
of the profession ranged from gov- 
ernor (or even President, if Adlai 
Stevenson’s part ownership of the 
Bloomington. Ill, Pantagraph 
qualifies the ex-governor) on 
down through the ranks of county 
and city jobs. 

From all across the country, AA 
has collected information on the 
following political candidates who 
are actively, or have at some time, 
engaged in advertising, public re- 
lations, publishing and other re- 
lated businesses. 


New York 


In the Greater New York area, 
the biggest office to which an ad- 
vertising-public relations man was 
elected was that of congressman 
from Westchester county’s 26th 
district. Republican Edwin B. Doo- 
ley, mayor of Mamaroneck, who 
was nominated to succeed retiring 
congressman Gamble, outdistanced 
his Democratic-Liberal opponent 
in this GOP stronghold by more 
than two to one. 


® Formerly director of public re- 
lations and advertising for the 
Health Insurance Plan of Greater 
New York, Mr. Dooley has also 
been public relations director for 


the American Museum of Immi-} 


gration and has run his own pub- 
lic relations business. Currently vp 
of Max Rogel Inc., Mr. Dooley 
plans to continue his public rela- 


Noble Bradley 


New York included Edward J. 


Paramount Theaters board member; Albert Bradley. General Mo- 
tors Corp. chairman; J. H. S. Ellis, president of Kudner Agency, 
which bought the network’s radio-tv coverage for Buick, and 


111 


“Reader's Digest’ Proposes 1% Sample 


of Circulation for ABC, Tax Purposes 


(Continued from Page 1) 


_themselves needed under standard 
ABC procedures. ABC auditors are 
jnow reviewing our arrangement, 


and by January we hope to be 
able to announce that this is the 
way our circulation will be veri- 


'fied in the future.” 


Dick Waters, assistant treasurer 
of the Digest, said that if the sam- 


|pling operation “bears out what 
| we’ve been doing under the 100% 
' procedure, we plan to ask the In- 


| ternal Revenue Service for a rul- 


Goldenson 
ABC CONSTITUENTS—Visitors at ABC’s election night headquarters in 


Noble, American Broadcasting- 


Leonard Goldenson, president of AB-PT. If you look closely you'll 


note that Mr. Noble is holding a 


Life Saver, a favorite product of 


his. (Mr. Noble is also chairman of the executive committee of 


Life Savers Corp.) 


Elsewhere in New England John 
Mather Lupton, Republican, of 
Weston, Conn., was elected to the 
state legislature. He is head of the 
New York advertising agency 


bearing his name, and has been! 
active in Republican campaigning 


on a regional level. 


Pennsylvania 

Another loser was Max Leon, 
president of station WDAS, who 
ran for city councilman at large in 
Philadelphia on the Republican 
ticket. Mr. Leon was swamped by 
his Democratic opponent, an op-| 
tometrist. Benjamin Franklin 
James of Delaware County was 
re-elected to the U.S. House of, 
Representatives on the Republican 
ticket. He formerly owned the 
|Benjamin Franklin Printing Co. | 

In the state capitaf, Harrisburg, 


tions business while in the House state senator Anthony J. Di Sil-| 


Group, a network of suburban | 
newspapers, many of which were 
gasping in the rarefied atmosphere | 
of the depression. In 1946, Mr. 
Nordburg agreed to run for Sani-_ 
tary District trustee. 

His decision was tempered by 
the advice of a wily old politician | 
who told him, “Lots of people vote | 
for a name, even though they | 
don’t know who owns it.” Mr.) 
Nordburg says, “My name _ is} 
Swedish and the Swedes know it. | 
The Germans think I’m German) 
and the Jews claim me, too.” 

Democrat Paul Simon, 27-year- | 
old anti-gambling and vice cru-)| 
sading publisher of the weekly! 
Troy (Ill.) Tribune, won in his 
bid for re-election as state repre- 
sentative. 


Minnesota 
In St. Paul, Val Bjornson, 50, 


of Representatives. He will divide yvestro, Democrat and publisher of associate editor of the St. Paul Dis- | 
his time between New York and the Philadelphia weekly Italian- | patch-Pioneer Press, and Min-| 
Washington. Mr. Dooley told AA American paper La Libera Parola,|nesota state treasurer in 1950 


he has dropped all accounts which 
might have dealings with the gov- 
ernment. 

Re-elected to office as _ state 
senators were Republicans George 
R. Metcalf, an Auburn journalist; 


was re-elected to his sixth four-|and 1952, was re-elected to that) 


year term in the Pennsylvania | 
senate. 

Joseph P. Ojobai, editor and. 
general manager of the Phoenix-| 
ville Republican, was elected to 


post. | 
Missouri 


A guitar and microphone helped 
Charles H. Brown, Democrat, 35 


Wheeler Milmoe, Canastota editor his first term as Republican mem- | Year-old executive of Radio Ozarks 


and publisher; Alonzo L. Waters, 
Medina publisher; and public re- 
lations men Leo P. Noonan, Far- 
mersville; Thomas F. Riley, Roch- 
ester; and Charles O. Henderson, 
Hornell. 


# In New York City, Eleanor 
Clark French, women's news edi- 
tor of the New York Times for 
five and a half years, and a free- 


lance writer and politician in re-| ald 


cent months, lost her bid for the 
state senate. 

Other defeated state candidates 
include David M. Gancher, owner 
of a printing and publishing busi- 
ness and a member of the British 
Nationalist Press Assn., running 
for assemblyman in 


lisher of the Whitehall Times and 
director of the State Press Assn., 
also as an assemblyman, from 


Washington County; and Edgar M. Mr. Hachmeister is editor and | Lake board of education, a non- |? 


ber of the state house of represen- Enterprises Inc., Springfield, de- 

\tatives from Chester County. \feat leather-lunged Dewey Short, 
‘Republican, in the state’s seventh 
® Rep. William Knecht was re- | congressional district. Mr. Short is 
‘elected to a second two-year term/|described as the most famous 
‘in the state house of representa-| House casualty this year. His old- 
‘tives as Republican member from | fashioned oratory won voters in 
‘Schuylkill County. Mr. Knecht | the Ozarks for more than 20 years. 
|publishes two weeklies: the | Utah 


Schuylkill Haven Call, and the: : a 
Florien J. Wineriter, disc jockey 


Tower City-West Schuylkill Her- ‘ 
; _at radio station KALL, Salt Lake 
Rep. James K. Davis, of Tio-| City, was elected to the state house | 


Allegheny | 
County; James E. Roche, co-pub-_| 


nesta, publisher of the Weekly For- 
est Press, was re-elected on the 
Republican ticket to his fourth 
two-year term in the state house 
of representatives. 


Illinois 
Albert W. Hachmeister, Republi- 
|can, was reelected from the 10th 
| district of Chicago to his third 
term in the Illinois state assembly. 


-# Harold E. Cunningham, head of | 


‘of representatives on the Demo- 


cratic ticket, defeating his op-| 
ponent by less than 400 votes. 
H. E. Cunningham & Staff, Salt 
Lake agency, and Herbert L. Price, | 
space salesman for Newspaper | 
Agency Corp., which handles the) 
Salt Lake Tribune and Deseret) 
News-Telegram, ran for the Salt! 


ing on whether we can then spread 


|out our revenues for tax purposes. | 
|We haven't been doing the sam- | 


pling long enough to know if it 


'works out well enough to approach 
‘the tax people.” 


® In Chicago, Alan Wolcott, ABC 
vp, confirmed that auditors have 
been studying the Reader’s Digest 


'scheme since it was first presented 


to the bureau’s board of directors 
in June. He expressed doubt, how- 
ever, that there would be any 
abrupt decision on the proposal. 

Instead, he suggested that it 
might be worked out in an “evolu- 
tionary process,” the next step of 
which might be an experimental 
audit using the proposed Digest 
method. Mr. Wolcott noted that 
ABC is conducting experiments 
already on two different methods 
aimed at reducing the cost of com- 
piling and maintaining publishing 
records. 


® One such test involves a “highly 
mechanized” method proposed by 
Time Inc.; in the other experi- 
ment, an American Home system 
is being tested (AA, Dec. 12, ’55). 
The Reader’s Digest proposal, Mr. 


| Wolcott said, probably will be 


considered by the ABC board at 
its next meeting, Dec. 6-7. 

In sum, Mr. Wolcott suggested 
that the question revolved around 
“publishing philosophy” as well as 
sheer size of publication. He noted, 
for instance, that “Time and Life 
handle more than 7,000,000 sub- 
scriptions; yet they think all the 
records they keep are needed for 
their own use, regardless of mem- 
bership in the Audit Bureau.” 

The ABC “is interested in sav- 


term in the U.S. house of repre- 
sentatives. 

Sheridan Hegland of suburban 
La Mesa, a Democrat, was elected 
to a second two-year term in the 
California state assembly, the low- 
er house of the state legislature. 
Hegland, until he sold the news- 
papers to run for the legislature, 
was publisher of the La Mesa 
News and the La Mesa Pictorial, 
weekly newspapers. Incidentally, 
the News and Pictorial were the 


j;only newspapers in the assembly 


district to oppose his reelection this 
year. 


Oregon 
In a dramatic upset that wasn’t 
finally tallied until the Thursday 
after election day, Robert Holmes, 
Republican, was elected governor 
f the state. Mr. Holmes has a 


Jones, former Washington corre-| publisher of Marking Industry, a/ partisan race, in separate districts.|©@Teer of some 25 years in pub- 


| | 


| ing costs, just as the publisher is,” 
jhe added, “but integrity of the 
audit is the No. 1 consideration for 
us.” 


'@ Meanwhile, the Reader’s Digest 
'—which averaged 1,627,361 copies 
sold at newsstands during the first 
jhalf of °56—currently is paying 
jabout 5,000 newsdealers 1.5¢ per 
icopy additional if they use special 
display racks supplied by the Di- 
gest. 

“In terms of square feet at the 
newsstand,” said Mr. Weintz, “the 
|Digest takes one-fourth of the 
space of a Life or a Ladies’ Home 
i|Journal. The Digest is not dis- 
played in relation to its sales 
(third, behind Confidential’s 3,- 
442,536 and TV Guide’s 2,971,959 
in the first half of °56) but to its 
size. That means it goes into a cor- 
ner with other smail magazines. 
This is a secondary position. 

“So we offered dealers a 1.5¢ 
extra discount for copies of the 
Digest that are displayed in a four- 
stack fixture on the flat next to 
other best-selling magazines. There 
is no charge to dealers for the 
racks.” 

Mr. Weintz said ihe rack pro- 
gram was started only three weeks 
ago and that in this time about 
5,000 dealers, out of about 100,000 
in the U. S., have agreed to put in 
the racks. 


Stamp Operators 


Like Verdict of 
N. Dakota Voters 


Bismarck, N. D., Nov. 8—Re- 
turns on the North Dakota trading 
stamp referendum indicate a 
sweeping victory for supporters 
of trading stamps. While the count 
is still incomplete, 67% of the 
voters rejected a measure which, 
in effect, would have banned trad- 
ing stamps from the state. 

This was the ‘first time that 
American shoppers had been 
called upon to vote on any ques- 
tion concerning trading siamps. 
The 1955 state legislature passed 
a law levying an annual tax of 
$6,000 on each merchant, large or 
small, who issued trading stamps 
(AA, July 25, 1955). Immediately, 
supporters of trading stamps or- 
ganized a housewives committee, 
and 36,000 women signed petitions 
to put the question before the 
voters. This was 29,000 more sig- 
natures than were needed under 
North Dakota law for a referen- 
dum at the 1956 election. 

With 936 of the state’s 2,318 
precincts reporting, North Dakota 
voters rejected the measure, 69,766 
votes to 34,329. 


@ Mrs. Catherine Tully, presiderit 
of the Housewives Committee to 
Save Trading Stamps, in a state- 
ment released last night, said, 
“The vote is no surprise to us at 
all. Somebody tried to pull the 
wool over housewives’ eyes but 


tI 


P] 


spondent, now owner of a letter monthly business paper, and Mark- Both were beaten. Cunningham !ishing, advertising and broadcast- 


duplicating and direct mail ad-|ing Products and Equipment, an | was low man of four candidates | 
vertising company, who ran for annual. 


the senate from Rensselaer. 


Massachusetts 
Robert F. Murphy, newly elect- 
ed lieutenant governor 


William S. Nordburg, Republi-) 
can, was elected to his third term 
‘as a trustee of the Chicago Sahi-| 
tary District. Mr. Nordburg | is! 


|and Price was a close second in a| 


two-man race. } 


California 


Jacqueline Cochrane Odlum, 


and a truly an “old timer” in Chicago' world famous aviatrix and mar- 


Democrat, is a former advertising advertising circles. He entered the keter of cosmetics, lost by 4,000 
salesman for the Evening News, John Lee Mahin agency in 1908, | votes in her first try for a seat in) 
Malden, Mass., and later became eventually becoming vp and as-| Congress. She ran for representa- 


business manager of the paper. He 
gave up his post two years ago to 
run for governor on the Democrat- 
ic ticket and was defeated. Fol- 
lowing the defeat, he went into 
business in Boston as a _ public 


relations and industrial consultant.; the Chicago Suburban Quality’ Diego, was re-elected to his third 


|sistant treasurer. 
_# Hard times in 1931 moved Mr. 
Nordburg out of the agency and) 
shortly thereafter it folded. 

In 1931, Mr. Nordburg started 


" 7 fe — ah ae 


tive from the 29th District and was 
beaten by Judge Salap D. Saund, 
a naturalized Sikh. 

Congressman Bob Wilson, Re- 
publican, a member of the Champ 
Wilson Advertising Agency, San 


ing. He defeated the favored in- 
cumbent, Governor Elmo Smith, 
Democrat, and is the first Repub- 
lican to gain the office in 28 years. 

Mr. Holmes began his business 
experience as a reporter for the 
Portland Oregonian and Journal 
in the early 1930s. Later, he be- 
came advertising and promotion 
manager for Bio-Products Co., 
Seattle, maker of vitamins. 

For the past 14 years, the 47- 
year old adman has been asso- 
ciated with radio station KAST, 
Astoria, and for the past nine 
years he has been its general 
manager. 


didn’t get away with it. 

“Frankly, I don’t think they will 
get away with it anywhere else 
either. Americans are still alike, 
whether they come from North 
Dakota, New York state or Cali- 
|fornia. When somebody tries to 
take away their right of free 
choice, the answer will always be 
‘no’.” 

Three trading stamp companies 
gave open support to the house- 
wives’ committee to help kill the 
tax measure. They were Gold 
Bond Stamp Co., Gift House 
Stamp Co. and Sperry & Hutch- 
inson Co. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 


noon 5 days preceding publication dete. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


ARE YOU A GOOD PROMOTION MAN 
LOOKING FOR AN EXCELLENT OP- 
PORTUNITY IN A PROGRESSIVE TELE- 
VISION STATION? WE HAVE AN OPEN- 
{NG FOB A DEPARTMENT HEAD WHO 
CAN DIRECT THE WORK OF OTHERS 
AND IS CREATIVE HIMSELF. GIVE US 
COMPLETE INFORMATION ABOUT 
YOUR EXPERIENCE AND TRAINING 
AND WE WILL RESPOND WITH ALL 
DETAILS OF OUR OPERATION AND 


THE JOB. 
Box #077, ADVERTISING AGE 
200 E. litmeis St., Chicage 11, Ilineis 


Young ad m © for Nerthern Ilinels man- 
ufacturer’s ad dept. Copy ability most 
important. Opportunity to learn all phases 
of merchandising, mail order, direct mail 
with progressive company. Please tell us 
about yourself, and indicate starting sal 
ery required. Write 
Box 9079, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois | 
ARTIST | 
Artist for food manufacturer. 
enced in layout, p.o.p., production, and) 
strong in package design. Excellent work- 
ing conditions in growing company, in-| 
surance, retirement income plan. Send re- 
suine, salary uired, to. No qamgtes | 
uatil requested. rite: M. D. Thoma, P.O. 
Box 1270, Madison, Wise. 


all | 


tion. He thinks logically. 
the surface facts and he ha 


already shown him that 


keep him satisfied so long 


outlining his experience 


Rhys M. Jones, Public 


NORTH 


Staff Position 


IN CORPORATE 
PUBLIC RELATIONS 


OMEWHERE there is a man, age 26 to 35, 
who will find at Abbott Laboratories the pub- 
lic relations opportunity he has been seeking. 

He has been turning out good ideas and material 
for three or more years. He has a lively imagina- 


on paper in an interesting way. His experience has 


career. He’ll want a company alert enough to rec- 
ognize his merits, big enough to help him grow. 
With Abbott, he will not specialize in any one 
phase of public relations. Instead, he'll find room to 
use his full talents over a broad range of stock- 
holder relations, community relations, publicity and 
contact work with both scientific and general 
media. He may not have a medical or pharmaceu- 
tical background, but the problems of medicine 
and of science should intrigue him. He is earning 
much less than five figures now, but we’ll pay him 
enough to make the change worth while—then 


us. He can enjoy suburban living near his work or 
commute from Chicago in an hour against, not with, 
the heavy traffic. He will not bother us with a 


casual telephone inquiry— 


ground, and enclose samples of his best work. We 
hope he will write us tonight—for we'd like to have 
him start with us soon, and stay a long, long time. 


WRITE—DO NOT PHONE 


Abbott Laboratories 


CHICAGO 


lf You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 

Wa. 2-2306 for the really 
BIG positions in Advt., 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

. 202 S. State St., Rm. 1116. 

HELP WANTED 
Experienced advertising salesman by long 
established publishers of business maga- 
zines in Twin Cities. Permanent salaried 
position. Must locate in Minneapolis-St. 
Paul area. Excellent opportunity. 

Box 9081, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ELECTRONICS COMPANY WANTS 
VERSATILE PUBLIC RELATIONS MAN 
This is a new position in our small but 
|rapidly growing development and manu- 
facturing firm. We need a man to handle 
public relations, demonstrate electronic 
equipment to customers, write copy for 
advertising and equipment literature and 
in general help promote the company and 
its products. Must have electronics back- 
ground at least equal to first class ama- 
teur radio operator. Write to Mr. M. L. 
Jackson, Vice President. 

CGS Laboratories, Inc. 
391 Ludlow Street 
Stamford, Connecticut 


He likes to dig beyond 
s the ability to put ideas 


public relations is his 


as he does the same for 


he will write a letter 


and educational back- 


| HELP WANTED 


Advertising Age, November 12, 1956 


POSITIONS WANTED 


Young man with advertising training who 
wants to become part of a small versatile 
advertising department. Opportunity for 
variety of experience and growth poten- 
tial. Should know graphic arts field and 
some production b.ckground helpful. Po- 
sition open in national pharmaceutical 
manufacturer’s organization. Location near 
Chicago. Applicants send resume to: 

Personne! Manager 

The Armour Laboratories 
P. O. Box 511 
Kankakee, Illinois 


| JOB MARKET 
for 
CREATIVE T 
ADMINISTRATIVE 
MOLENE 


ALENT 
PERSONNEL 

An 38-4424 
Bankers Bldg. Chicago 3. 

MEDIA DIRECTOR 

Somewhere in the media department of 
some big agency is probably just the guy 
(or gal) we need. As a growing 4A agency 
in the sunny Southwest, where there’s 
plenty of room for both people and agen- 
cles to grow, we have reached the point 
where we must set up a one-man media 
department. 

We are looking for an ambitious man or 
woman who would welcome a chance to 
get away from big city agencies, and who 
would find a challenge in the opportunity 
we offer. We want someone with enough 
experience to take the lead and enough 
energy to do the work. Beyond that we 
have set no limitations. If this whets your 
interest, tell us your background, age, sal- 
ary expectations, etc 

Box 9104, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Advertising and Sales 
Premotion Man 
For rapidly expanding firm. A young man 
to work closely with Sales Department 
and Advertising Agency. Salary commen- 
surate with ability and experience. Indus- 
trial Advertising experience and graphic 
arts knowledge essential. Many company 
benefits. Write fully and confidentially to 
Box 9098, ADVERTISING AG 
200 E. Illinois St., Chicago 11, Ilingis 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


HERE’S AN AGENCY COPYWRITING 
JOB THAT'S A REAL GOOD DEAL! 
It’s a job that demands a well experienced 
man, able to turn out good copy in con- 
siderable volume for a wide variety of 
accounts. It’s a key job in a weil-estab- 
lished and steadily growing agency—of- 
fering no less than $7,200 to start—in a 
community where good living costs less. 
It’s a job that can become just about as 
big as the right man wants to make it. If 
you think you're that man, send us your 
resume today. All replies will be treated 

in strictest confidence 
Box 9103, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


i ADVERTISING SALESMAN 
| Industrial magazine in metals field wants 
aggressive advertising salesman for East- 
|ern territory. Our competition is strong. 
If you're afraid of rough going, don’t ap- 
| ply. At same time we offer a large ad- 
| vertising volume potential, highest circu- 
| lation in field, excellent editorial program, 
| good promotion support. Salary plus com- 
mission. 
Box 9102, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING 
COPYWRITERS, Agency exp ............$25,000 
EDITORS, Trade Magazine .. ..Open 
ADVTG. SPACE SALES .. Good 
MEDIA-RESEARCH ..... Open 
| TECHNICAL WRITER... _ one 7 000 

| ASST. ACCT. EXEC, Agency exp .$10,000 
| ADVTG. ASST, MEE once cccccceccceces....$5,500 
| MANY MORE GOOD OPENINGS 

| SHAY EMPLOYMENT AGENCY 

| 30 W. Washington Chicago 2, Illinois 


| LEADING PUBLISHER REQUIRES EX- 
|PERIZNCED DIRECT-BY-MAIL 8 U B- 
| SCRIPTION PROMOTION MAN. MUST 
HAVE AT LEAST 7 YEARS EXPERI- 
|ENCE WITH PUBLISHER IN THIS 
FIELD, CREATIVE ABILITY, KNOWL- 
EDGE OF TYPE AND LAYOUT, AND 
ABILITY TO WRITE FLUENTLY. FU- 
TURE IS EXCELLENT FOR THE RIGHT 
MAN. SALARY OP E N—DEPENDING 
UPON EXPERIENCE. 
Box 9101, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


RESEARCH/MEDIA DIRECTOR 
4A top-of-the-south agency has a top 
flight opportunity for a young man who 
is in love with advertising and marketing. 
Food or package goods market research 
experience desirable. Media experience 
would be helpful. Write 
Box 9100, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois .* 


YOU PAYS YOUR MONEY 
AND TAKES YOUR CHOICE 


BUSINESS OPPORTUNITIES 


| Small PUBLISHERS REPRESENTATIVE 


organization in New York City now rep- 


Here’s a c ce to get your money’s resenting 3 successful magazines (2 trade 
worth. Will consider any industrial or/and 1 consumer) would like to handle 1 
agency PR or advertising position. 

31, married, B. J. Proven productive sales | Not interested 


record. 3 yrs PR exper. 2 yrs assist. adv. 
mgr., edited 


hhicit 
y 


copy, P y, pr 


per. 
Box 9105, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


a 


ction and pkg. ex- 


AGGRESSIVE ADV-PROM ASST. MGR. | 
SEEKS LONG-PULL CHALLENGE NOW 


Experienced, ready. 4 yrs sales, 7 yrs nat. 
adv-prom, both cons-indust, top mfgrs 


ployer, my ys, patient wife expect 
change for Xmas. 

Box 9106, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Space Sales or Agency Contact. Five years 
in Publishing, Sales, bremetion. Mdse. 28, 
College Grad. Prefer Chicago or Midwest. 
Resume. 

Box 9107, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
PHOTOGRAPHER-WRITER 

5 year comm. photo exp., BA Eng., 2 arti- 
cles slicks, movie, travel. 

OBERLY—Wh 4-6211, Chicago 
ADVERTISING ASSISTANT 
College Grad., BBA, 25, 3 yrs varied Ad 
Agency experience in production, traffic 
research. Seeks position with future. Have 

passed minimum. salary stage. 
Box 9108, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


that has reached its peak. 3 excellent ref- 


sales paper, photography, ad erences from the publishers we now rep- 


resent. 
Box 9068, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Amazing suburban business! 

Test it in Sanders ABC 3 
Geneseo, N.Y. 
MISCELLANEOUS 
PERSONAL NOTICE 


device that dispenses pre- 


amount of cereal, soap, etc., au- 
tomatically. Might make you fel- 
lows a hero with the account ‘or 
prospective accounts) if you pre- 
sent it first. Call, write or wire 


tainer Corp., 
New York 22, N.Y. PLaza 1-0642. 
Stan 

YOUR PRODUCT placed on Los Angeles 
and National Giveaway Shows at low 
cost. We also arrange Film Star Endorse- 
ments. Write Roberts & Gail, 5880 Holly- 
wood Blvd., Hollywood 28, Calif. 


PUBLIC RELATIONS 
MAN AVAILABLE 
Seven years company and newspaper ex- 
perience. Top writer, editor, and contact 
man. ill relocate. Age early 30's. 
9109, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
LAYOUT MAN-ART DIRECTOR 
Would like free lance or perm. spot with 
small or med. agency. Heavy exper. all 
Pp art. Creative modern des: 
Box 9111, 'VERTISING AGE 
200 E. Mllinois 6t., Chicago 11, Illinois 
COPYWRITER: Highly creative, versatile, 
15 yrs. exp. natl. local, Acct. Exec. Foods, 
Petrol, Indus. Pref. Chgo. Agency. 
Box 9113, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
OVERSEAS PRODUCT MANAGER 
American, young, eager, stable and ex- 
perienced (eight years abroad for one of 
America’s largest, most essive grocery 
products manufacturers). ady to make 
last change for increased responsibility 
and opportunity with advertiser or agency 
at home or abroad. 
Box 9112, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR (TOP FLIGHT) 
Crisp Creative Layouts, roughs to comps. 
Top illustration and finish art, any medi- 
um. Knows type, production and supervi- 
sion. Sal. $9,000. 
Box 9110, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


NEW PRODUCT —- MARKET 
AS! 

Prolific source of ideas for new products 

and new markets for established items. 

Specialists stationary; school field, but 


will tackle any problem. Lerner Creations. 
3 E. 33rd., Kansas City 9, Missouri 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 MN. LASALLE. CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


WANTED 
PUBLISHER'S REPRESENTATIVE 
Key areas for national paid circu- 


lation weekly magazine to auto- 
motive dealers. 


Box 290, Advertising 
200 E. Illinois St., Chicago tl. 


Once-in-a-decade— perhaps 


first-rate agency 
and do them; cali 


If 
to find him. 


experience, perso’ 


Box 331 


We're Looking For An 
All-American 


nity, as General Manager and administrative head of long- 
established, soundly-financed, AAAA agency, with multiple- 
floor offices on Michigan Avenue, Chicago. 


We want a man with thorough agency management experi- 
ence; who can get along easily with people of varied personal- 
ity and get things done; with the knack of finding and hiring 
| eearoag ws alertness to see right things to do, 

r to join top-management group on shoul- 
der-to-shoulder basis, and take the job of running the agency 
off the minds of busy contact and creative associates. He is in 
the mid-thirties to mid-forties. 


ou think we’re asking too much, better forget this ad. 
We don’t think we are. There is such a man, and we're going 


If you honestly believe you’re the one, we promise you'll 
like the set-up. And please write fully about your background, 
status, and salaries you have earned. 
Send a picture, if you have one. 


ADVERTISING AGE 
200 East Illinois Street 


once-in-a-lifetime — opportu- 


Chicago 11 


DEAR ARTIST! 
Want to get out of the rut? Young grow- 
ing agency in friendly central Illinois 
community has immediate opening for 
commercial artist. Bright future. Salary 
cas. Tell all and enclose samples in first 
etter. 
Box 9099, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Relations Department 


(LLINOTS 


PROMOTION MGR. ASST. 


Magazine or agen 7 
desirable. Writing ability =. 
head for administrative de- 
tail. Outstanding opportun- 
ity with top consumer 

Ine publisher. $5,000 
start. Box AA 1576, 125 W. 
4ist St.. New York City 


ADVERTISING MANAGER 
needed by client in lowa community 
of 60,000. Man or woman must be 
creative, with knowledge of record- 
keeping, production and printing proc- 
esses. $7,500 year to start—increases 
as merited. Write in confidence, giv- 
ing details of age, education, experi- 
ence, etc. intment arranged if 


you qualify. Henry Flarsheim, Bozell & 
Jacobs, 
cago I, 


Inc., 205 North La Salle, Chi- 
Illinois. 


200 E. ILLINOIS ST. 


EXCEPTIONAL OPPORTUNITY 
FOR SALES AND 
ADVERTISING CO-ORDINATOR 


A large Midwestern manufacturer is looking for a man thoroughly 
qualified as a sales and advertising co-ordinator. He must be able 
to plan and execute complete sales and merchandising programs. 
He must have advertising experience in all its phases. He must have 
executive qualifications and be capable of inspiring sales and dis- 
tributor organizations. He is today an executive in an advertising 
agency or in one of the nation’s larger soft drink or food companies 
or breweries. Salary and benefits are commensurate with the wide 
abilities and important responsibilities required. The man we have 
in mind has an established record of performance, is seeking greater 
opportunities than his present position offers, and is between 35 and 
45 years of age. Please give detailed outline of experience and pres- 
ent salary in application; and include a photograph. 


BOX 326, ADVERTISING AGE 


CHICAGO 11, ILLINOIS 
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THE WINNER! 


The advertising field, like the world of 
polities, can provide “winners”, if the 

did: under ideration have the 
requisite qualifications for the job. If you 
have a solid background in ad agency, or 
ad department phases, “throw your hat 
in the ring’ by letting me know the 
qualifications you possess. I will do the 
“nominating’’—in strict confidence, of 
course. 


GEORGE E. PYLKAS 
Executive Advertising Consultant 
Wabash Agency 
202 S. State, Chicago 4, WAbash 2-5020 


BLUE CHIP WEEKLY 
IN VACATION LAND 
Exclusive paper in dream town 
of Virginia Blue Ridge country 
near Washington, D. C., is now 
available. County seat. Popula- 
tion 3,500. Circulation 3,700. 
Good plant. Owner retiring, 
asking $90,000 on net of $12,000 
with terms to right buyer. Give 
your background and financial 

status in reply. 
Box 323 ADVERTISING AGE 
480 Lexington Ave., N.Y.17, N.Y. 


COPY-CONTACT 


All-around man with diversi- 
fied agency experience and 
proved copy ability. To serv- 
ice and handle creative for 
national and regional ac- 
counts in Baltimore-Washing- 
ton area. Key position in 
rapidly-growing, fully-staffed 
branch of substantial agency. 
Prefer 30-40 age bracket. 
Send résumé and salary ex- 
pected. 
Box 327, Advertising Age 

480 Lexington Ave., N. Y. 17 


we 


~ 


y, 


LAYOUT PRODUCTION 


American Home Products af- 
filiate, largest ethical phar- 
maceutical house in its field, 
seeks man, 25 to 35, with 
ability to handle layout, ty- 
pography, production and fol- 
low-through (no writing, no 
finished art, no photography) 
for house organ of 20,000 circ. 
and variety of product litera- 
ture. Interesting, challenging 
opportunity in growing mid- 
western city where jiving is 
easy (drive to office in 5 or 
10 min.). Promising future, 
ideal working conditions, 
congenial associates. Salary 
open. Write, giving qualifica- 
tions, salary requirements, 
references; enclose one (only) 
sample. Address Box 329, 
Advertising Age, 200 E. Iili- 
nois St., Chicago 11, Ill. 


The Midwest's 


allied fields. 
By appointment only 


CHICAGO 2, ILL. 
ral 6-5670 


outstanding placement 
service for Adv. - Art & 


59 E. MADISON + SUITE 1417 


A 


ACCOUNT EXECUTIVE 
OPPORTUNITY 


One of Boston’s best and fastest- 
growing AAAA agencies wants a “sec- 
ond man” to the account supervisor 
to help service one of New England’s 
finest industrial advertisers. The man 
must know what leads to great indus- 
trial advertising and the general me- 
chanics of his craft. Beyond that, 
age, present job, previous experience, 
height, weight or choice in neckties 
doesn't matter. The salary is not im- 
mense right now but the opportunity 
is. The agency is growing—not “set.” 
Answer in confidence and fully. Box 
324, Advertising Age., 480 Lexington 
Ave., New York 17, New York. 


DIRECT MAIL SALES 


Magazine is 
the leading home service and 
travel publication in the West. 
Its Circulation Manager wants 
an assistant who is a direct 
mail specialist, with a record 
of success to prove it. He may 
be now working for an adver- 
tising agency, a manufacturer, 
or another medium—but ex- 
perience in selling magazine 
subscriptions by mail will 
make him a prime candidate. 
Age 25-35. 


Send complete personal and 
work history in first letter, 
state salary required. All in- 
quiries are confidential of 
course. Address Personnel 
Manager, SUNSET Maga- 
zine, Menlo Park, California. 


Eastern Advertising 

Salesman Wanted 
for national industrial maga- 
zine located in Chicago. 
Want young man who will be 
trained in Chicago for 6 
months; moved to New York 
to cover the East. 
Must be intelligent; of good 
appearance, able to travel. 
Salary, annual bonus, and 
opportunity to advance. 
Interviews in New York 
week of November 19th. 
Box 332, ADVERTISING 
AGE, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


Better drop us a note if you seek— 
e FREEDOM TO CREATE TRULY ORIGINAL 


ADVERTISING 


e CLIMATE FOR RAPID GROWTH OF INCOME 
BEYOND $12-15,000 TO START 

© OPPORTUNITY TO PARTICIPATE RESPONSIBLY 
IN ALL PHASES OF MERCHANDISING AND 


ADVERTISING 


@ We are a fast pace, on-the-move $2 million Chicago 

@ We prefer the off-beat unusual, unconventional a 

in copy—but only if it sells—not just to be cute 5 

e We are given complete freedom by our clients to do a job 


—not to cater to whims. 


The Man: 27-45 years—likes to write—accepts responsibility 
—is ambitious, but stable—has proven, successful copy—mer- 
chandising background in an advertising agency. 

The Job: Copy contact—print, TV, radio. 

Answer in confidence—but only if you qualify—run of the 


mill treated accordingly. Be brief, complete, 
please. Our employees are informed. 

Box 330 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Illinois 


. 


Vs 


“11S QUILTED... ITS STRONGER! 


ae | er a 


NEW PRODUCT, NEW MEDIUM—Kaiser Aluminum & Chemical Corp., 

Oakland, Cal., emp!oys outdoor color and brevity to flash package, 

product and benefit in poster campaign introducing its new “quilt- 

ed” aluminum foil. Kaiser is making its first outdoor poster cam- 

paign a big one with national coverage in major markets, according 

to Outdoor Advertising Inc. Young & Rubicam, San Francisco, is 
the agency. 


Hickerson Elects Houx 
Shelton R. Houx, who joined J. 
M. Hickerson Inc. in 1955 as vp 
and general manager of the Des 
Moines office, has been elected a 
director of the agency. He was pre- 
viously with Nash-Kelvinator 
Corp. and the Chicago offices of 
N. W. Ayer & Son and McCann- 
Erickson. 


SELLING MANAGEMENT? 


One of New York's leading industrial and 

age design organizations sceks part- 
ime sales assistance from men with en- 
tree to manufacturing executives in New 
York. New Eng’and, Washington, Phila- 
de'phia and New Jersey. If you are now 
selling top management, our plan may 
be of interest to you. 

Box 258, ADVERTISING AGE 

480 Lexington Ave.. New York 17. N. Y. 


Our 45th Year 
AGENCY GENERAL MGR. to $20M 
Long-established en 
DIR. . MKT. RC 
COPY-CONTACT (FOOD) 
FARM COPY-CONTACT 
ASST. DIR. Mkt. rch. to $8100 
SALES PROMOTION (Food) $7500 
GLADER CORPORATION 
“The — ye 4Y Agency” 
Don Harris, . Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


ADVERTISING 
PRODUCTION MANAGER 


Unusual opportunity available 
in Midwestern 4A Agency for 
man with solid agency back- 
ground. Must be ially 
strong in phy and in 
handling mechanical processes 
including engravings and print- 
ing. If you qualify, send full de- 
tails of background, age, educa- 
tion, salary requirements. All 
replies confidential. 

Write Box 325, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


TV WRITER 
PRODUCER WANTED 


Medium size Chicago agency, 
very active in television, needs 
experienced writer producer. No 
beginners, please. Man we want 
must be able to write and 
produce effective selling com- 
mercials. Pleasant working con- 
ditions. Excellent opportunity. 
Write fully in confidence to: 

BOX 328 ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Il. 


DRAKE PERSONNEL, INC. 


Nationwide Rapid Confidential 

ACCO $12,000 
To 37. Solid food background 
for m Exc. benefits. 

ACCOUNT EXECUTIVE $10-12,000 
Major appliance exp. Rapid 
advancement. Eastern location. 


; -9,000 
ustrial, E.E. or Chem. . 2-4 
yrs. exp. copy-contact (midwest) 


ASST. ACCOUNT EXEC. §$9-10,000 
Midwest Agency, Petroleum 
account. 
MKTG. RESEARCH MGR. OPEN 
Se = To —, 
mfr. vy machinery 
goods. Midwest. 
PUBLIC RELATIONS 
To age 32. 
(midwest), Contact & 
magazine writing exp. 


$8-9,000 


B. L. CLEM 
220S. State Chicago HA 7-8600 


Pfizer Uses Only 
Trade Ads to Push 
Poultry Antibiotic 


(Continued from Page 3) 

it easier and more economical for 
the trade to supply customers with 
fresh poultry. As far as the con- 
sumer is concerned, however, the 
antibiotic only helps insure that 
she will not get an off-taste bird. 
It is questionable, the company be- 
lieves, that the consumer will 
really get a fresher-tasting bird. 


e Control of end product mer- 
chandising should be left to the 
processor, Pfizer believes. “We aim 
at benefiting and helping him, but 
we do not want to tell him how to 
run his business,” the company 
says. Ads therefore point out in 
bold type that “no special promo- 
tional labeling is required.” 

Government regulations do re- 
quire labeling showing antibiotic 
treatment, however, so Pfizer is of- 
fering an introductory wing clip 
service to processors. These wing 
clips feature the processors’ own 
brand names. Below, in smaller 
letters, is the FDA-required line 
“Oxytetracycline added to retard 
spoilage.” The Biostat trade name 
is not mentioned. 


s For the future, the ads point out, 
antibiotic treatment promises “an 
extremely important development 
in poultry marketing—reduced 
labor cost by the elimination of 
cutting up and tray packaging at 
retail stores.” 

At present, only antibiotically 
treated whole birds can be suc- 
cessfully prepackaged at the proc- 
essing plant (bacterial action is in- 
hibited only on the surface of a 
whole bird; when the bird is cut 
up, new surfaces are exposed to 
bacteria). 

The ads promise, however, that 
Pfizer is now working out tech- 
niques of treatment to be used in 
connection with tray packaging of 
cut-up birds at. the processing 
plant—or, in the case of chain 
stores, at a central warehouse. 

Other antibiotic benefits stressed 
in the ads include extended shelf 
life, more economical transporta- 
tion, better inventory control and 
increased consumer confidence in 
the freshness of the product. 

Wm. Douglas McAdams Inc., 
New York, is the agency. 


Arnold Appoints Taitz 

Arnold & Co., Boston agency, has 
appointed Elbert A. Taitz creative 
director. Mr. Taitz formerly was 
advertising manager of Jet Spray 
Corp., Boston, and before that, was 
product advertising manager of 
five divisions of Bolta Products, a 
division of General Tire & Rubber 
Co. He succeeds Gene Del Bianco, 
who has been named director of 
tv and radio media. 


‘Life’ Names Howell 

John D. Howel', formerly with 
Holiday, has joined the sales staff 
of Life International. 
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Italian Line Ads 
Aim to Offset 
Doria Sinking 


(Continued from Page 2) 
the ships are featured in the ads, 
Hugh Gigante, Italian Line ad 
manager, said, to offset any idea 
that,the line’s service has material- 
ly suffered because of the loss of 
one ship. 

Mr. Gigante started planning 
the new campaign almost imme- 
diately following the sinking of the 
Doria, with the aid of Walter 
Wood, account executive with 
Cunningham & Walsh. Plans jelled 
for the campaign immediately after 
Mr. Wood returned from the scene 
of the collision of the Doria and 
the Swedish liner Stockholm last 
July 25. Mr. Wood flew to the 
scene of the collision and was 
probably the only advertising man 
present; he had arrived with the 
first group of newsmen. He was 
Mr. Gigante’s liaison man, relay- 
ing information to the Italian 
Line’s New York office for release 
to the press. Within eight days fol- 
lowing the catastrophe, both men 
had the campaign outlined and on 
paper. 


® “The nation’s press carried a 
full report on the collision,” Mr. 
Gigante said. “Actually we had a 
pre-sold audience. Everybody now 
knew of the Italian Line. We de- 
cided to break the new ad cam- 
paign in Life, not only because of 
its mass circulation, but because 
of the continuing coverage it gave 
the mishap.” 

Mr. Gigante felt an immediate 
full-blown ad campaign was what 
was needed to restore confidence 


in the line. 
“Whether we were right or 
wrong, any ship going down 


creates adverse publicity for the 
shipping industry,” he said. “To 
counteract this, it seemed best to 
start a mass audience campaign to 
show the health and strength of 
the line as well as the top flight 
service available on all its units. 
No longer was it enough to adver- 
tise in the travel and class books. 
Here was a message for all the po- 
tential users of the line,” Mr. 
Gigante emphasized. 

“We knew we were in trouble,” 
he said. “Advertising was’ what 
could help us get out of it. With 
the Italian Line fresh in the minds 
of the public, it seemed best to hit 
out fast with our story and what 
we had to offer.” 


@ The catastrophe appears to have 
had no effect on the number of 
bookings handled. They are run- 
ning well ahead of last year, Mr. 
Gigante said. Sophisticated irav- 
elers were not prejudiced against 
the line because of the accident, 
Mr. Gigante said, adding that the 
line was concerned with the large 
potentia! market comprising per- 
sons unacquainted with sea travel. 

“Advertising has given us the 
leverage to reach this audience,” 
he said. “These ads will serve to 
reassure the seasoned traveler and 
instill confidence in the potential 
traveler.” 


Erwin, Wasey Names Browe 


Erwin, Wasey & Co., Chicago, has 
appointed Henry A. Browe an ac- 
count executive in charge of elec- 
trical appliance accounts. He for- 
merly was district sales manager 
of Sylvania Electiic Products in 
Chicago. 


Armstrong Boosis Hess 

Clyde O. Hess has been named 
manager of public information of 
the public relations department of 
Armstrong Cork Co., Lancaster, 
Pa. He formerly was manager of 


He 
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Outdoor Volume Up, Still Rising; 
OAI, SOAI Merger Highlights Year 


(Continued from Page 1) 


lon answers furnished by the pro- 


OAI will carry on the promotional | fessors themselves as to the kind | 


activities formerly performed by 
Standard. 


® Asa first move in this direction, 
OAI for the first time will use 
newspapers to sell the effective- 
ness of outdoor advertising. Its 
initial ads in the new campaign 
broke Nov. 5 in the New York 
Times and the New York Herald 
Tribune. A full-color, back-page ad 
will be used Nov. 14 in the Los An- 
geles Times, the day of OAI’s na- 
tional sales session at the 59th an- 
nual convention of the Outdoor 
Advertising Assn. of America. 
OAI’s advertising for the coming 


year also includes pages, spreads | 


of material they need. In addition, | 
|OAI supplies films on outdoor to) 
advertising departments for use at | 
classes and lectures. 
|}@ On the research front, OAI is 
undertaking new projects, guided 
iby its mew research director, 
|Franklin W. Cawl, formerly with | 
|the Hearst Advertising Service. 
| The first six months’ report of the 
|new continuing Starch studies on 
joutdoor has been completed and | 
lwill be presented to advertisers | 
‘and agencies at a series of meet- | 
lings scheduled for this winter. 
These and other studies are ex- 


pected to be expanded in 1957. 


and inserts in business papers in- | 


cluding the advertising press. This 
is a continuation of its current pro- 
gram. Al Paul Lefton Co. is the 
agency. 

During 1956, OAI’s promotion 
has been streamlined and intensi- 


Outdoor Advertising Is 
‘Going Places’: Moore 

“This year has been outstanding 
for solid progress and unification 
of the outdoor advertising indus- 
try’s support of its national sales 
organiza- 
tion,” Warner R. 
Moore, president 
of Outdoor Ad- 
vertising Inc., 
told AA. 

“OAI's selling 
strength is being 
steadily in- 
creased,” he said, 
“and through re- 
search and new 
selling tools our 
salesmen are bet- 


Werner Moore 


ter equipped than ever before to 


interpret the medium’s expanding 
values to advertisers and agencies. 

“We know that the medium is 
moving swiftly forward to fulfil 
a very much larger function in our 
expanding economy,” Mr. Moore 
said. “Outdoor advertising,” he de- 
clared, “is going places in a big 
way.” 


® The Starch continuing study of 
outdoor advertising, in its first 


| 
six-month report on the charac-| 


| teristics of outdoor poster readers, | 


shows that in a 30-day period 66,- 
/317,000 urban people remember 
seeing outdoor posters. This group 
|constitutes 82% of all people in 
‘the U.S. urban markets of 2,500 
population and over. 

| Among the many factors which 
this study has documented about 
urban outdoor poster readers is the 
fact that outdoor advertising is 
particularly strong with the young- 
er age group. 

About 90% of all urban people 
|between 10 and 35 years of age 
remember seeing outdoor posters 
in a single 30-day period. Urban 
outdoor poster readers constitute 
85% of all urban people 10 years 
of age and over living in house- 
holds with an annual income of 
$5,000 or more. 

These facts are but a small por- 
tion of the information which has 
been gathered through the contin- 
uing study of outdoor advertising 
sponsored by OAI. 

During 1956, several former 
users of outdoor have resumed use 
of the medium and a number of 
new users have been added to the 
| list. Total new and reinstated users 
jin 167 companies. Notable among 
these are the following: 
| Lever Bros., Kaiser Aluminum & 
|Chemical Corp., Reynolds Metals, 


NATIONAL OUTDOOR ADVERTISING SALES VOLUME 
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at the 59th annual convention of 
Outdoor Advertising Assn. of 
America, in Los Angeles. 
Speakers will include Norman H. 
Strouse, president, J. Walter 
Thompson Co., chairman of the 
executive committee, National 
Outdoor Advertising Bureau; Lou- 
is N. Brockway, exec vp, Young 
& Rubicam, chairman of the Ad- 
vertising Council; Robert I. Hern- 
don, general sales manager, Cali- 
fornia & Hawaiian Sugar Refining 
Corp., and Edward A. Gumpert, 
general advertising manager, dairy 
products division, Carnation Co. 
Representing OAI on the pro- 
gram will be George P. MacGreg- 
or, vp and advertising manager, 
and Robert C. McBrine, vp and 
eastern sales manager. , 


Cleveland Guild Puts 
Out Own Newspaper 


54 55 56 


45 46 47 48 49 50 51 52 53 


CONSISTENT GROWTH—Outdoor advertising volume has increased an- 
nually since the end of World War II. Estimated volume for 1956 
is $118,000,000, up $3,500,000 over 1955, and approximately $6,000,- 


|crease their use of outdoor adver- 
tising substantially during the 
coming year. Among these are: 
American Motors Corp., American 
| Tobacco Co., Carnation Co., and 
National Dairy Products Corp. 

At the end of October, OAI 
opened a new sales office in Dallas, 
rounding out an even dozen sales 
offices. The others are in Atlanta, 
Boston, Chicago, Detroit, Houston, 
Los Angeles, New York, Philadel- 
phia, San Francisco, Seattle and 
St. Louis. 


® Technical developments during 
the year have been notable. Prob- 
ably the most outstanding of these 
has been the experimental use of 
30-sheet posters. These increase 
the posting area by 25% and leave 
a uniform white blanking space 
of 4%” around the design. So far 
these posters have been used on a 
trial basis only. Whether or not 
they are to be continued will be 
decided this month at the annual 
convention in Los Angeles. 
During the year there has been a 
trend to replace the conventional 
| green molding around poster pan- 
|els by gray, stainless steel or plas- 
!tic molding. 
Various new lighting devices are 


000 over 1954. 


larity. Their use is paced by the 
growth of population centers. This 
is particularly true of spectacular 
painted bulletins with complicated 
'cut-outs which are used more and 
more in smaller cities. 

The use of the rotary system in 
this connection is increasing. More 
advertisers are using intra and in- 
ter-city painted bulletins on a ro- 
‘tating basis, with hand-painted 
|eut-outs done on the spot by 
artists. Studies seem to indicate 
‘that the effect of having art work 
| done by hand locally creates a good 
|effect on the public in that it con- 
|veys an impression of freshness in 
|connection with the advertising. 

There has also been greater use 
of Day-Glo radiant inks on poster 
surfaces. In this field, as in fluores- 
cent lighting, the experimental 
work has been pretty much com- 
pleted, and the inks now being 
used provide greater richness, bril- 
liance and longer luminous life. 


| Traffic Audit Bureau's studies 
|of outdoor circulation and traffic 
|patterns in specific market areas 
were further extended during the 
year. It now publishes audit data 
| covering 5,784 towns or markets in 
the U. S. and 168 towns in Canada. 


fied under the direction of George | Volkswagon Pacific Coast Distri-|being tried out. Many engineers! Total population_of the 5,784 
P. MacGreagor, formerly a vp at |butors, McKesson & Robbins, and |believe the experimental stage of | U. S .towns is reported by the bur- 
|Sulton Inc., were new users in| fluorescent lighting is over, and|eau as 87,868,321, which is 81.5% 


the Biow Co., who joined OAI 
early in the year as vp in charge of 
advertising, promotion and _ re- 


| 1956.. 


search. The organization’s public |® Companies that resumed the use 
relations activities have also been |0f outdoor include such names as 
stepped up under William F. Flow- | Wesson Oil & Snowdrift Sales Co., 
er, who has been with OAI for | Admiral Corp., Kellogg Co., Alu- 
several years. Just recently Mr. | minum Co. of America, and Wyler 
Flower was made vp in charge of | & Co., to name but a few. 
public relations. Several national advertisers have 
| already indicated that they will in- 
® New promotional! developments | 


that it is likely to be adopted gen- 
lerally by the outdoor industry. 
They say it has been rather con- 


of the total population served by 
all poster plants in the U. S. The 
|total population of the 168 Cana- 


clusively demonstrated that fluo- | dian towns audited amounts to 7,- 
rescent lights give outdoor panels | 454,560, or 87% of the total served 
better nighttime exposure and that! by all poster plants in Canada. 
they are easier on the eyes. As many users of outdoor have 
|pointed out, TAB’s analyses of 
® Painted displays are being more | plants is of increasing value to ad- 


'widely used and gaining in popu- | vertisers. It sets up procedures for 


|measuring the circulation and 


this year have included a new se- 


|space position value of individual 


ries of film presentations on impor_ | 18 MULLIONS OF $ poster panels and individual paint 
tant outdoor categories, which are | | locations. It then audits these find- 
a are re i anges — ings and publishes them - 4 by | 
a9 oe ws sated COUnTTY; | 25 | ee and agencies in plan-| 
more direct mali aave ising; more | ning out oor campaigns. 
extensive trade convention cover- 
age; and an expanded service to " ® The data includes the number “ 
colleges and universities. panels in a No. 100 showing, the 
In connection with trade conven- | number of 100 showings available, 
tion a by = end ee. n the nee oe ee of a 
more than conventions and ex- 100 showing and the average space 
hibits will have been covered. OAI position value of each audited out- 
furnishes speakers, special exhibits door plant. 
adapted to particular industries, 2 Worked out in cooperation with 
original artwork for posters, aids the American Assn. of Advertising 
speakers in preparing talks, and Agencies, the Assn. of National 
supplies poster blowyps and tech- | FOOD INDUSTRY BE- a Advertisers and the Outdoor Ad- 
nical data on any phase of outdoor | LIEVES IN OUTDOOR vertising Assn. of America, these 
advertising that may be required.) —Leadtng cate- findings enable advertisers to plan 
It also displays exhibits of its own gory in outdoor 20 their outdoor programs knowing 
to promote understanding and use; yolume is the a what circulation coverage and 
of outdoor advertising. food industry. hd ne Sy ae ee 
In o poner een d mescing 8a et Since 1950 it has 8}. + || |their advertising dollars. 
gram, struc- ¥ 
tors of advertising and marketing increased in vol ! = “Advertising to suit the modern 
at 300 universities receive mater-| “’"¢ from about | | pace” will be the theme of the 
ial for use in classroom teaching $18,000,000 to national sales session sponsored by 
aad ae an on aa 55 Outdoor Advertising Inc., Nov. 14 


and lectures. This material is based $25,000,000. 


During Wage Strike 


CLEVELAND, Nov. 7—This city’s 
strike paper, the Cleveland Re- 
porter, put out by striking guild 
members, jumped off with $5,000 
in advertising, a counter sale of 
100,000 and a third-day press run 
of 150,000 copies. 

(The guild put out a similar 
newspaper during the 46-day 
newspaper strike in Detroit, which 
began last Dec. 1 and crippled all 
three papers there. It too was 
called the Reporter, was about 
eight pages big and had a circula- 
tion of about 100,000.) 

Kenneth J. Rankin, display 
salesman for the Cleveland Press, 
and one of the striking guildsmen, 
became advertising manager of the 
guild-sponsored tabloid. 

Making its bow last Monday, 
after the regular Cleveland dailies 
had been shut down three days, 
| the 24-page Reporter carried 560” 
of advertising. 


® For the next two issues, con- 
taining 16 and 24 pages, respec- 
tively, the Reporter’s ad staffers 
sold 390 and 530 inches, respec- 
tively, mostly local display, classi- 
fied, political ads and death no- 
tices. 

Food stores and theaters were 
among the initial advertisers. De- — 
partment stores were not repre- 
sented. 

Immediately, a group of down- 
town stores put out an issue of the 
Cleveland Shopping News, a mu- 
tually-owned paper they had sus- 
pended, due to high delivery costs, 
in 1954. This time the 24-page 
ad-filled paper was mailed. 


‘Collings Joins Aubrey, Finlay 

Earl L. Collings, formerly with 
Evans & Associates, Fort Worth, 
has joined the copy staff of 
Aubrey, Finlay, Marley & Hodg- 
son, Chicago. Before going to Fort 
|Worth, Mr. Collings was editor 
|of CFAC News, official publica- 
tion of the Chicago Federated Ad- 
vertising Clubs. 


| 


K. L. SKILLIN, general advertising 
, manager of Armour & Co., Chica- 
| 90, has been placed in charge of 
hess advertising and sales promo- 
| tion division of the company. He 
| succeeds W. S. Shafer, who has 
| been made vp in charge of trade 
| relations, a new position. 
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Restaurant Men Join Hotel Group 
in Fight Against Credit Card Clubs 


(Continued from Page 1) 


in the credit card program, a res- 


ae 


‘Dodge Buys ‘M odern Hospital’ and ‘Nation's Schools’ | 


New York, Nov. : -F. W. Dodge Corp. has acquired controlling in- | 
terest in Modern Hc pital Publishing Co., Chicago, publisher of Mod- | 
ern Hospital and Ne ‘ion’s Schools, and will operate the company as a 

| separate entity, AA earned today. Dodge publishes architectural and | 


hotel group, credit facilities will be | taurant must belong to the NRA, | construction service magazines and directories. 


extended by both hotels and res- 
taurants participating in the plan | 
on just a single card. 


® Geren Advertising here, which 
has been handling National Res-| 
taurant Assn. promotion for the| 
past several months, has been) 
named to work out a preliminary 
advertising program for the new | 
card system. The double-barreled | 
program will first enlist restau- 
rants for participation in the pro- 
gram, and secondly will aim to get | 
cards into circulation. 

Under the NRA plan, a charge 
to participating restaurants will be 
5% of the guests’ bill, actual cost 
of the central billing system to be 
used. The charge will be reduced 
to 44%% after one year, and even- 
tually, the association hopes to 
bring the charge down to 3%. 

Under the American Hotel Assn. 
plan, there will be no charge to 
hotel members for participation in 
the system, since, for the most 
part, hotels will continue to bill 
their own guests. 

The Universal Travelcard, to be 
used by both associations, will cost 
the public $5 for a 12-month pe- 
riod, and will be issued only after 
careful credit investigation. 

Most of the existing restaurant 
card clubs now charge 7% to mem- 
ber restaurants, as do the promot- 
ers of hotel cards. 

As a plus dividend, the Univer- 
sal Travelcard also will be hon- 
ored by Hertz, Avis and National 
car rental systems, by theaters 
presenting Cinerama, and the as- 
sociations hope to get some stores 
throughout the country to partic- 
ipate as a service for travelers. 


s While the National Restaurant 
Assn. is not going to urge its mem- 
bers to adopt its plan instead of 
those of existing clubs, it will say 
to members, according to Mr. 
Kusswurm, “here is our plan for 
you—the more participating res- 
taurants and more cards outstand- 
ing, the better for the plan.” 

The merger of credit plans be- 
tween the two associations is 
bound to cause a transition period 
in the whole area of credit card 
clubs, Mr. Kusswurm feels, result- 
ing in “a certain amoynt of con- 
solidation.” 

Diner’s Club, the leader and 
largest, recently purchased one of 
the youngsters, Trip-Charge Inc. 
Diner’s Club has issued all Trip- 
Charge card holders Diner’s Club 
cards, and has settled with mem- 
ber restaurants with a percentage 
of outstanding bills, the remainder 
to be paid in ten months. 


8 The American Hotel Assn. now 
has 120,000 credit cards in circula- 
tion. As soon as the NRA plan gets 
rolling, probably within a month, 
it is expected that the total num- 
ber of cards outstanding will reach 
500,000. Negotiations are now un- 
der way with the American Auto- 
mobile Assn., and if it comes in as 
a partner, 500,000 additional cards 
would be put into circulation. 
Although the Travelcard will be 
honored by all AHA members, 
only restaurants who wish to par- 
ticipate in the program will honor 
the cards. The NRA has 60,000 
restaurant members, and combined 
with the membership of the state 
and local restaurant associations, 
there is a potential of 180,000 
members. However, because many 
of the members are cafeterias and 
small establishments which can’t 
afford to do a credit business, Mr. 
Kusswurm made a “wild guess” 
and estimated that 10,000 restau- 
rants would honor the card once | 
the plan was under way. 
He explained that to participate | 


and thus, the plan also may help 
to promote membership in the na- 


| tional association. 


Advertising plans for the pro- 


gram are being worked out. A) 


campaign in restaurant trade pub- 
lications is scheduled for January, 
and direct mail and brochures also 
will be used. It is expected a na- 
tional campaign will break the first 
of the year. 


= The general reaction of the ex- 
isting card clubs at the news of the 
National Restaurant Assn.’s action 
in lining up with the American 
Hotel Assn. fell somewhere be- 
tween a snicker and a sigh. 

“Just wait ’til these guys find 
out what the business is about,” 
is a fair specimen of the reaction. 

Observers pointed out (1) that 
the associations so far don’t indi- 
cate that they will present a con- 
solidated bill, and (2) there is so 
far no indication that they will be 
able to produce ali the desirable 
members card users might want. 

But one thing stood out. At the 
moment, the established credit 
card clubs aren’t the least bit wor- 
ried about the AHA-NRA move. 
The Esquire Club, with 50,000 
members, said—through Director 
Stanley Frankel—that the associa- 
tion’s move would have “no seri- 
ous effect.” 


s Two other “outside” credit card 
companies—the Diner’s Club and 
the Gourmet Guest Club—also 
regard this “all-out” drive as not 
much of a threat. In fact, the Din- 
er’s Club welcomes the new card 
and wishes it luck “because it will 
help people get acquainted with 
the credit card system,” according 
to Matty Simmons, promotion di- 
rector. 

Although Mr. Simmons had not 
heard about the new card until 
queried by AA, he quickly listed 
several reasons why he did not 
feel it would pose any problems 
for the Diner’s Club. 

(1) The Diner’s Club restaurants 
are carefully selected—the listing 
of a restaurant by the club is a 
real recommendation. Any hotel or 
restaurant, on the other hand, may 
belong to the Universal Travel- 
card, from the best cuisine down 
to a hamburger stand. The Travel- 
card holder will have no criteria 
to help judge what kind of a res- 
taurant he is walking into. 

“If you’re an adman taking out 
a client in a strange city, you 
want to be sure the restaurant you 
suggest is not eighth-rate,” Mr. 
Simmons asserted. 

(2) The Diner’s Club card of- 
fers many more services than the 
Travelcard—the public gets much 
more for its $5. 

(3) The club is worldwide in its 
services, while the Travelcard, be- 
ing sponsored by national organi- 
zations, is limited to the U. S. 

(4) The club expects to charge 
$1 billion in the next 12 months, 
compared to the $60,000,000 
charged last year—a pretty flour- 
ishing business to try to starve out. 

(5) Everyone thinks a credit 
card club looks easy until he tries 
it. “You have to sign up many 
members to make it go. That’s 
why so many have failed—Trip- 
Charge, for example, which the 
Diner’s Club just recently pur- 
chased,” he pointed out. 


= Gourmet’s publisher, Earle R. 
MacAusland, like Mr. Simmons, 
was not informed of the new Trav- 
elcard until AA’s reporter called 
for his opinion. 

“Just wait until they start fig- 
uring out their overhead,” he pre- 
dicted. “I see absolutely no threat 
at all to the Gourmet Guest-Club.” 


iby Lever Bros. to handle introductory advertising for Dove beauty 


Durham, Davis Leave K&E for R&R, Grey Posts 


| New York, Nov. \—Two Kenyon & Eckhardt executives left K&E}| 
, this week to join other agencies. Robert C. Durham, formerly assistant | 


ment. Meanwhile, Hal Davis, K&E vp in charge of merchandising and 
promotion, will join Grey Advertising in mid-January as vp for radio 
and tv and a member of Grey’s plans board. Alfred L. Hollender will 
continue to head Grey’s broadcasting operation. K&E has named 
Stevens Dietz, former head of the merchandising department, to suc- 
ceed Mr. Davis as acting director. 


Ogilvy Will Handle Canada Debut of Lever’s Dove 


New York, Nov. 9—Ogilvy, Benson & Mather has been appointed 


bar in Canada. The agency already handles U. S. advertising for the 
new soap product. 


Agey Gets National Airlines; Other Late News 

e Hoite Agey, president of Hoite Agey Advertising, Miami, has 
confirmed that his agency will handle the National Airlines account 
(AA, Nov. 5). Effective Dec. 1, Agey will take over radio and tv, with 
the rest of the account moving over Jan. 1. The account has been 
handled by Grant Advertising. Peter Finney has joined the agency 
as vp and partner in charge of the National Airlines business. He 
formerly was with August Dorr Associates Advertising, Miami. Mr. 
Agey said the budget, running about $2,000,000 annually, probably 
will be expanded because the airline will shortly add Boston, Provi- 
dence and Houston to the cities it serves. 


e American Safety Razor Corp. has appointed Gotham-Vladimir Ad- 
vertising to handle its export advertising. National Export Advertising 
Service is the previous agency. : 


e John J. O’Connell has been named marketing vp of Amoco Chemi- 
cals Corp., which will be formed before the end of the year through 
consolidation of three chemical affiliates of Standard Oil Co. (Indiana) 
(AA, Aug. 27). Mr. O’Connell has held a number of sales and mar- 
keting positions with Shell Chemical Corp. since 1946. He joins the 
Chicago offices of Jay H. Forrester, Amoco Chemicals president-elect. 


e Jack R. Green, formerly media director of Toni Co., joins J. Wal- 
ter Thompson Co., New York, Nov. 19 as an associate media director. 


e Parke, Davis & Co., Detroit, has appointed Young & Rubicam, 
Detroit, to handle advertising for its new overseas division. Y&R 
has handled Parke, Davis institutional advertising in the U. S. since 
1932 and in Canada since 1941. 


e Compton Advertising has set up a new subsidiary, Compton Service 
Associates, to handle publicity for clients. The pr unit will be directed 
by Elle Kofler, who has been with Compton in publicity for two years. 
The new unit will have a staff of 12. 


Seaboard DrugJoins | 
Nelson; Will Sell 


Waterman Pen Line 


New York, Nov. 13—Seaboard 
Drug Co., which makes Mericin, 
“new wonder drug for relief of 
pain due to arthritis and rheumat- 
ic diseases,” has merged with the 
Glen Nelson Co., consultant. The 
merger brings Seaboard a 15-year 
contract for exclusive sales repre- 
sentation of the popular price di- 


Glen Nelson, former vp in 
charge of sales for Paper-Mate 
|Pen Co., figures Mericin’s sales 
will reach $5,000,000 at the whole- 
sale level at the end of its first 
year. He said the ad budget, in- 
cluding co-op in newspaper, was 
$1,500,000. 


Squibb Medical Ads 
Shift from McAdams 
to Enloe and Burdick 


vision of the Waterman Pen Co. 

Glen Nelson, who previously had 
also been director of sales and 
marketing on Seaboard, now takes 
on the title of exec vp in charge of 
sales and marketing. Robert D. 
Hawse, president of Waterman, 
becomes a board member of Sea- 
board. 

Waterman pens are handled by 
Fletcher D. Richards Inc., while 
Mericin is an account of Grant 
Advertising. Grant is expected to 
be named shortly on Waterman’s 
popular-price pens, while Richards 
is expected to retain the remain- 
der of the Waterman line. 


® President of Seaboard is Harry 
Patterson, onetime radio announc- 
er and former ad agency man. The 
35-year-old son of a country doc- 
tor formed the company in 1955. 
Mericin went on the market in 
July, 1956, and grossed $35,000, 
according to Mr, Patterson. In 
August, the gross was $135,000; in 
September the figure went to 
$185,000 and last month it was 
$230,000. 

Mericin is advertised via Walter 
Winchell’s radio program, aired by 
Mutual Broadcasting System, and 
newspaper co-op space. 


New Yorx, Nov. 9—Burdick, 
Becker & Fitzsimmons, ethical 
pharmaceutical agency opened 
here Nov. 1 (AA, Oct. 22), will 
have E. R. Squibb & Son, a divi- 
sion of Olin Mathieson Chemical 
Corp., as its first client. 

Burdick, Becker will handle 
medical journal advertising for 
Squibb’s nutritional, hormone and 
sulfa products. At the same time, 
Squibb announced the appointment 
of Cortez F. Enloe Inc., another 
ethical drug agency, to handle 
medical journal advertising for its 
other products. 

Squibb medical advertising has 
been handled by William Douglas 
McAdams Inc. for more than 25 
years. Three principals of the new 
agency—Dean L. Burdick, Donald 
F. Fitzsimmons and Dr. W. Gerald 
Morson—were formerly associated 
with McAdams. The fourth princi- 
pal, Robert A. Becker, was for- 
merly professional advertising 
manager of Squibb. 

Burdick, Becker also announced 
this week the appointment of Elsie 
D. Fuerstenberg as media director. 
She was formerly media director 


to the president of K&E in charge of new business development, has| ™ 
joined Ruthrauff & Ryan as senior vp in charge of business develop-| % 
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RALPH KLAPPERICH, who resigned as 
ad manager of G. Heileman Brew- 
ing Co., La Crosse, Wis., to join 
Knox Reeves Advertising, Min- 
neapolis (AA, Oct. 22), has been 
named an account executive on 
General Mills products. 


Travel Agent Group 
Weighs National 
Institutional Ads 


Cuicaco, Nov. 8—Booming na- 
tional and international travel 
business notwithstanding, the na- 
tion’s travel agents are becoming 
increasingly pr. conscious and are 
seriously thinking of starting a na- 
tional institutional advertising pro- 
gram. 

The American Society of Travel 
Agents, meeting here this week for 
its 26th annual meeting and world 
travel congress, would spearhead 
the ad drive. ASTA is composed of 
travel agents plus representatives 
from the allied industries of pass- 
enger carriers and hotels. 

ASTA’s operating budget car- 
ries no advertising allocation, but 
it has retained an agency—Capies 
Co., New York—for years. Mem- 
bership interest in a national in- 
stitutional ad campaign has been 
strong for the past couple of years, 
according to Herbert Buhrman, 
editor of Travel News, published 
by ASTA. 


ad program started were hashed 
over yesterday at a public rela- 
tions sales forum—the first ASTA 
has ever held. Size of the ad pro- 
gram discussed was in the $150,- 
000-$250,000 range with magazines 
regarded as the probable medium. 
According to Hudson F. Meyer, vp 
in charge of Caples’ New York of- 
fice, magazines are the only medi- 
um within ASTA’s financial range 
that would benefit ASTA mem- 
bers in smail communities. 


= Money, however, seems to be 
ASTA’s big problem in getting 
the program going. While even 
$250,000 is, in the words of a rep- 
resentative of the French Line, 
“peanuts and would hardly scratch 
the surface,” it would involve a 
sharp increase in ASTA member- 
ship dues. A show of hands at the 
forum indicated the membership 
was rather cool to that prospect. 
One reason many travel agents 
seem to have for holding back on 
the money is the happy thought 
that the carriers—air lines, ship 
lines, railroads and busses—will 
be moved to earmark slight por- 
tions of their ad budgets for ads 
for the agents. J. H. Carmichael, 
president of Capital Airlines, 
fanned these hopes by his asser- 
tion at the convention that the 
air transportation industry should 
find ways to financially aid the 
efforts of agents to develop mass 
or group movements of travel. 
Another carrier’s reaction to 
spending money promoting the 
agents, however, was that the car- 
riers are already doing more than 
their part by including the line 
“See your travel agent” in the 
vast majority of their ads. “What 
more do you want from us,” he 


of the professional marketing di- 
vision of Benton & Bowles and is 
also an alumna of McAdams. 


asked, “besides our directing 80% 
of our customers to deal through 
you.” 


Ways and means of getting the’ 
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Along the Media Path 


In three consecutive issues— 

October, November and December 
—Food Service is running an arti- 
cle, “Modernize to Profitize,” to 
make the industry aware of what 
has already happened to change 
the traditional thinking and tech- 
nology of serving food to the pub- 
lic. 
e The Roanoke Times and the 
World-News and their owned sta- 
tions, WDBJ and WDBJ-TV, have 
completed an expansion program 
totaling more than $2,000,000. A 
public open house is being held the 
week of Nov. 11. The expansion 
program began in April, 1955. 


e “America’s Biggest Class Mar- 
ket” is the subject of a new basic 
presentation on the farm market 
by Prairie Farmer. Designed to 
show the importance of the farm 


The Surefire Method 
of Boosting Sales... 


... in this rich Oregon mar- 
ket. KVAL-TV, Eugene, and 
KPIC-TV, Roseburg, give you 
the one combination that 
brings you complete cover- 
age of the Pacific North- 
west's 5th largest market... 
reaching 163,600 families 
with spendable income of 
$776 million! A great sales 
potential, just waiting for 
you! 

Contact your gu ge 
man, or Moore and 
(Seattle-Portland). 


lily income in Dallas County is 


market in relation to metropolitan 
markets, the presentation also re- 
veals the complexities of agricul- 
tural production and cites specific 
reasons why advertisers are plac- 
ing bigger schedules in state and 
local farm papers. 


e McCall’s is extending its Use- 
Tested tag program to include 
many types of home furnishings, 
building materials, equipment and 
certain packaged cleansing goods. 


e Modern Medicine, to mark its 
25th anniversary, is sending out to 
subscribers an exact reproduction 
of its first issue, with its current 
issue. The first issue contained just 
50 pages. Today’s Modern Medicine 
carries an average 260 pages an 
issue. The original issue was re- 


printed “to illustrate to subscrib- | 
ers the lasting qualities of a basic- 


E. Herz, publisher. 


e The Spokesman-Review and) 
Daily Chronicle, Spokane, on Oct. 
23, published a 24-page regular is- | 
sue with 18 pages in color. This is| 


of r.o.p. color pages ever produced | 
in a daily paper. 

The newspapers sponsored a se- | 
ries of meetings during that week | 
in which they hosted from 300 to) 
400 local advertisers and agency) 
personnel at each of five sessions | 
to announce completion of a plant- | 
wide remodeling and expansion 
and to acquaint advertisers with 
the increased facilities for han- 
dling r.o.p. color. Speakers were 
Clyde Bedell, advertising consult- 
ant and AA columnist, and Harry 
N. King, manager of customer re- 
lations for the Chicago Tribune. 


e Capper’s Farmer captured the 
attention of advertising people 
with a mailing of its promotion 
piece from the United Nations 
Bldg. post office. The promotion 
pointed out that since agriculture is 
the world’s oldest and largest in- 
dustry, it was appropriate that the 
letter be mailed from the “only 
world post office.” 


e The Houston Post will publish 
its year-end edition on Sunday, 
Jan. 27, 1957. It will be called 
“This Is Houston.” Houston and 
the surrounding area will be de- 
picted. 

e The Dallas Times Herald is 
making a presentation, primarily 
to agencies in New York, Chicago, 
Oklahoma City, St. Louis, Phila- 
delphia and Kansas City, portray- 
ing the growth of the Dallas mar- 
ket. The presentation, “Golden 
Bonus Market,” emphasizes how 
much greater the per-family in- 
come is in Dallas County as com- 
pared to the 19 other counties in 
the retail trade zone. The per-fam- 


$6,196, according to the presenta- 
tion, compared to approximately 
$3,600 in the surrounding trade 
zone. 


@ The American Weekly marks its 
60th anniversary this year. Its an- 
niversary edition had a special sec- 
tion highlighting the Sunday 
newspaper section’s awareness of 
things to come throughout its his- 
tory. 

e A paper slot machine, but one 
which works by regurgitating a 
dime when its lever is pulled, has 
lbeen sent out by the San Jose 
Mercury and News to promote the 
idea that “San Jose Pays Off Every 
Time!” 

e Radio & Television Weekly 
publishes a special merchandising 
lissue on Nov. 10 in conjunction 
with its 40th anniversary. 


e A completely restyled Boston 


Scott § Swanson 
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— 


R.0.P.—Speaking at the Spokane Spokesman-Review and Daily 


Chronicle five-day series, Harry 


N. King, of the Chicago Tribune, 


holds up two ads to illustrate a point. Listening are William B. 
Hyde, treasurer; Don G. Scott, mechanical superintendent, and G. 
P. Swanson, advertising director of the Spokane newspapers. 


doni type. New makeup is being 
used throughout the three Hearst 


e Department of New Laurels: 
American Home has had its best 
year in 1956, with a total of 914 ad 


pages or 8.6% over 1955. 

TV Guide registered its first 
half-million dollar month in Octo- 
ber. Gross advertising revenue for 
the month’s four issues ran to over 
$505,000. This is a 66% increase 
over figures for October, 1955. Ad- 
vertising revenue for the first ten 
months of 1956 total $2,800,000, an 
86% increase over the same period 
of 1955. 

The current issue of Bedding 
Magazine contains 164 pages, of 
which 124 pages are paid advertis- 
ing, more than has ever previously 
appeared. 

A 27% increase in advertising 
linage in the January, 1957 issue 
of Screenland over the correspond- 
ing month of 1956 has been report- 
ed by the magazine. 

Cavalier, along with the other 
two magazines making up the 
Fawcett Men’s Group—Startling 
Detective and True Police Cases— 
has closed the fourth quarter of 
this year with more than a 53% 
advertising revenue gain over the 
enue totaled $23,194,000 compared 

For the first nine months of 
1956, Look established new alltime 
highs in both circulation and ad- 
vertising. Net paid circulation for 
the period averaged approximately 
4,183,000, compared with 4,062,994 
for the first nine months of last 
year, and gross advertising rev- 
enue totaled $23,194,000 compared 
with $19,676,000 for the first nine 
months of 1955. 

Good Housekeeping reports that 
its net advertising revenue for the 
first 11 months of this year was 
$15,222,180. This is $2,000,000 
greater than advertising revenue 
for the same period last year. 

Reader’s Digest for November 
will carry the largest volume of 
advertising since the magazine be- 


gan accepting advertising in April, | 


1955. The November issue has 49 
advertising pages out of a total of 
244, and gross billings of $1,445,520. 

Holiday’s 10th anniversary year 


has broken all records for adver-| 
tising linage and revenue. Linage | 


totaled 3,883 columns, a 9.3% gain 
over the previous year, and reve- 
nue totaled $6,483,781, a 10.7% in- 
crease. The December issue will be 
the largest ever published. In sev- 


en of the 12 months during 1956 


the issue broke the alltime record 
for that month in advertising rev- 
enue. 

In the first nine months of this 
year, Business Week carried 4,354 


advertising pages. This is a gain of | 


283 pages, or 6.95%, over the same 
period in 1955. It is also the largest 
number of advertising pages ever 


Sunday Advertiser was unveiled 
Nov. 4. Headlines were set in Bo- 


carried by Business Week in the 
first three quarters of any year. 


| The forthcoming December Sev- 
enteen will set the magazine’s all- 


ally sound idea,” according to M.| newspapers in Boston, the Boston time advertising dollar volume 
|Daily Record, Evening American record for a December issue. The 


and Sunday Advertiser. 


|dollar volume represents a gain of 
approximately 23% over last year. 

Outdoor Life’s November, 1956, 
| issue carries 33,598 lines of adver- 
tising, 14% above November, 1955 


believed to be the largest number | pages for the year, a gain of 72|_ the terest Seveusber tetel te the 


magazine’s 58-year history. This 
|brings the magazine’s 11 months 
advertising linage to an alltime 
high of 344,789 lines. : 

Newsweek’s Oct. 15 issue breaks 
j}another record in advertising 
|pages carried by the magazine. 
|The number of advertising pages 
totals 95. 

An alltime peak in advertising 
revenue for a calendar year has 
been reached in 1956 by Parents’ 
Magazine. The dollar volume of 
$5,942,841 represents a 10% gain 
over 1955. 

The October issue of Transpor- 
tation Supply News carries an all- 
time high record in advertising: 
169 advertisers ran 406 ad units. 


Boosts ‘Presley Victrolas’; 
Otters RCA TV Set at $100 

Two Elvis Presley Autograph 
Special models of RCA Victor’s 
portable Victrolas will be offered 
together with an album of Mr. 
Presley’s recordings in a special 
promotion. The Victrolas will fea- 
ture Mr. Presley’s autograph 
stamped in gold on the top cover 
of simulated blue denim cases. One 
model plus eight recordings is 
priced at $32.95; the other with 12 
records is $44.95. The offer will be 
promoted primarily by network 
radio and cooperative ads. Kenyon 
& Eckhardt is the agency. 

RCA is also offering a new 
portable tv set—a new version of 
the Personal set. The new model, 
with an 8” screen, will be avail- 
able in black at $99.95, in red, gray 
and ivory at $109.95. 


Stages ‘Confidence’ Contest 
The Permaglas division of A. O. 
Smith Corp., Kankakee, IIL, is 
planning a photo contest as part 
of its “Confidence” sales campaign. 
According to the company “the 
contest is designed to attract the 
attention of shutterbugs and fur- 
ther convince them that they can 
have confidence in Permaglas wa- 
ter heaters.” Each photo submitted 
must portray “confidence”—such 
as the confidence a child shows in 
his parents, a man has in the fu- 
ture or a dealer in plumbing sup- 
plies. Entry blanks will be avail- 
able at dealers, through camera 
clubs or from the Philip Lesly Co., 
Chicago, public relations. 


‘Broadcasting’ Joins ABP 

Broadcasting-Telecasting, 25- 
|year-old weekly published by 
| Broadcasting Publications, Wash- 
| ington, has become a member of 
Associated Business Publications, 
|New York. 


‘Maryland Brewers 


‘Drop Embargo; See 
‘New Canada Market 


(Continued from Page 3) 
The bill was intended to prevent 
|the Carling Brewing Co., a whol- 
|ly-owned American subsidiary of 
| Canadian Breweries Ltd., from 
| building a proposed brewery in 
| Baltimore County. 


j 
| 
| 


s “While certain restrictions in 
Canada still remain to be re- 
moved,” the Associated Brewers 
letter says, “it now appears rea- 
sonable to believe that American 
beers will be permitted to compete 
in Canadian markets in a manner 
comparable with Canadian brew- 
ers competing in American mar- 
kets.” 

This, the letter points out, is in 
contrast to the “sanctuary” posi- 
tion which previously had protect- 
ed Canadian brewers from Ameri- 
can competition. The letter also 
asserts that the action of the 
Maryland legislature on Senate 
Bill 38 was largely responsible for 
the lowering of Canadian tariffs. 

“It is reliably reported to us,” 
Mr. Hocker says in his letter, “that 
a well known American brewer 
will soon announce its entrance in- 
to Canadian beer markets.” 

Mr. Hocker could not be reached 
for additional information on this. 
But AA has learned from other 
sources that the American brewer 
referred to in Mr. Hocker’s letter 
is Pabst Sales Co. 


® A Pabst spokesman told AA 
that the brewer has considered 
entering the Canadian market for 
some time, but definite plans have 
not yet been formulated. 

“Selling beer in Canada involves 
many problems that are not found 
here in the U.S.,” the spokesman 
said. “Each province has its own 
restrictions and laws concerning 
licenses, advertising, bottle sizes, 
etc. If we expand our operation 
in Canada, it probably will be one 
province at a time.” 


Herschman Is Creative Head 
Burlingame-Grossman Advertis- 
ing, Chicago, has appointed Henry 
S. Herschman creative director, a 
new post. Mr. Herschman former- 
ly was assistant to the president of 
Teplitz Advertising Agency. 


the Ring Binder that 
STANDS, SITS 
or LIES FLAT 

to get your prospect's attention 


1702 West Washington 
CHICAGO 12, ILL. 
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- *TIME’s readership is the biggest 
concentrated audience of best cus- 
tomers and influential people in the 
United States today. Nevertheless, 
Tobey exaggerates... not all TIME 

_ readers read “WAR AND PEACE.” 
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Playboy goes to the head of 


0 ow. 


Brand loyalties that last a lifetime are 
established in the college shops. New ideas 
and style trends get their start here from the 
important young men whose enthusiasm can 
start national buying sprees. 

Want to send your sales message to college? 
Almost 25% of PLAYBOY’s total circulation 
is among men currently enrolled in college. 
PLAYBOY is far and away the outstanding 
best seller on college newsstands of all maga- 
zines. 

For the first part of A Continuing Study of 
College Newsstand Magazine Sales (available 
on request), figures have been taken from 
magazine wholesalers’ records in 25 randomly 
selected university and college towns. These 
figures represent the total sales of the maga- 
zines listed for all newsstands on or near 
campus which cater pri- 
marily to student traffic. PLAYBOY 


232 East Ohio Street + Chicago 11 «+ MI 2-1000 
270 Park Avenue «+ New York 17 + PL 9-3076 


‘PLAYBOY 
_ SATURDAY 
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